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Abstract

Gratitude speech acts play a vital role in communication, as they help maintain social
harmony and reflect cultural values. The study of gratitude speech acts is crucial in
pragmatics because it reveals how individuals navigate social relationships and
express politeness. Understanding how gratitude is expressed in different contexts
highlights the underlying social norms and personal traits that influence language use,
making it a significant area of research in cross-cultural and interpersonal
communication. Despite the importance of gratitude, there is limited research on how
individual traits, such as age and personality, affect the choice of gratitude strategies.
This gap leaves room for a deeper exploration of inter-personal variability in the
expression of thanks in the same cultural context. This study aims to examine the
similarities and differences in gratitude expressions among Chinese adults of varying
age groups (young vs. mature) and personality traits (introverted vs. extroverted),
focusing on whether these personal traits affect the use of politeness strategies and
adherence to cultural norms. To achieve this end, 80 Chinese participants were
recruited and divided into four groups based on their age and personality: 20
introverted young adults; 20 extroverted young adults; 20 introverted mature adults
and 20 extroverted mature adults. Through discourse completion tasks, which
represented gratitude-eliciting scenarios, thanking speech acts were elicited and
analyzed, with particular attention given to the use of direct and indirect strategies,
specific gratitude strategies, titles, and (in)formal lexico-syntactic patterns. The results
show that age influenced the formality of language, with older participants favoring
more formal expressions. Personality played a significant role in strategy choice, with
extroverts tending toward direct and efficient communication, while introverts
favoring more structured and reflective approaches. Across all the groups, there was a
general trend toward a low use of indirect strategies, suggesting a preference for

efficient communication in modern contexts.
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CHAPTER 1: Introduction

1.1 Research motivation

Thanking is a common speech act. Its form and content, however, vary significantly
depending on the cultural context in which it is performed, as revealed in
cross-cultural studies (Ebsworth & Bodman, 1986). In Chinese culture, thanking is
not just a simple “thank you.” It reflects deeper social relationships and reveals the
norms and rituals within the culture (Gu, 1990; Chen & Yang, 2010). Indeed, its
expression is influenced by various factors, including the speaker’s identity, the

listener’s identity, and the social context.

As a Chinese student living and studying in Italy, I have had the opportunity to teach
Chinese part-time at a local school. During this experience, I noticed that Italian
students often used “thank you” to express gratitude, but also that they struggled to
grasp the more complex ways of expressing thanks in Chinese culture. This reflects a
common issue in language learning and teaching: students focus on the form of the
language but often miss the cultural nuances (Chuang et al., 2013; Li, 2004) and
Chinese language teaching emphasizes grammar and vocabulary but often neglects
cultural and ritual aspects (Byram, 1997). As globalization continues and China’s
influence on international affairs grows, more people are learning Chinese, yet many
still face challenges in appropriately expressing gratitude, or other attitudes and
communicative functions, due to cultural differences (Chen & Starosta, 2000;
Schwartz, 2020; Morgan & Gulliford, 2021). Understanding how to express gratitude
in Chinese is crucial, as it would help learners not only improve their language skills,
but also navigate Chinese social norms and avoid communication barriers caused by

cultural misunderstandings (Morgan & Gulliford, 2021).

It has been pointed out that, in Asian cultures, people often express gratitude in formal
and indirect ways (Floyd et al., 2018). But research on Chinese gratitude shows that

these expressions can change based on social status, relationships, and the situation.
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For example, how close people are or how formal the occasion is can affect how they
show thanks (e.g., Li & Li, 2017). This complexity suggests that gratitude in Chinese
culture is not just about politeness but plays a crucial role in maintaining social

networks.

For instance, Gu (1990) discusses how in Chinese society, gratitude is expressed
differently depending on the hierarchical or symmetrical relationship between
interactants and the (in)formality of the situation. In a formal setting, such as between
a boss and an employee, a subordinate might use formal and respectful language to
express thanks such as the phrase like “f i & 45 7 3 iX N HL £ (‘Thank you for
giving me this opportunity’). Here, the use of the respectful pronoun “#&” (‘you’, a
formal honorific pronoun) shows deference to the superior. In contrast, the boss might
use less formal language to express thanks to the employee, such as “ ¢ 7 |~
(“You’ve worked hard”), which conveys appreciation while safeguarding the speaker’s
authority. In contrast, Chen & Yang (2010) highlight that in informal settings, such as
among peers or family, the expression of thanks is often less structured and more
casual, reflecting the symmetrical relationship between the interactants. For example,
friends might say i ¥ /K # & > (‘Thanks for helping me’), using the informal
pronoun “ fK > (‘you’). Additionally, in close relationships, there may even be
instances where gratitude is implied or downplayed, as formality can be seen as

unnecessary between family members or close friends (Chen, 2019).

Additionally, in my daily observations, I have noticed that in Chinese culture,
expressions of gratitude are influenced not only by cultural and social contexts but
also by the speaker’s age and personality traits, social variables that are sometimes
taken into consideration in pragmatics research on language use. For instance, older
adults tend to follow more traditional and formalized methods of expressing thanks,
such as writing thank you notes or offering verbal thanks in structured social settings,
while younger individuals are more likely to express gratitude through casual, quick

interactions, often in digital formats like text messages (Levine & Norenzayan, 2011).
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Also, extroverts typically prefer to express their thanks in a more enthusiastic and
direct manner, while introverts tend to use more restrained, brief, and formal

expressions (Oberlander & Gill, 2004; Zaswita, 2022).

Some studies have looked at how personal differences affect speech acts. For instance,
Freitas et al. (2011) found that, as people get older and gain social experience, they
tend to express gratitude in more polite and thoughtful ways. However, there is not
much research on how age and personality affect how gratitude is expressed in
Chinese culture. Studying this further could help us understand how cultural and
personal factors shape the way Chinese speakers use language. This knowledge could
also help language learners better handle cultural differences in real-life

communication.

1.2 Research objectives

This study aims to explore the similarities and differences in the expression of
gratitude speech acts among Chinese adults across different age groups and
personality traits, so as to determine whether these social factors affect language use.
By collecting and analyzing data from people of different age groups (i.e., younger
and older adults) and personality traits (i.e., introverts and extroverts), the study seeks
to gain an understanding how these variables influence the choice of gratitude
strategies and their formulation. This study, therefore, aims to contribute to the
research on variational pragmatics in the Chinese context, by considering the interplay

of a social, directly observable, variable and a personal, less accessible, variable.

1.3 Structure of the thesis

This thesis will be structured into five chapters. In this first chapter, I introduce the
research motivation and objectives. In the second chapter, I provide a review of the
pragmatic literature relevant to politeness in Chinese, especially with regard to
gratitude speech acts, and analyze their application and differences across various

cultural contexts. In the third chapter, I outline the research method adopted. The
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fourth chapter presents the results of the data collected. Finally, in the fifth chapter, I
interpret and discuss the findings, draw implications from them, identify the study’s

limitations, and suggest directions for future research.



CHAPTER 2: Literature review

2.1 Introduction

This chapter provides an overview of the literature on politeness, in particular, the
cultural notion of gratitude, and with a specific focus on the speech act of thanking in
Chinese. Section 2.2 delves into the historical theory and research on politeness in
China, while Section 2.3 explores the concept of gratitude in China and other
countries. Section 2.4 provides the latest research findings on the speech act of
gratitude in various languages, including Chinese. Section 2.5 outlines theories put
forward to account for cultural differences, and describes key traits usually ascribed to

Chinese culture. Implications from the research considered are drawn in Section 2.6.

I looked for studies on Chinese politeness, Chinese gratitude and the speech act of
thanking and Chinese culture in the online catalogue of Padua University (i.e.,
GalileoDiscovery), within the 1973-2023 time span, and using the following word
combinations as my search words for relevant titles: Chin* AND polit*, polit* AND
grat®, polit* AND thank*, Chin* AND grat*, Chin* AND thank*, grat* AND thank*
AND speech act AND thank*, and speech act AND grat*, cultur* AND dimension,
cultur* AND Chin*, dimension AND Chin*.

2.2 Chinese etiquette

Chinese etiquette has a long history. It originated before the Xia Dynasty (i.e., before
the 21st century BC) and became popular during the Xia, Shang, and Western Zhou
dynasties (21st century BC to 771 BC). It can be traced back to ancient Confucianism,
which placed great emphasis on the harmonious coexistence of people and the
maintenance of social order. This was especially relevant in a slave society, where
social classes were stratified. With the development of modern society, Chinese
etiquette has also evolved, with some traditional etiquette norms gradually fading
under the influence of Western culture, but with others, like self-deprecation and

respecting others, still remaining at the core of Chinese politeness. Besides
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maintaining social order and consolidating colonial rule and authority as a code of
conduct, Chinese etiquette is also a cultural tradition and social norm that regulates

behavior, aiming to cultivate personal moral character.

2.2.1 Research on Chinese politeness

The earliest books on etiquette in ancient China were compiled in the Zhou Dynasty
(11th century BC to 771 BC) by Zhougong “J# 55> (‘Zhou Rites’), “4X 4L (‘Rituals’),
and “4L i~ (‘Book of Rites’). Later generations called these three books “#L £
(‘The Scripture of Rites’), which became the political and legal system and behavioral
norms of a Chinese society based on slavery. During the Spring and Autumn Period
and the Warring States Period (771 BC to 221 BC), Confucianism, that is, the
teachings of philosopher Confucius, contributed to developing Chinese etiquette.
Confucius proposed the concept of “{~> (‘Humanity’) based on “#L i (‘Book of
Rites’). He believed that “A %240, JGLAIL”, that is, that ‘without learning etiquette,
there will be no place to stand’. Confucius asked people to use the norms of etiquette
to restrain their behavior, and he emphasized that people should care for, and respect,

one another, and also learn to be grateful to life for their blessings.

During the 1901-1949 period, China experienced a semi-colonial and semi-feudal
social phase. However, gradually, after the Chinese Revolution of 1911, Western
etiquette had a profound impact on China’s traditional etiquette system, which
abandoned some of the old norms, and, at the same time, adapted western ideas such

as those of freedom and equality, aiming at social rights for all citizens.

Etiquette, which refers to a set of rules or guidelines that dictate the expected behavior
in a given situation, is part of politeness, the behavior for demonstrating good
manners in social interactions. In modern China, many scholars have conducted
linguistic research on politeness. Gu (1992) traced its history from the social
hierarchy and slavery system of the Zhou Dynasty (11th century BC to 771 BC). The

author identified four elements of politeness that align with China’s national
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conditions: respect (self-respect and appreciation of others), modesty (devaluing
oneself and respecting others), enthusiasm (sympathy, concern, hospitality), and
gentleness (proper and generous conversation and behavior). Drawing on Leech’s
Politeness Maxims (1983), which are not fully suitable to the Chinese context, the
author put forward five Chinese politeness principles that align with China’s national
conditions and characteristics, namely, the principle of self-deprecation, the principle
of address, the principle of elegance, the principle of agreement, and the principle of
attainment, speech, and conduct. The principle of self-deprecation comprises
depreciating oneself, respecting others, and treating them as people with higher rights
than oneself. The principle of address refers to how people are addressed based on the
social relationships in interpersonal interactions. The principle of elegance involves
using elegant words and avoiding profanity. The principle of agreement consists in
paying attention to the other person’s face, trying to maintain harmony with them, and
trying to satisfy the desires of both parties. The principle of attainment, speech, and
conduct has to do with maximizing the interests of others and minimizing the efforts

of others in conversations.

Xu (1992) presented an understanding of the phenomenon of politeness on the basis
of the principle that macroscopic phenomena are the result of the integration of
relationships between subsystems. He suggested that politeness involves promoting
the relationship between oneself, the addressee, and a third party, following these
maxims: Pay attention to your own tone and attitude; Respect the other party; and
Show consideration for whether your behavior will affect the third party. Politeness
strategies include Positive strategies, that is, saying moderately modest, respectful or

polite words, and Negative strategies, that is, saying moderately neutral words.

Another Chinese scholar who has worked on politeness is Qian (1997). He proposed
11 politeness strategies that are tailored to Chinese culture: expressing gratitude and
declining compliments; complimenting by first criticizing, treating the other party as a

third party; treating oneself as a third party; conveying one’s views through the mouth
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of a third party; applying a variety of speech acts with polite strategies; utilizing
authority, evasion and superficial agreement while denying the facts; and responding
with words instead of actions. The author stated that the goal of these strategies is to

achieve a more comprehensive view of communication.

Chen X. R. (2019) examined the “family culture” in Chinese Politeness by analyzing
classic dialogues in the Chinese novels Morning in Shanghai, Mountain Villagers in
Cities, Football Youth Camp, and Puzzles, Knowledge and Life. The author suggested
that China is a collectivist country based on the organizational system of labor or
work unit, and that it has a “family culture” that makes society more united and
complete. The author presents four maxims relevant to Chinese culture: the “Maxim
of Addressing Closeness based on — % 3% (‘family closeness’),” the “Maxim of
Attitudinal Warmth based on — %3¢ (‘family closeness’),” the “Maxim of Familial
Deference based on ZJ%& (‘family clan’)”, and the “Maxim of Interactional Harmony
based on A1 4 7& (‘harmony is the most precious’).” The author observes how
Chinese people believe that family members will “tolerate” each other and do not
need to pay special attention to politeness while interacting with each other. Therefore,
when talking to people who are not related to each other, communications participants
treat each other as pseudo-family members (e.g., by calling them relatives), and
express “politeness” and “warmth” by saying “ A~ H & A ” (‘don’t stand on
ceremonies’). The author emphasizes that, according to the “Maxim of Addressing
Closeness”, it is polite to show warmth and concern for people outside one’s family’s
social circle. At the same time, Chinese people tend to comply with requests,
suggestions and the like, from friends, colleagues, relatives, and family members as
much as possible to maintain harmony. According to the “Maxim of Attitudinal
Warmth”, it is polite to show warmth to relatives, friends, and other acquaintances and,
in turn, to express gratitude for the hospitality one has received. Also, using kinship
terms to show respect triggers the “family” based norm of familial respect, which
indicates that it is courteous to intentionally demean oneself, exalt others, or both, in

the family. Finally, the author suggests that “family culture” is an integral part of
8



polite behavior in China, although foreigners may easily misunderstand it as impolite.

Lee (2020) explored the cultural basis of polite speech in modern Chinese, which is
derived primarily from Confucian teachings. Chinese culture traditionally places great
emphasis on rites and decorum, and showing politeness and respect by elevating
others or disparaging oneself is a common linguistic practice in line with social
expectations. The author noted that the Chinese have developed quite a complex
vocabulary for expressing politeness and deference in formal discourse and writing,
which Chinese people learn in school at a young age and reflects the importance of
propriety and protocol in Chinese society. Therefore, honorifics (i.e., terms that
elevate the other party) and humble terms (i.e., derogatory terms about oneself) are
the two major resources to this effect. They are regularly employed in formal verbal
communication and correspondence. For example, if you call another person’s mother
“4 5”1 (‘your mother+honorific’), it means that she has a higher status than you.
Instead, if you call her “{R %> (‘your mother’), it suggests that their status is not
higher than yours. Finally, to show modesty, you should refer to your mother as “%
£} which means ‘the mother at home’. The author pointed out that the use of polite
language not only demonstrates good breeding, but also shows sophisticated linguistic
competence. The author also observed that, although polite speech has been
simplified and refined in present-day Chinese, it can be bewildering and perplexing to
learners, who need to familiarize themselves with the Chinese cultural background to

achieve successful intercultural communication.

Suo (2001) proposed a universal principle that can account for the social needs
covered by Leech’s “Politeness Principle” and Grice’s “Cooperative Principle”, which
he called the “Tact principle.” The Tact principle requires that the speaker should
consider their own identity (including age, gender, occupation), the identity of the

addressee and the context of interaction (including language and social environment)

I «A& 4> is a Chinese word used as an honorific title for someone else’s mother. “4” is used as a

respectful word and is used to praise the addressee.
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to determine: how to address the other party, which words to use, and which topics to
discuss so as to minimize harm to others and maximize benefits to others. The Tact
principle includes the maxims of politeness, humor, and restraint. The politeness
maxim includes appropriate communication strategies to show respect towards the
interlocutor, thus achieving communicative effectiveness. The maxim of humor
consists in expressing funny aphorisms to entertain the target audience. The maxim of
restraint involves not reprimanding others outright, but rather expressing

dissatisfaction or blame towards others in a restrained manner.

Goh and Lii (2017) carried out an empirical study on the manifestations of Chinese
politeness. They conducted interviews and group discussions with 32 MA students
studying Business Administration in Taiwan on how to address superiors in the
workplace and whether to use honorifics. The participants were divided into two
groups. The authors presented all participants with hypothetical scenarios of
supervisor-subordinate interactions in the workplace, and asked participants to
respond to them as they presumably would in real life. The participants with lower
positions said they needed to address their superiors with titles and surnames, but
rarely used honorifics. The participants with higher positions believed the decision
had to be based on the situation. Thus, they reported that if the supervisor’s level was
not very different from their own, or if the supervisor was of similar age, and if they
were in informal situations, they would use the everyday second-person address “{/R”
(‘you’). Instead, in formal situations or when a third person was present, they would
show consideration for the leader’s face and use the honorific “#” (‘you’+honorific).
Most participants also stated that, in China, the frequency of use of honorifics needs
to be appropriate, since an excessive use of honorifics can create a sense of alienation
and quickly lead to misunderstandings in communication. Moreover, the authors
suggested that, nowadays, more young leaders now prefer to interact with their
subordinates in a friendly manner, freeing their subordinates from the use of
honorifics. However, from a polite perspective, low-level employees should learn to

observe and use their judgment to decide whether to use honorifics in conversations.

10



At the same time, all participants stated that politeness is an essential requirement in
Chinese society. The author concluded that in China’s official environment, social
hierarchy still rules in some ways. That is, it is the person in power who decides how
others have to address and interact with him/her while subordinates have to comply
with the superior’s request. However, it is important to maintain basic, rather than

excessive, politeness.

2.2.2 Conclusion

Confucianism has played a significant role in China’s culture for over five thousand
years. It is not focused on developing skills for making a living, but on promoting
good moral character and conscience. Therefore, etiquette, as people’s moral code of
conduct, has always been emphasized by Confucianism. There are nine core ideas in
Confucianism: “4~” (‘Humanity’), “ X (‘Righteousness’), “#L” (‘Etiquette’), “ %>
(‘Knowledge’), “15” (‘Integrity’), “#1” (‘Tolerance’), “:&” (‘Loyalty’), “Z%” (‘Filial
piety’), “ 1% » (‘Fraternal duty’). Among them, “ 1~ ” (‘Humanity’), “ X ”
(‘Righteousness’), “ > (‘Loyalty’) and “Z%” (‘Filial piety’) are the most important.
Modern Chinese scholars have extensively studied the concept of politeness to align it
with their cultural values of respect, humility, enthusiasm, and gentleness. Through
empirical research, the Chinese “family culture” has been explored in depth,
emphasizing the importance of respect in social interactions, highlighting the
significance of solid social hierarchies, and illustrating how politeness can be
conveyed through honorifics and modesty. In essence, Chinese etiquette is constantly
evolving, merging traditional values with modern adaptations and reflecting the

complexity of a dynamic and culturally rich society.

2.3 The Chinese culture of gratitude

The Confucian culture has been an integral part of Chinese society for centuries, and
its influence on the people is hard to overstate. Among the many values this culture
promotes, gratitude stands out as fundamental. Gratitude is expressed in all aspects of

life and goes beyond the experience of a positive reactive attitude towards a
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benefactor. Gratitude is the basis for practicing all norms, that is, a quality everyone
must possess. In the nine core ideas of Confucianism, both “4~” (‘Humanity’) and “Z”
(‘Filial piety’) are expressions of gratitude. For instance, through loyalty, people repay

the kindness of monarchs, while filial piety is used to honor parents who gave us life.

Similarly, righteousness is used to acknowledge the companionship of friends.

In modern times, people divide gratitude into four types according to the objects of
gratitude. The first type is gratitude to nature, country, and society, the second is
gratitude to ancestors, the third is gratitude to parents, and the fourth is gratitude in
interpersonal relationships. This means that, in China, gratitude does not just appear
when reacting to someone that does you a favor; rather, it means having a grateful
attitude for everything we have, and which may involve making free contributions to
society. Consequently, gratitude becomes a way of life expressed in many ways,
including art, literature, and music. Today, the spirit of gratitude remains an essential
part of Chinese culture, a reminder of the importance of appreciating the good things

in life.

2.3.1 Chinese gratitude
Given that gratitude and reciprocation are two significant moral values in China, and
indeed central aspects of social upbringing, it is not surprising that scholars have

described their nature and role in interpersonal relationships.

Yang (2009) argued that individuals cannot exist in isolation, but only survive within
society and through interpersonal interactions. As such, it is inevitable for people to
receive gifts, help, and support from other individuals or society or the environment
around them in their daily lives. Therefore, people should be grateful for the favors
and assistance provided to them by society, others, and nature. The author uses poems
and stories from the Chinese tradition (e.g., “Sheep have the kindness to kneel down
to breastfeed, and crows have the kindness to feedback”, i.e., ‘Lambs will kneel down

to express gratitude to their mothers when drinking milk, and crows will forage for
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their parents when they grow up’) to explain the ancient Chinese gratitude records.
The author emphasizes that Chinese students should become better individuals by
manifesting gratitude to parents, the motherland, teachers, society and nature, learning

to be grateful under favorable and correct circumstances.

Wang (2014) highlighted the importance of expressing gratitude towards parents and
ancestors in mainstream education promoted by the upper aristocratic class in ancient
China, but also in contemporary family education. In a study conducted by the author,
1,200 questionnaires were sent out to students from eight universities in Guangzhou
to assess whether they expressed gratitude towards their parents and, if so, how they
showed it. The results showed that most students were grateful to their parents, and
that their families taught them to be grateful from an early age. However, it was
observed that college students relied excessively on their parents and believed that
studying hard was the best way to show their gratitude. The author noted that Chinese
parents tend to impose their ideas on their children without communicating with them
on an equal footing, and that this approach often results in their children being unable
to express their gratitude using their own ideas. To address this issue, the author
suggested that schools should guide college students to learn how to express gratitude
effectively, and encourage parents to become positive role models for their children

by strengthening their education.

Yang and Li (2008) discussed the Qingming Festival, which holds immense
importance in Chinese culture. Often called the “Thanksgiving Day” of China, it
provides an occasion for people to remember and pay respect to their loved ones who
have passed away. This festival also serves as an opportunity for the Chinese to: honor
the revolutionary martyrs, clean the graves of their deceased relatives, express their
gratitude for the sacrifices made by those who fought for peace and the care given to
them by their loved ones, take walks in nature to appreciate its beauty and give thanks
for its gifts, and carry out ancestor worship activities to teach the younger generation

about the significance of gratitude. The author observes that the customs and
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traditions associated with the Qingming Festival can help young people cultivate a
sense of gratitude from an early age, which can positively impact their lives and

society as a whole.

Yang and Li (2010) explored the importance of gratitude education for college
students, following the Chinese government’s guidelines. Such education serves to
enhance the moral development, and foster the social adaptability of college students,
and also develop a healthier mindset and a stronger sense of responsibility, which are
crucial for future success, especially as future leaders. Therefore, incorporating
gratitude education into the final stage of college education is considered vital prior to

entering society.

Dai (2013) provided an insightful summary of the famous Moving China TV program,
which showcased successful cases of social gratitude education in China. The author
pointed out that the primary focus is to instill in individuals the virtues of gratitude
and filial piety towards their parents, remaining kind, and making valuable
contributions to the country and society. Expressing gratitude towards all the
individuals who contribute to one’s life, even in small ways, helps people to
appreciate and acknowledge others’ efforts, leading to a more positive and

harmonious society.

2.3.2 Research on Chinese gratitude
Theoretical discussions on the essence and role of gratitude in Chinese society have

been complemented by empirical research on manifestations of gratitude in China.

Li and Li (2018) surveyed college students at a university in Guangzhou to investigate
their level of gratitude awareness with relevance to four contextual factors:
Homeplace, Homeplace and Family Members, Gender and Homeplace, and Grades.
The authors made several observations: 1) students from rural areas were found to

have a lower level of awareness regarding gratitude than urban students; 2) urban
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students reported higher life satisfaction than their rural counterparts, suggesting that
urban lifestyles promote greater happiness and gratitude; 3) urban students expressed
a stronger desire to thank their “parents” than rural students; 4) urban students showed
higher levels of gratitude towards their parents than rural students, especially those
having siblings; 5) girls were found to be more grateful to their alma mater than boys,
and 6) urban students expressed more gratitude towards their alma mater than rural
students. In summary, the authors noted that males appeared to be more rational but
careless, while females more sensitive and considerate; they also observed that urban
students, who typically enjoy better living conditions than their rural counterparts,
were found to have a more optimistic worldview and to be more grateful than rural

students.

Chen W. (2019) conducted a comprehensive questionnaire survey among college
students from five universities in Chongqing to gain an understanding of their
recognition of the culture of “filial piety” in gratitude. Furthermore, the author
interviewed some participants to delve deeper into the students’ perspectives. The
author revealed that most college students (especially those majoring in literature and
history and senior ones) clearly understand filial piety, consider it a vital aspect of
Chinese culture, and actively practice it. However, a minority of students lack a
rational understanding of filial piety and tend to be rebellious and stubborn. The
author also emphasized that college students’ ability to distinguish right from wrong is
limited, and that their self-control and self-discipline are not yet fully developed.
Therefore, it is imperative for colleges and universities to provide proper guidance

and strengthen gratitude education for their students.

Liu et al. (2023) studied the impact of gratitude on family intimacy by administering a
questionnaire to 1,027 Chinese college students. The authors found that gratitude can
regulate family intimacy, make the family harmonious, and alleviate social anxiety.
The authors also found that students with a high level of gratitude have higher family

intimacy and a lower probability of depression than students with a low level of

15



gratitude.

Cao (2019) conducted a survey on the understanding and perception of gratitude
among 472 Chongqing college students. The author observed that most Chinese
college students possessed a strong sense of social responsibility and were eager to
contribute to society; that they willingly volunteered to support the country during
times of need and to take active measures to protect the environment; and that they
were also generous in donating to disaster areas, showcasing their gratitude towards
the nation. However, it also appeared that almost half of the students only befriended
people who could favor their interests. Additionally, when their friends needed
assistance, they would first consider whether it would infringe on their own interests
before offering help. Furthermore, the study revealed that half of the students believed
that their university’s culture of gratitude was weak and primarily based on theoretical
indoctrination. The author observed that students’ gratitude to society comes from the
state’s propaganda, so the sense of social gratitude is strong. However, it was also
pointed out that a lack of emphasis on gratitude education in schools leads to

cognitive deviations in college students’ gratitude for friendship.

2.3.3 Research on gratitude in other cultures

Empirical investigations of gratitude have been carried out in a number of countries.

Morgan et al. (2021) conducted a study investigating the views and experiences of
gratitude among adolescents and adults in Australia and the United Kingdom. The
study found that British people emphasized gratitude as a way to alleviate guilt, while
Australians tended to express gratitude out of appreciation. Furthermore, the author
found that teenagers in both countries expressed gratitude more often than adults
under similar circumstances. In general, Australian teenagers were more likely to
express gratitude than British teenagers. Despite sharing similar social backgrounds,
the authors highlighted that there are cultural differences in how gratitude is

understood in the UK and Australia, suggesting that these differences may stem from
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different educational environments and socialization practices. The authors also
emphasized the need for a greater cross-cultural understanding of gratitude, as even in
cultures that share similar backgrounds, there may be variations in the significance

and reasons for expressing gratitude.

Floyd et al. (2018) collected and analyzed the data from the informal, everyday
language use of people in social interactions by placing unattended cameras in home
and community settings, with the aim of understanding cultural differences and
practices of gratitude in different cultures. The authors found that people were often
more likely to use reciprocal behaviors to show appreciation than explicit verbal
thanks; that English and Italian speakers expressed verbal thanks more frequently than
speakers of non-Western languages; and that, in Lao culture, verbal expressions of
gratitude were uncommon and could also be considered weird. According to the
authors, it is incorrect for Western researchers to think that the experience of Western

people is a broad human experience.

Bono et al. (2017) conducted a four-year longitudinal study to explore how the
development of gratitude affects anti-social (e.g., hostile, aggressive) behavior in
adolescents. The authors found that, as adolescents developed gratitude, their
anti-social behaviors decreased. According to the authors, gratitude comes from
interpersonal interactions among adolescents, such as receiving compliments from
classmates, and receiving more understanding and recognition from their parents. The
authors emphasized that gratitude is a moral emotion that not only reduces the
antisociality of adolescents, but also helps them make positive contributions to society

and improve overall well-being.

Elwood (2008) compared English expressions of gratitude in Irish and New Zealand
corpus data. The authors found that the word “thanks” was used twice as often in
spoken language data in Ireland as in New Zealand, and conversely, twice as often in

writing in New Zealand as in Ireland. The authors indicated that, when expressing
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gratitude, Irish speakers tended to state the name or title of their benefactor in spoken

interaction, whereas New Zealand speakers did the same in writing,.

2.3.4 Conclusion

Gratitude is highly valued in China, where it is relevant to nature, society, the country,
one’s family, ancestors who sacrificed themselves for future generations, and those
who offer assistance. The Chinese government places great importance on
encouraging gratitude education for people of all ages, utilizing various methods. The
festival of honoring ancestors (similar to the Day of the Dead in the West) is
celebrated as a form of Thanksgiving, encouraging people to remain grateful.
Gratitude education is also mandatory in Chinese schools. In contrast, Western
countries, where individualism is the norm, gratitude is associated with tangible
favors such as friend’s help and parental care. These cultural differences result in the
Chinese being more inclined to express connected gratitude, while Westerners tend to

display concrete gratitude.

2.4 The speech act of thanking

Expressing gratitude is an essential speech act steeped in profound -cultural
significance and traditional values, which involves conveying appreciation for a past
action performed by another party, typically the addressee. This speech act is socially
important, as it enables individuals to restore the balance of their moral debts and
credits: by acknowledging favors received and expressing appreciation, beneficiaries
verbally reciprocate the benefits received, thereby fostering a harmonious society.
Although we may think of the phrase “thank you” as a standard, routinized formula
for conveying gratitude, gratitude can actually be conveyed in a variety of ways. That
is, the content, strategies and form of thanking speech acts can vary widely depending
on the situational and cultural context in which gratitude is expressed. In the
following sections, I highlight findings from the literature on the speech of gratitude

in Chinese and other languages.

18



2.4.1 Studies on the speech act of gratitude in Chinese as an L1 and an L2
Here, I report the findings of research conducted over the last 20 years on the speech

act of thanking in Chinese as an L1 and an L2.

Xie and Liu (2020) discussed the similarities and differences between expressions of
gratitude, and responses to gratitude, in Chinese and English, observing how
manifestations of gratitude serve not only to express gratitude, but also to promote
communication between people. The authors identified the following differences in
gratitude expression between Chinese and English: 1) in formal written contexts, the
Chinese use “thank you”, while the English use “I appreciate your help”; 2) the
Chinese usually express gratitude indirectly, while English speakers are likely to
express gratitude directly; 3) The English word “thank you™ can be used in almost all
situations, while the Chinese add degree adverbs to the word for ‘thank you’ to signal
different degrees of gratitude (for example: “+ 43>, ‘quite,” “IE &, ‘very’ et); 4)
“Thank you” in English can be said to anyone, while in Chinese, different expressions
of gratitude are used with different addressees, according to their age and status (e.g.,
“3£75 17, ‘Thank you for your hard work’; 5) When Chinese people respond to gifts
and blessings, they use words of appreciation (e.g., “f&EH > I,” ‘you understand my
needs very seriously’), while in English, a simple “thank you” will suffice. Moreover,
when responding to gratitude, the English directly say “You are welcome,” while the
Chinese respond in a way that belittles themselves (e.g., “1Z %, ‘I do not deserve
such praise’). The authors also observed that English “Thank you” is not only used for
gratitude, but also to express other communicative functions such as apologies,
rejections, sarcasm, while, in such cases, Chinese people usually say “thank you™ first
and then explain the reason for their true communicative intention. In summary, the
authors noticed that the Chinese express gratitude in complex and diverse forms,

while English speakers are generally relatively concise.

Liang and Kiang (2018) conducted a study on gratitude expressions among Chinese

children and adolescents aged 7 to 14. The authors found that older Chinese children
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were more likely to express connected gratitude (being able to situationally judge
appropriate ways of being grateful, e.g., considering the benefactor’s feelings and
wishes), while all the expressions of gratitude remained stable across ages. They also
observed that older children were less likely to express their gratitude by tangibly
reciprocating benefits received (e.g., buying things for others) compared to younger
children. Furthermore, children who wished to be harmonious were more likely to
express connected gratitude, while children with hedonistic aspirations tended to
express specific gratitude. The authors noted that Chinese parents tend to cultivate
their children’s strong agency and self-reliance, which may contribute to the
manifestation of connected gratitude among Chinese children. Overall, the study
suggests that Chinese children’s gratitude is influenced by cultural values and parental

socialization goals.

Yin (2014) analyzed gratitude expressions found in the texts and exercises in the New
Practical Chinese Textbook, classifying them into direct and indirect. Direct
expressions of gratitude were usually accompanied by words of thanks, such as “iff i}
(‘thank you’), which are straightforward and explicit. Indirect expressions of gratitude,
on the other hand, were conveyed through other means, such as apologies and other
polite gestures. The author pointed out that expressions of gratitude have several
pragmatic functions, including expressing appreciation, politely refusing offers, and
conveying sarcasm. The author observed that, in ancient China, the phrase i £t ”
(‘thanks, but I refuse’) was commonly used to express gratitude while declining an
offer, but he also revealed that words that literally encode thanks could serve to
express sarcasm, that is, to convey complaints, which can embarrass the other party.
Furthermore, the author conducted interviews with international students from various
countries who were studying in China to investigate their understanding and use of
Chinese expressions of gratitude. The author found that most international students
tended to use direct expressions of gratitude and rarely used more complex
expressions. This lack of knowledge about Chinese expressions of gratitude is said to

lead to misunderstandings between native Chinese speakers and international
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students.

Chuang and Hsieh (2013) investigated expressions of gratitude in Mandarin Chinese
and English, from a sociolinguistic and semantic perspective, on the basis of the
Academia Sinica Balanced Corpus of Modern Chinese and the Lancaster BNC web.
The authors noticed that xiedxie4 (“¥ff #ff” ‘thank’) in Mandarin Chinese appears in
more varied sentence positions than gan3xie4 (“/& #ff” ‘thank,” ‘thanks,” and ‘thank
you’) and is associated with a broader range of compliment response strategies,
including rejection and appreciation. Conversely, it appeared that English speakers
generally rely on “thank you” and “thanks” to respond to compliments, commonly
practicing the “accepting” strategy only. The authors posited that cultural values,
attitudes toward life, and social behaviors considerably influence the linguistic

phenomena observed in both languages.

Li (2004) analyzed expressions of gratitude from Chinese movies and in outstanding
Chinese literary works, observing how such expressions of gratitude vary in tone,
including statements (e.g., “YT I X 25 FIX A IR HIAE” ‘Thank you for giving me
such beautiful flowers’), exclamations (e.g., “7EI, FRAFE AR KK m H O 1R !,
‘Here, I would like to express my heartfelt thanks to everyone!’), rhetorical questions
(e.g., “FIZEF B R A &F ? », ‘How can I thank you?’), and repetition of the
gratitude expression (e.g., “Z 14f,2 ¥ !, ‘Thank you, thank you’). Therefore, ways of
expressing gratitude in Chinese are divided into two categories: direct and indirect.
The latter, which are used more often, are associated with varied functions, including
the expression of concern (e.g., “if i 1 1% 45 FIX A E AL A4 “Thank you for your
beautiful flowers’), apologies (e.g., “TERME 2 7, o Hidm A% ”, “You spent so
much money, I feel sorry about it.”), praise (e.g., “VRIAF K UF0Z T, 18] B 0l LAF1 K 5
3T . », ‘What you cook is so delicious, it’s almost as good as a chef.”), promises
(e.g., “CLEEHAFTERBICHRE I H. >, ‘If you need any help from me in the
future, just ask.”), hypotheses (e.g., “ & A BIRFEHRA B X A 470 TAE. », “Ifit
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weren’t for you I wouldn’t have been able to find such a good job.”), blame (e.g., “/
ARG FRE AR T, FIRFEEIRATAES T . 7, ‘Don’t spend that money to buy me
something. I’ll be angry if you do it next time.”) and subjective feelings (e.g., “BE15F 2

B2, FKESEIZ. 7, ‘T am so lucky to have your guidance.’).

Li (2019) analyzed the speech act of thanking in various sources, including Chinese
TV dramas, novels, and public articles netizens written on social media platforms.
The author suggested that expressing gratitude is influenced by subjective and
objective circumstances, which ultimately affect the sincerity of gratitude. The author
concluded that the goal of expressing gratitude is to maintain a balance in
interpersonal relationships. When a person receives a favor from someone, they incur

a moral debt, which can be repaid by giving thanks.

The author identified four ways of expressing gratitude in Chinese, each with its
unique discourse mode and language pattern. The first way involves acknowledging
the person who did the favor and expressing appreciation for their actions, for
example: “H, £ VAR, A BEKFIXA TS, ” (‘Xiao, thanks to your help,
I was able to find this book.”). The second way of expressing gratitude involves
praising the person who did the favor. This choice is made when addressing someone
who has gone out of their way to help you, for example: “5 5, {RELIf! ” (‘Uncle,
you are so kind!”). The third option involves offering rewards or compensation to the
benefactor to restore the balance in the relationship. The fourth strategy involves
showing appreciation for the time and effort put in by the benefactor to provide a
benefit. This is expressed by “showing that you are sorry for disturbing + stating what
the benefactor did”, for example: “EHATLE 75, L EAFREL T (‘You helped sign
for me, it is troublesome for you’). The strategies mentioned above can also be used

in combination to express more sincere and intense gratitude.

Huang (2021) conducted interviews with classmates, friends, and family members

about how they express gratitude online. The author found that expressing gratitude
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online appears to serve an entertaining function, and that is why people tend to use
emoticons to express gratitude with combinations of text and pictures (“if ¥ + a
picture, ‘thank you’ + a picture). The pictures used in emoticons are divided into two
styles: cute type (usually cartoon characters or small animals) and exaggerated type
(usually spoof pictures). The author emphasized that also on the Internet, Chinese
people express gratitude directly and indirectly. The direct expression is “thank you”
+ pictures. The indirect expressions include showing love (e.g., “Z &> ‘love you’),
expressing worship (e.g., “i& 7 K &> “Worship the boss’), expressing praise (e.g.,
“PRE AN /Ml £ “You are such a little fairy”), offering compensation (e.g., “Z5 /i
fafa” ‘give you flower’), expressing care (e.g., “ ¥ ¥ J 7 ‘you are tired’), and

apologizing (e.g., “Z5 VRVNFRIIL 1> “Sorry for causing trouble to you’).

Li (2023) delved into the importance of expressing gratitude in interpersonal
communication in Chinese culture by drawing examples from classic literary works
and TV series. The author suggested that “thank you” is a polite gesture to
acknowledge the other person’s contribution, which establishes a positive relationship
with them and helps to maintain a sense of balance between individuals. The author
further suggested that the level and strategies of gratitude expressions may vary
depending on the degree of imbalance in the relationship. Moreover, the author
emphasized that the sincerity of the tone and attitude is crucial in showing gratitude,

especially when the relationship is strongly imbalanced.

Overall, the studies show that in Chinese there are many strategies for expressing
gratitude, and that these may be lexico-semantically rich and complex. In general, it
appears that native Chinese speakers are keen on combining different gratitude
strategies and tend to express gratitude indirectly. Some scholars have also instead
investigated language learners’ mastery of the speech act of thanking in Chinese.

Below I summarize some these studies.

Sun and Xuan (2020) empirically investigated the expressions of gratitude used by 70
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Chinese learners worldwide and 60 native Chinese speakers. The author found that
intermediate and advanced international students had mastered a particularly complex
structure of gratitude, and more than half of the international students used “direct
gratitude + auxiliary explanation” to express gratitude. Instead, the Chinese native
speakers used more indirect expressions of gratitude and chose different gratitude
strategies based on the objects of gratitude. The most common indirect speech act of
gratitude used by native Chinese speakers consisted of showing concern for the
benefactor and making a commitment to them, while the Chinese learners usually
only used direct expressions of gratitude strategies. The author found that most of
these intermediate and advanced Chinese language learners understood that Chinese
has a variety of thanking strategies, but they were prone to errors in their use, such as
failing to control the use of gratitude markers, as a result of which they tended to

express thanks directly.

2.4.2 Research on gratitude in other languages as L.1s and L2s
Expressions of gratitude have been studied in other languages besides Chinese. Here,
I report the results of the research carried out over the last 20 years on the speech act

of thanking in English and other languages-cultures as an L1 and L2.

Schwartz (2020) analyzed other scholars’ research on expressions of gratitude in
English, and discussed additional made-up examples of expressions of gratitude in
English. The authors proposed that the phrase “thank you” is used to adhere to social
norms of politeness in an effort to promote decency, rather than as a genuine
expression of gratitude, and in particular as an act that enhances the status of others.
The authors also suggested that the actual function of “thank you” should be

determined on the basis of the response it receives from the addressee.

Najim (2017) discussed various made-up examples of the speech act of thanking in
English, considering their possible contextual functions. The author observed that the

expression “thank you” can be used not only to convey gratitude, but also to open or
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close the interaction or to express agreement, and more generally to enhance the
rapport between the interlocutors. She also pointed out that the speech act of
expressing gratitude does not necessarily abide by the conversational maxim “Be

truthful”.

Komorowska (2021) examined of the speech act of thanking in Polish on the basis of
corpus data, which revealed various techniques for conveying gratitude. The author
suggested that in order to express gratitude more effectively, “thank you” and
expressions of appreciation should be combined with adverbs of degree. In addition,
the author emphasized that it is also essential to follow the thank you words with a
brief explanation of the reasons for gratitude. This can ensure that the speech act of

gratitude makes the recipient feel sincere, polite and respected.

Cheng (2010) examined how native English speakers express gratitude on the basis of
data collected in interpersonal conversations, movies, and literary works. The author
identified six thanking strategies: thanking (e.g., “thank you”), appreciation (e.g., “If
you don’t want to be public about it and will tell me later, I’d appreciate that”),
non-gratitude (e.g., “Thank goodness”), combinations (e.g., “Thank you dear. Very
kind of you”), thanking a third party (e.g., “It falls uh to me on your behalf uh to
thank uh, Gary Glick for a talk’), and formal speech (e.g., “I thank you, Pam, because
I think the committee’s done a great job”). Interestingly, the study revealed that the
phrase “thank you” served a plethora of other functions beyond thanking, including
expressing relief, declining an offer, greeting, showing politeness, or ending a

conversation.

Freitas et al. (2011) examined how gratitude is handled by Brazilian children and
adolescents. The authors asked children aged 7 to 14 years to answer the following
questions: “What is your greatest wish?” and “What would you do for the person who
granted you this wish?”, and then analyzed the responses to the second question,

classifying their content into three types of gratitude: verbal, concrete, and connective
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gratitude. Verbal gratitude is saying “thank you” in some way. Concrete gratitude
appears when children repay kind gestures they have received with something
valuable for themselves, but not necessarily beneficial for the benefactor, which
reflects their egocentric attitude. Connective gratitude creates a spiritual relationship
with the benefactor. In this case, repayment is either something of value to the
benefactor or an expression of feelings. The authors found that individuals of all ages
expressed verbal gratitude, while the frequency of concrete gratitude decreased, and

that of connective gratitude increased, as age increased.

Scholars have also investigated English learners’ mastery and use of English thanking
speech acts. Al-Ghazo (2023) administered a questionnaire among English learners at
the National University of Ajlon, Jordan, to explore how they expressed gratitude
across various situations. The author found that the participants used many types of
gratitude expressions, which included: thanking (e.g., “thank you”), appreciating (e.g.,
“Thank you! My appreciate!”), expressing positive feelings (e.g., “thank you for your
help!”), apologizing (e.g., “I am sorry!”), recognizing the imposition on the addressee
(e.g., “I try not to ask for extra time, but this time I need it!”), and repayment (e.g.,
“Next time I will treat you”). The author also observed that, instead, English native
speakers did not use all these varied expressions, (i.e., they only used “thank you”).
The author suggested that future studies should focus on the difficulties and
challenges EFL learners face in using speech correctly in context, and put forward

strategies to overcome them.

Tajeddin and Momenian (2012) conducted a study on high-IQ and low-1Q Iranian
university students at an intermediate level of English. They were asked to complete
Discourse Completion Tasks focused on the expression of gratitude. The authors
found that, due to their limited understanding of the cultural norms underpinning the
English-speaking countries, no discernible difference was found between the two
study groups; both groups demonstrated a desire to express their gratitude directly to

mitigate the possibility of misinterpretation. Consequently, the authors concluded that
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cultural intelligence does not significantly contribute to the ability to express gratitude.
However, the authors considered that this conclusion is limited to gratitude
expressions and does not extend to the broader relationship between cultural
intelligence and pragmatic competence or the potential impact of enhanced cultural

intelligence on speech act production in general.

Studies have also been conducted on how learners of other languages deal with the
speech act of thanking. Gkouma et al. (2023) conducted a study on speakers of
different L1 backgrounds learning Greek as a L2. They were asked to complete a
DCTs relevant to the expression of gratitude. Later, they were interviewed about how
they express gratitude in specific situations. The study revealed that L2 learners of all
proficiency levels lacked pragmalinguistic and socio-pragmatic skills, which resulted
in their inability to differentiate their thanking performance according to the social
parameters of each scenario they were asked to consider. Therefore, the authors
concluded that L2 learners need to receive explicit guidance on social and practical

aspects of language use so as to improve their pragmatic awareness.

2.4.3 Comparative studies of the speech act of gratitude in different languages

Comparative studies on the speech act of gratitude have also been carried out. I first
report on those involving Chinese and some other language, and then those comparing
thanking patterns in other pairs of languages, focusing my attention on the past 20

years.

House and Kadar (2021) studied how expressions of thanks and greetings may be
used not only to convey their default meanings and carry out their default functions,
but also be put to less conventional use. On the basis of corpus data, the authors found
that the expression “Thank you” in English is often used to express other meanings,
such as a complaint (e.g., “Come again, Fred?” - “I said stupid bastards!” - “Well
thank you, mate.”) or to end a conversation. Instead, Chinese “Thank you” can also be

used to serve a different function only if accompanied by another expression (e.g., in
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Chinese one needs to say the words ‘the end’ after the ‘thank you’ to finish the
conversation). The authors suggest that future research should investigate the reason
why in some languages ‘thank you’ can be used by itself for functions other than

thanking, while others require accompanying material.

Wang et al. (2015) conducted a study on gratitude expressions among children aged 7
to 14 years in medium-sized cities in the southeastern United States and metropolitan
areas in southern China. In particular, the authors analyzed the children’s responses to
the question, “What would you do for someone who fulfills your wish?”. The study
found that, as children age, they expressed more connective gratitude, which involves
considering the needs and preferences of the person being thanked. The authors
highlighted that Chinese society is perceived as more interconnected than American
society, affecting children’s expressions of gratitude, while the United States is
viewed as a hedonistic society centered around personal interests. Consequently,
American children tend to demonstrate more concrete gratitude, expressing thanks
based on their individual preferences, while Chinese children show more connected
gratitude. The authors also found that the stronger the desire for hedonism in children,
the less likely they are to exhibit connective gratitude, which suggests that
individualistic values may hinder the expression of gratitude in children. The authors
concluded that, regardless of their geographic origin, teenagers who express more
gratitude had better grades and had fewer symptoms of depression than those who

expressed less gratitude.

Hosseinpur and Mosavy (2019) conducted a study on how gratitude is expressed on
Instagram. They examined 200 English and 200 Persian posts containing
gratitude-related keywords, such as “thank*”, and found that there were no significant
differences in the use of gratitude strategies between male and female Instagram users
in either English or Farsi. The authors found that Instagram users tended to use new
and creative words, such as “s0000000” or “dies” to emphasize their tone of gratitude,

while the phrase “thank you” was rarely used by itself. Additionally, the authors
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observed that Instagram users tended to create new words, making them become
popular expressions. This phenomenon appears to reveal a way of thinking and using
language that goes against traditional practices, transcending different languages and
cultures. The authors concluded that, even in languages as divergent as English and

Persian, people express gratitude in similar ways.

2.4.4 Conclusion

The expression of gratitude is a critical mode of social communication that reflects
the values and social patterns of individuals from varying cultural backgrounds.
Research has demonstrated that people from different cultures exhibit gratitude
differently. For instance, Americans may prioritize personal interests and tend to
express gratitude based on their personal preferences and in a more specific manner.
Conversely, Chinese people, who place a high value on social connections and
interpersonal relationships, emphasize the importance of gratitude in their
communication. Moreover, research indicates that cultural customs, upbringing, and
social surroundings impact individual expressions of gratitude. As globalization
brings together individuals from different cultural backgrounds, understanding how

people express gratitude theoretically and practically is becoming increasingly vital.

2.5 Culture in China

The different ways in which gratitude is expressed across contexts and cultures — as
reported in the studies summarized above — reflect, highlight and assert cultural
differences. In this section I outline theories that have been put forward to describe
culture and account for cross-cultural differences. I will conclude by tracing the
cultural characteristics salient in Chinese society, which is ethnically and culturally

diverse.

2.5.1 Cultural theories
Hofstede (1980) developed his cultural dimensions theory from his analysis of

workplace interactions. He researched over 100,000 employees in various divisions of
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IBM, a global computer manufacturing company, across 50 countries, developing a
framework for understanding dimensions of cultural variation. Hofstede’s theory
includes six categories: Power Distance Index, Collectivism vs. Individualism,
Uncertainty Avoidance Index, Femininity vs. Masculinity, Short-Term vs. Long-Term
Orientation, Restraint vs. Indulgence. The Power Distance Index measures a culture’s
tolerance for inequality and power differences. A high index indicates acceptance of
bureaucracy and authority, whereas a low index reflects a preference for letting
everyone have equal power. Individualism emphasizes an individual’s needs, whereas
collectivism emphasizes the group’s needs. The Uncertainty Avoidance Index
measures how people deal with unfamiliar situations and unforeseen events. A high
score suggests less tolerance for uncertainty and more adherence to rules. A low score
indicates more tolerance for ambiguity and less adherence to rules. The masculinity vs.
femininity dimension examines how much a society values traditional masculine and
feminine roles. Masculinity includes distinct gender roles, assertiveness, courage,
strength, and competition. Femininity includes fluid gender roles, modesty, nurturance,
and concern for quality of life. Long-term orientation values future outcomes, while
short-term orientation focuses on prompt results. Indulgent societies allow free
gratification, while restrained societies suppress gratification of needs through social
norms. This theory provides a high reference value for subsequent scholars studying

cross-cultural fields.

Hall (1976) explored the role of culture and context in the processing and
management of complex information. The author said that culture constructs our
perception of reality and sifts through the center of gravity of our lives, which helps
protect our nervous system from processing too much information. By using examples
from many history books, the author proposed that individuals interact with their
environment, that the environment and cultural background of individuals determine
people’s behavior and thinking, and that in communicating with others, we should not
only care about the need to convey information, but also consider the role that the

context of situation plays in determining the understandability and appropriateness of
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the communicative exchange. Therefore, the author put forward the notions of high

context and low context as relevant to communication.

High-context communication relies heavily on shared cultural norms, histories and
relationships between groups, shared knowledge, and context to convey meaning, and
is characteristic of collective cultures. Conversely, low-context communication
focuses on clear, direct, and unambiguous verbal messages; it does not require
guesswork or hidden meaning, does not need to be interpreted according to the
context, and is often seen in groups that focus on individualism. The author pointed
out that China is a high-context country, and thus that, if you want to understand the
Chinese language, you must understand China’s thousand-year history, strict legal

system and stable social order.

Argyle (1982) proposed that cultural differences will cause culture shock and
communication barriers when people interact socially in different cultural
environments. Therefore, the author proposed that in cross-cultural communication,
we should study and learn about other groups’ language habits, gestures, gift-giving
practices, social relations, family relations, transactional practices, food preparation
and eating habits, time concepts, religion, gender concepts, and the like, so as to
improve the efficiency and harmony of social interaction. The author argued that
China, as a developing country, has very close and vital family relationships. The
author argued that China is a collectivist country, where the individual is subordinate
to their community and one person’s actions represent a group rather than an
individual. In addition, Chinese people are face-conscious, so they tend to express
their demands or emotions indirectly, such as using fingers to tap gently on the table

to express gratitude when having meals instead of expressing it verbally.

2.5.2 Studies on Chinese culture
In this section, I will present the findings of empirical studies that have specifically

investigated Chinese culture.
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Wu (2023) stated that Hofstede’s model of cultural dimensions may suffer from
limitations due to several reasons: it is based on a static research method; it does not
include data from socialist countries; and significant changes have taken place in the
politics and economics of many countries in recent decades. Therefore, the author
argues that culture, a dynamic combination of people’s behavior patterns, attitudes,
and materials, which can be called context culture (Hall), has to be approached more
holistically. To address the above issues, the author conducted interviews with 385
Chinese people of different ages and genders to explore their level of contextual
culture, and also to explore whether such culture should be included as part of the
consideration of cultural dimensions. The author found that females in China have a
higher level of context culture than males and that as people grow older, their
contextual culture grows with them. Still, there is no significant difference in any
group’s context culture level. Therefore, the authors argue that this experiment’s
results are insufficient to prove that context culture should be added to Hofstede’s

model of cultural dimensions

Jodo Pires (2020) explored the concept of culture and communication in Chinese
society by analyzing scientific literature that discusses Asiacentrism (Hofstede 1980;
Miike 2014). Asiacentrism is a paradigm that, focusing on Asians as agents, defines
Asianness as a blend of human commonality, cultural particularity, hybridity, living
traditions, and innovative methodologies. The author stated that the Chinese
communication style is indirect, values restraint and caution, avoids expressing
desires and emotions, and relies heavily on the listener’s ability to understand the
context. The author concluded that China is a highly collectivist country where people
prefer closed group networks, are aware of hierarchical social relationships, viewed as
self-explanatory, and know that social norms restrict actions, with little focus on

leisure time.

Scollon and Scollon (1994) proposed that culture encompasses a group’s daily
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practices, customs, worldview, language, kinship, social organization, and other
aspects often taken for granted. These unique characteristics are what sets a group
apart from others. The authors specifically highlighted China’s emphasis on its rich
and continuous history, which has shaped the worldview of its people. They also
noted that in a collectivist society, kinship holds significant importance, with
individuals being seen as part of a larger hierarchy of relationships. For example, a
son’s primary motivation is often to bring honor to his parents and ensure the security
of his offspring. The authors pointed out that the Chinese place great value on
hierarchy, maintaining certain boundaries when communicating as a sign of respect
and courtesy. They found that the Chinese prioritize creating a better future over
enjoying the present, resulting in a hardworking and industrious society. However, the

authors cautioned against forming stereotypes based on cultural characteristics.

Chen and Starosta (2000) assessed the interactional skills of 414 college students
regarding attention, self-esteem, impression rewarding, self-monitoring, and empathy.
The participants were later asked to complete a questionnaire on their cross-cultural
sensitivity. The authors revealed that individuals who displayed intercultural
sensitivity were more attentive and empathetic and possessed high levels of
self-esteem and self-monitoring skills. They also knew how to reward positive
impressions during intercultural communication. These findings showed that
interculturally sensitive individuals were more effective in intercultural interactions

and displayed more positive attitudes toward intercultural communication.

2.5.3 Conclusion

There are different ways of approaching a description of culture. The main theories
put forward by scholars suggest that the cultural landscape of China is characterized
by a high reliance on context, which emphasizes collectivism and the importance of
hierarchical relationships. Compared to Western nations, Chinese society is
characterized by a high-context culture; it is more regulated, thus constraining

individual behavior.
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2.6 Concluding remarks

In this chapter, I outlined the evolution of etiquette and politeness in Chinese culture,
which play an essential role in cultivating a culture of gratitude among Chinese
people. I also examined the research conducted over the last two decades on the use of

expressions of gratitude in Chinese and different languages.

Research on gratitude in China indicates that Chinese people usually prefer indirect
expressions of gratitude, which often appear in combinations; that Chinese exhibits a
rich diversity in its lexicon of expressions of gratitude; that different words are
employed for specific occasions, even when the intended meaning of “thank you”
remains unchanged; that gratitude education is highly valued in Chinese schools; that
urban dwellers tend to be more grateful than those living in rural areas; that, as they
grow older, children understand gratitude more and more comprehensively, including
connected gratitude; and finally, that many new popular words or pictures that convey

gratitude have emerged on the Chinese internet.

Research conducted in other languages and cultures has shown that even when
different countries share the same cultural context and speak the same language,
different approaches to gratitude education may lead to significant differences in

gratitude sensitivity and strategy selection.

I also reported research conducted over the past two decades on the multi-facetedness
of gratitude. Expressing gratitude has functions beyond just showing appreciation
(e.g., it can also be employed to save face and leave a good impression on others); its
manifestation in a given language is influenced by the speaker’s/writer’s native

culture; and finally, it may be expressed in novel ways on the Internet.

Finally, to better understand the conceptualization of gratitude in Chinese society, I
explored China’s cultural attributes in different dimensions. Research indicated that

China is a collectivist country with a strong focus on hierarchy, that Chinese language
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use is highly dependent on context, that gratitude is a general attitude towards life and
not merely a reaction to favors, and that the expression of gratitude strongly takes into
account situational variables. Research on Chinese gratitude in the past 20 years has
analyzed in detail the ways in which gratitude is expressed, showing its sensitivity to
social context, as well as its evolution over time, including across generations, that is,
with younger generations embracing new ideas while older generations cling to

traditional values.

At the same time, China is renowned for its culturally diverse and rich ethnic society.
This may result in varied types of interactions when people from different regions and
ethnic backgrounds. However, limited attention has been paid to how the speech act
of thanking is realized by different groups of Chinese people, that is, its possible
variation across social contexts (Li 2009). Also, most of the research on gratitude in
Chinese has considered individual examples drawn from the literature, from which
generalisations are drawn, instead of systematically examining corpus data. Finally,
existing research mainly focuses on the formulations and strategies used to express
gratitude that people usually use, but there is no research on how speakers with

different characteristics use gratitude strategies in different situations.

One can expect people of different ages, from different social situations and belonging
to different cultures to vary in their manifestation of gratitude, as is the case for many
other manifestations of language use. In particular, one social variable that has not
been taken into consideration yet is the personality profile of speakers, that is, whether,
how and to what extent their different personalities may affect how they express
gratitude (e.g., if there are differences in communicative practices between extroverts
and introverts). Clearly, more research is needed to investigate how gratitude is

expressed in China, exploring possible intra-cultural and intra-linguistic variation.

In this work, I aim to investigate how Chinese people of different ages and

personalities express gratitude, paying attention to their use of politeness strategies
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and the degree to which they adhere to traditional cultural values vs modern popular
cultural modes. The goal is therefore to examine possible social variation in the

expression of gratitude.

In the following chapter, I introduce in detail the research approach used to study

manifestations of social variation in Chinese gratitude expressions.
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CHAPTER 3: Method

3.1 Introduction

In this chapter, I will outline the methods and experimental design used in this study
to explore the possible co-variation between introverted and extroverted personalities
in thanking discursive practices among Chinese speakers. In Section 3.2, I will report
on the research on the differences in language use among people of introverted or
extroverted personalities. In Section 3.3, I will introduce the research questions and
describe how I operationalized them. In Section 3.4, I will describe the recruitment
process and characteristics of the participants to the study. In Section 3.5, T will
describe the data collection tools and explain the process of data collection and
analysis. In Section 3.6, I will outline the procedure adopted to analyze the
experimental data. In Section 3.7, I will draw some conclusions and introduce the

topic of Chapter 4.

3.2 Personality and language use

Personality is the set of cognitive, emotional and behavioral traits that characterize an
individual’s attitude towards the world around them. This construct is influenced by
both innate and environmental factors, which also manifests themself in the way

people communicate (Hou, 2002).

Research has shown that extroverts and introverts use language differently.
Oberlander and Gill (2004) analyzed 210 emails written by 105 native
English-speaking college students, including extroverts, moderates (i.e., neither
extroverted nor introverted), and introverts. The authors found that extroverts used
more verbs, adverbs, pronouns and conjunctions in their writing than introverts. The
author suggested that extroverts are more expressive, outgoing, and communicative in
their language use. In contrast, introverts used more prepositions, past participles,
adjectives, and nouns in their writing, which showed their preference for more

descriptive, precise, and analytical language. Furthermore, the author found that
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people with a more moderate personality had no particular preference, and would mix

words of all parts of speech equally.

Zaswita (2022) administered a personality test to students from two 6th-grade classes,
categorizing them as introverts or extroverts, and then had them take an
English-speaking test to explore possible differences in their language learning
abilities. The author found that the extroverted students outperformed the introverted
students, exhibiting a more extensive vocabulary, speaking more fluently, and using
more authentic language, and that, when they were unsure of a certain word, they
would find a flexible way to express it. In contrast, the introverted students only chose
fixed collocations taught in books, generally struggled with vocabulary, and
frequently experienced hesitancy while speaking. The author therefore concluded that

personality plays a role in students’ language learning ability.

In conclusion, research indicates that personality significantly influences language use
and learning ability. Extroverts tend to be more expressive and fluent, whereas
introverts are typically more precise and analytical (Oberlander and Gill, 2004).
Building on these findings, I aim to investigate whether the distinct personalities of

introversion and extroversion affect the thanking behavior of Chinese speakers.

3.3 Research questions and data analysis procedure

I addressed the following research questions:

1IA. What thanking strategies are used by introverted and extroverted young and
mature Chinese adults?

2A. How frequently are different thanking strategies used by introverted and

extroverted young and mature Chinese adults?

I then operationalized my research questions as follows:
IB. Which of the thanking strategies listed in Chen (2008) and Li (2019) are

exemplified in the data collected from the study participants?
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2B. In how many of the gratitude messages elicited from the participants are the

thanking strategies listed in Chen (2008) and Li (2019) exemplified?

There exist various classifications of thanking strategies in Chinese. Two relatively
recent such classifications are those put forward by Chen (2008) and Li (2019), who

analyzed the speech act of gratitude in Chinese literary works.

Chen’s (2008) classified gratitude strategies into superficial ones, relative to the event
itself, and deep ones, relative to the benefactor’s behavior. Superficial gratitude
strategies include the following:

1. Direct gratitude: using words/expressions that explicitly encode gratitude, e.g., “¥ff
T (‘thank you’);

2. Indirect gratitude: mentioning the benefits to the beneficiary, e.g., “IE4f A 1R 7
XM, FRIXANTUH A GERAF] B .~ (‘Fortunately, thanks to you, I can do this

project smoothly.”).

The deep gratitude strategies include the following:

3. Praising the benefactor for their qualities or behavior (e.g., “/FEEKER T, X
IREMWZ 5 TR ‘You are so kind [“praising the benefactor’s qualities’]. Fortunately,
you help me this time’ [‘praising the benefactor’s behavior’]);

4. Providing compensation: committing to reciprocating the benefactor (e.g., “ N X H
Wl & — EIEIRNZ I . > ‘1 will definitely treat you to dinner next time I have the
opportunity.’ [‘promise to reward the benefactor’]) or highlighting the cost suffered by
the benefactor in providing the benefit (e.g., “VRNIRAE T IX 4 Z0FE], A& FEFER
7 o ” “You spend so much time on me [‘highlighting the cost suffered by the

benefactor’], which makes you tired.”).

Li (2019) analyzed the speech act of gratitude exemplified in Chinese TV series,
novels, and public articles written by netizens on social media platforms, focusing on

two components: the favor received, that is, the benefit, and the benefactor’s
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investment in performing the favor, that is, the cost incurred.

The author identified two strategies relevant to the benefit:

1. Acknowledging the benefactor’s beneficial action and its positive effects (e.g., “H ,
Z5 TR, A BB AF . ” (‘Xiao, thanks to your help [‘benefit
provided by the benefactor’], I was able to find this book.’ [ ‘positive effects’])

2. Praising the benefactor’s character and beneficial behavior. e.g., “58 58, REL!
(‘Uncle, you are so nice!’ [‘praising the benefactor’s qualities’].); e.g., “VRIEFK /5 [H]
15 E T (‘You cleaned my room [‘a combination of benefit provided by the

benefactor’] so well.” [“praising the benefactor’])

The author also identified two strategies focused on the benefactor’s investment in
performing the favor:

3. Offering compensation for the benefit received, usually in the form of a promise;
e.g., “NRENE —EIHIRIZI . » (‘I will definitely treat you to dinner next time I
have the opportunity. [ ‘promise to reward the benefactor’]’);

4. Acknowledging the cost of the benefit to the benefactor in the form of an apology
for the trouble they had to go to to provide the benefit. e.g., “NIF =8, 25 1A BRI
7 ” (‘I am sorry [‘a clear apology’] to cause trouble for you [‘cost to the
benefactor’]’);

5. Acknowledging the cost of the benefit to the benefactor in the form of blame,
which shows the beneficiary’s expectations about and care towards the benefactor
who engaged; in behavior that is detrimental to oneself (i.e., investing time, effort or
resources for providing the benefit); e.g., “T-WRELALERLA T FAK M.  (‘Why [‘blame
through questioning’] are you wasting money [‘cost to the benefactor’] buying me

clothes?’).

Chen (2008) analyzed direct and indirect gratitude strategies, while Li (2019)
analyzed indirect strategies. Therefore, I combined their gratitude strategies into a
complete taxonomy so as to be able to cast a wide net on the classification of the

communicative strategies exemplified in my data. At the same time, I re-labelled
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Chen’s strategies aiming to render them more clear in their intended functions.

In addition, a preliminary observation of a subset of the data considered (see Section
3.6), revealed that some participants used titles, including names, endearment terms
and nicknames (i.e., to the exclusion of pronouns)?, as part of their communication
strategies in role-playing contexts. Also observed that, when expressing gratitude,
some individuals consistently used formal language, while others tended to express
themselves more informally, for instance through rhetorical devices (such as

exaggeration and metaphor), homophones, or jokes.

Therefore, to analyze Chinese thanking behavior, I also considered two additional
dimensions of language use: “formality” and “use of titles”, the latter subdivided it
into “use of normal titles”, “use of special titles™ and “no use of titles”. Normal titles
include a person’s name or title, e.g., “ Ul % > ‘Beiying [Name]’ or “%& &> ‘mom
[Relationship Title]’. Special titles, are nicknames or joking terms which are used to

express closeness and signal a relaxed atmosphere, e.g., calling a mother “Z& K K”

‘old madam’.

Overall, my classification of gratitude expressions comprises direct and indirect

strategies. The direct strategies include the following:

a) The Explicit thanks strategy (“i4> ‘Thank you’). For example, in the scenario of a
subordinate expressing gratitude when a superior gives them a gift in a family setting:
one participant wrote “¥ff £ % & (‘thank [‘Explicit words of thanks’] host* [‘address

term’]’).

2 In traditional Chinese culture, using such personal pronouns is often considered impolite, although
this is not universally regarded as important.

3 In Chinese culture, to be polite when talking to others, you need to address them with a title. The title
may identify a professional role like doctor or professor, or it can be a nickname or a combination of a
title and surname.

4 The word host is the title of the ancient emperor. Since hold the highest status in the family, they are
often jokingly address by comparing them to the emperor.
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b) The Explicit thanks + Explanations strategy (“i4f” ‘Thank you’) + motivating
gratitude by mentioning the benefit. For example, in the scenario where a leader
receives tea from his subordinates, a participant wrote “/N%R, TR A5 (‘Little
Chen [‘Normal address term’], thank you [‘Explicit words of thanks’] for your tea

[‘Explanation’]’).

Then the indirect strategies include the following:

a) The Acknowledgments of benefits strategy: that is, describing the benefit. For
example, in the scenario of how a subordinate would express gratitude when a
superior cleans the room for them in a family setting, one participant remarked, “—[A]
KA BN K BT 7 (‘When I got home, I saw that the house was clean [‘the

benefit received’].’)

b) The Praise strategy: appreciating the benefactor‘s behavior. For example, in the
scenario where the subordinate expresses gratitude to the superior when receiving a
gift from the superior in a family setting, one participant wrote:“ {511 & 4f” (‘You

guys are so nice [ ‘praising the benefactor’s qualities’]’.)

c) The Promise strategy: promising to repay the benefactor. For example, in the
scenario where one is sick at home and receives a medicine from a friend, one
participant wrote: “t{l K IEVRIZ YR (‘D1 treat you to dinner some other day [‘promise

to reward the benefactor’].”)

d) The Apology strategy: describing the cost incurred by the benefactor in terms of
time, money, energy invested, whether or not this involves using explicit apologetic
words. In the scenario where a colleague helps a peer to prepare the material for a
meeting, a participant chose to express gratitude by saying “#] L /% T > (‘sorry

[‘apology words’] to bother you [‘cost to the benefactor’] you’).

¢) The Blame strategy: showing a caring attitude towards an individual by criticizing
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or reprimanding them for their generous, but costly, behavior. For example, in the
scenario where parents receive gifts from their children on birthdays, one participant
wrote: “PRTWHRIR 2% AL LEER 2 (‘why [ ‘blaming through questioning’] are you wasting

that money [ ‘cost to the benefactor’]?”)

For texts containing multiple gratitude strategies, my choice was to classify and
record these strategies separately. For example, in the scenario where one is promoted
by the leader and given a job opportunity, one participant wrote: “iff #4515 % F& T.1E
W€, BAG 3 — & F 54 SEARM B AR 25 A B A3 0 T 3R A5 4 (‘Thank
you, leader, for your recognition of my work. In the future, I will definitely repay the
leader’s trust in me with a better and more positive work attitude’). Here i ] >
(‘thank you’) is a thanking word and “H % (‘recognition’) is an explanation of the
reason for gratitude. Instead, “In the future, I will repay the leader’s trust in me with a

better and more positive work attitude,” is a promise.

3.4 Participants

In this study, I wanted to explore the similarities and differences in expressing
gratitude between Chinese adults of different ages (young adults and mature adults)
with two different personality traits (introversion vs extroversion). Therefore, I
recruited participants so that I could later divide them into four groups: Young
introverted Chinese adults; Young extroverted Chinese adults; Mature introverted

Chinese adults; and Mature extroverted Chinese adults.

Young adults are individuals within the age range of 18-34. They are no longer in
school, and some have not reached complete their psychological maturity; also, many
have not yet begun to bear crucial family responsibilities. Mature adults are those
aged 35-70. They have a certain amount of personal and professional experience, have
assumed family responsibilities, and have a high level of psychological maturity and

emotional stability.
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Extroverts are individuals who are energetic, sociable, and enjoy social activities.
They usually derive energy from interacting with others, and are willing to participate
in group activities and express themselves. Introverted individuals prefer to be alone.
They are thoughtful, and engage in independent activities. They usually recover
energy from being alone and are willing to focus on their personal interests and

engage in deep thinking.

The participants were recruited from among friends, relatives, friends of relatives,
classmates, colleagues, through messages posted on social networks (i.e., WeChat,

Xiaohongshu, and Douyin) by myself and my parents from 27/05/2024 to 19/06/2024.

WeChat is a messaging service that allows people to exchange text and voice
messages on their mobile devices. Widely used in China, it is similar to WhatsApp.
Xiaohongshu is a Chinese social platform where users share and document their lives
through text, pictures, and videos. It has a large user base in China, and is similar to
Instagram. Douyin is China’s largest short video platform, which spreads information
to the public through very short videos. It is similar to 7ikTok. On WeChat, 1 mostly
recruited friends and relatives. On Xiaohongshu and Douyin, instead, I primarily
recruited strangers. The users of Xiaohongshu and Douyin are Chinese people of
various ages, but having different operating philosophies. Xiaohongshu emphasizes
civilized communication and mainly uses text content, which may be appreciated by
introverted users. In contrast, Douyin emphasizes open communication and mainly

uses video and voice, which may appeal more to extroverted users.

To collect the data I needed, I crafted different copywriting for the three platforms I
was going to use (i.e., WeChat, Xiaohongshu, and Douyin) based on their prevalent
styles. Of note is that the content posted on Xiaohongshu and Douyin might not
conform to conventional politeness - due to the use of buzzwords and abbreviations -

but it would not cause offense or discomfort to readers.
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The message sent to relatives and friends on WeChat was the following: “ANif & 4T
PO, VE IR AR TT LAAE PRI BRI 18] 35 RS — A 0 Bl 18 SCARH A 1 2 R0 &
(D) 152 x4 a4 R EIERZ) 10 3] 15 4080 a], X an 507 (8 11,
LU R G 8 SO R A Z N — 8 HE 5?2 + RIS & 1E . ~, (‘Sorry to
bother you, could you please help me fill in a questionnaire (QR code or the link:
https://www.wjx.cn/vim/hwR6Cv7.aspx) that is very useful for my master’s thesis in
your free time? This questionnaire only takes about five minutes. If it is convenient,
can you forward it to your friends and family to fill in? Thank you very much for your
cooperation’). I also posted this note on Xiaohongshu: “#-47 wu {1, HEHET, HT
Bl se, AetgE AN AR, Wl RFAZRLIE, Wik !, (‘UUs (‘Dear
friends’), please fill in the questionnaire https://www.wjx.cn/vm/hwR6Cv7.aspx. It
will be used for your graduation thesis. Your privacy will not be revealed. Please
don’t fill it in randomly. Thank you all!!!”). On Douyin, I posted a video of a dancing
kitten with the caption: “RR A IR ANE, WA S), ML b0 NFHLC
JH — F W % https://www.wjx.cn/vim/hwR6Cv7.aspx.”, (‘Save the poor college
students, it’s not easy to write a paper, the kitten is performing. Kind people, please

help fill out the questionnaire https:/www.wjx.cn/vim/hwR6Cv7.aspx.’).

3.5 Data collection

3.5.1 The data collection instrument
I employed a written questionnaire to collect data, which I later analyzed on the basis
of the taxonomy outlined in Section 3.4.2. The questionnaire was divided into four

parts.

The first part served to gather personal information about respondents: their gender,
age, place of origin, occupation, highest level of education, personal interests, and

amount of time spent on the Internet on a daily basis.

The second part of the questionnaire had 12 open-ended discourse Completion Tasks
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(DCTs)’. Each DCT had a scenario (situation description), and the opening lines of a
dialogue (prompts). Scenarios represented situations from daily life, likely to be
familiar to respondents, which were supposed to elicit expressions of gratitude from
people in different types of role-relationships with their addressees, namely as
superiors, subordinates and equals. Participants were to react to the prompts in writing
on the basis of their personal life experiences. In addition, they could provide reasons

for their answers.

The objects of gratitude represented in each scenario were of two types: for gifts
received and for help received. Illustrative examples of the DCT prompts are given
below: (1) and (3) are about receiving a gift from a superior vs a subordinate,
respectively, in a family situation; (2) and (4) are about receiving a benefit from a
superior vs a subordinate, respectively, in a family situation; (5) and (6) are about
receiving a gift vs benefit from a peer in a family situation; (7) and (9) are about
receiving a benefit from a superior vs a subordinate, respectively, in a social situation;
(8) and (10) are about receiving a gift from a superior vs a subordinate, respectively,
in a social situation; and (11) and (12) are about receiving a gift vs benefit from a peer
in a social situation. Here are illustrative examples of the DCTs used (see the

Appendix for the complete list).

Example 1): thanking a superior for a gift in a family situation

When you come home from work/school on Friday, you see a very nice gift box on
the table in the living room. There is a note on the box that says: “Dear son/daughter,
Mom and Dad are traveling. You stay at home by yourself and take care of yourself.
This is a gift from us. Open it, and do not miss us too much.” You open the gift box
and find that it is clothes that you have been wanting for a long time but could not

afford because of their high price. You are very happy. You open WeChat to send a

3> Typically, DCTs consist “of scripted dialogue representing various scenarios, followed by short
prompts for a description of the background and situation. Prompts often include social distance
between participants and pre-event background information to help participants structure the scene”
(Ogiermann, 2018). DCTs serve to quickly and easily collect large amounts of data, while controlling
critical contextual variables.
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message to express gratitude to your parents. What do you write?

Example 2): thanking a superior for a benefit in a family situation

You work as a shop assistant in a shoe shop. You have been busy all day without
having any time off, and you are finally able to drag your tired body home late at
night. When you get home, you find that your parents were there during the day, when
you were at work, and that they cleaned your place and prepared dinner for you and
put it in the rice cooker to keep warm, before going back to their home. You feel very
touched when you see this. You open WeChat to express your gratitude to your

parents. What do you write?

Example 3): thanking a subordinate for a gift in a family situation

Today is your birthday, and you feel that you are old enough that you don’t have to
celebrate it in any way, so you go to work/school as usual. When you are about to get
off work/school, you suddenly receive an express package. When you open it, there is
a greeting card and a gift. The greeting card says: “Happy birthday,
dad/mom/brother/sister, I love you forever.” You feel touched. You did not expect that
your children/younger siblings would remember and value your birthday, so you open
a chat window with them and send them a message to say thank you. What do you

write?

Example 4): thanking a subordinate for a benefit in a family situation

Your children/younger brothers/younger sisters are staying at your home to celebrate
the Labour Day holiday with you. The day before the holiday ends, you suddenly
receive a message stating that you have to go to the community service center to
register housing information and attend the owners’ meeting. You go, and while you
are there, you receive a message from your children/younger siblings:

“Dad/Mom/Brother/Sister, I'm going home early. I can’t catch the train.® I’ll come

and visit you next time I have a chance.” You didn’t expect that your Labour Day

¢ The expression “I can’t catch the train” is a standard excuse used in Chinese to say goodbye.
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celebration would end so suddenly. When you finally get home from the meeting, you
find that your children/younger siblings have tidied up the house for you. You feel so
touched that you want to send them a WeChat message to say thank you. What do you

write?

In the third part of the questionnaire, I aimed to gather data on participants’
personality traits, referring to the most popular 16-type personality MBTI
(Myers-Briggs Type Indicator) test, which allows you to determine the participants’

personality type (introversion or extroversion) and their behavioral traits.

The Myers-Briggs Type Indicator (MBTI) draws from the psychological type theory
of Carl G. Jung, and is a widely recognized self-report personality assessment test that
gauges and characterizes individuals’ psychological activity patterns and personality
types in information acquisition, decision-making, and coping with life. The MBTI
test (https://www.16personalities.com/ch) consists of a series of questions designed to
measure preferences in four dichotomies: Extroversion (E) vs. Introversion (I),
Sensing (S) vs. Intuition (N), Thinking (T) vs. Feeling (F), and Judging (J) vs.
Perceiving (P). Consisting of 93 questions, which take 5 to 10 minutes to complete, it
assigns test takers to one of 16 personality types, each represented by a combination

of the four letters corresponding to the individual’s preferences.

The personality test was placed in the third part of the study, to avoid influencing
participants’ responses, that is, to ensure that participants’ concerns about their
personality types would not affect their performance on the DCTs. Those who already
knew their test results simply had to directly fill them in. Those who did not, instead,

had to complete the test first and then submit the results.

The test results describe test takers’ overall personality tendencies, but since I was
only interested in the traits called Extroversion (E) and Introversion (I), 1 asked

participants to provide results only on these two dimensions. More specifically, in the
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questionnaire, [ first asked participants to specify their personality type (i.e.,
Introverted or Extroverted) and then to indicate the degree of their introversion and
extroversion tendency, that is, as a percentage value. The Wenjuan Star platform
provides question templates in various styles. So I inserted a sliding scale distribution
question when designing the questionnaire. This question format comes with a bar
and a button for sliding left and right so as to select a numerical range from 0
(extreme left, indicating maximum introversion) to 100 (extreme right, indicating
maximum extroversion), where participants could easily indicate the value of their

introversion/extroversion as emerged from the MBTI test.

In the fourth part of the questionnaire, participants could make comments on the

content of the questionnaire, if they chose to do so.

Using different styles of questions (i.e., Multiple choice questions; fill-in-the-blank
questions; sliding scale distribution questions) was meant to relieve participants’
visual fatigue and relax their fingers due to long-term text input. In addition, I
implemented an automatic progress save function on the Wenjuan Star platform where
the questionnaire was uploaded. This feature allowed participants who did not
complete the questionnaire in one session to save their responses and then come back

to it.

3.5.2 Data processing

I originally gathered responses from 129 people, including 31 extroverted Chinese
young adults, 41 introverted Chinese young adults, 26 extroverted Chinese mature
adults, and 31 introverted Chinese mature adults. But I had to exclude 18

questionnaires, which contained irrelevant responses.

Indeed, some participants did not really answer the questions. They merely copied a
random text from other pages and filled it in the blanks of each question. Other

participants did not answer the questions directly, but because my questionnaire set a
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mandatory option, they only filled in the number “1” or “0” in all the blanks.” I
classified these types of answers as invalid data, and I then excluded from analysis all
the questionnaires that contained one or more invalid answers to ensure that all
questions had the same number of valid answers. Then I counted the number of all
valid data and divided them into four groups (Young introverted, Mature introverted,

Young extroverted, Mature extroverted).

Therefore, I collected 31 questionnaires compiled by young extroverted individuals,
40 by young introverted individuals, 23 by mature extroverted individuals, and 24

mature introverted individuals, totaling 111 valid questionnaires.

To ensure a balanced comparison between groups and control the variables under
analysis, I selected 20 questionnaires from each group, using systematic sampling in
statistics. This method helped to avoid unevenness that may occur with random
sampling and improved the sample’s representativeness. To select 20 samples from
each group, I used the sampling interval formula, k=N/n, where N is the total number
of questionnaires and » is the number of samples to be drawn. Using this formula, I
selected one questionnaire for every k questionnaire from the beginning until the
required number of samples was reached. For mature extroverted Chinese adults,
mature introverted Chinese adults, and young extroverted Chinese adults, the required
interval number of questionnaires was k=1, meaning every other questionnaire was
selected until the required number of samples was reached. For young introverted
Chinese adults, the required interval number of questionnaires was k=2, that is, one
questionnaire was selected for every two questionnaires until the required number of
samples was reached. This allowed me to collect data from four balanced groups of

participants (i.e., 80 total, with 20 in each group; see Table 3.1).

In the end, I therefore extracted 20 questionnaires compiled by young extroverted

7 Numbers “1” or “0” are often used in China when people are too lazy to fill in the answers but have
to fill in the answers, so they have no specific meaning and cannot be considered.
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individuals, 20 by young introverted individuals, 20 by mature extroverted individuals,
and 20 mature introverted individuals, totaling 80 valid questionnaires. These
participants included 10 Chinese government officials, 20 educators, 15 technology
and engineering practitioners, 7 finance and business practitioners, 15 media and art

practitioners, 13 students, and a few representatives from other industries.

Table 3.1 Number of study participants

Participants Number of Males Females
individuals
Young extroverted
20 14 6
adults
Young introverted
20 5 15
adults
Mature extroverted
20 4 16
adults
Mature introverted
20 17 3
adults
Total 80 40 40

Notes: Young adults are those aged between 18 and 34, and mature adults are those aged 35-70.

To process the responses obtained from the questionnaire, I utilized China’s
Wenjuxing online crowd sourcing platform. The platform’s backend provided me with
statistical results and data screens for the questionnaires collected, including the
content of the answers, and, if applicable, the frequency with which a given

answer/formulation might recur.

3.6 Data analysis

I conducted a qualitative analysis of each response according to the classification of
Chinese gratitude strategies outlined in Section 3.3, which I detail below more

systematically for ease of reference:

I considered the Explicit thanks strategy those that only included the explicit thanking
words (e.g., “ #f ”, ‘Thank’) or thanking words with titles for addressing the

interlocutor, without other components.
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I considered the Explicit thanks + Explanations strategy (i.e., motivation for the
gratitude expressed) those that included the word(s) “ ¥ » (‘Thank’), as well as

indications of the benefit provided by the benefactor (e.g., “tL#7”, ‘the gift);

I considered the Acknowledgment of benefits strategy those expressions that did not

include any thanking words, but only expressed the benefactor’s beneficial behavior

(e.g., “TABEBMRLGILIIFLY 17, ‘I saw the gift you gave me.’);

I considered instances of the Praise strategy move those text units that did not include
any thanking words, but only expressed a positive quality of the benefactor. (e.g., “{/

NELF”, “you are so nice’);

I considered instances of the Promise strategy move those expressions which encoded

promises or invitations (e.g., “ M K IGVRIZ . ‘I'll treat you to dinner some other

day’);

I considered instances of the Apology strategy move those expressions that included
explicit apologetic words (e.g., “ /A4 & 8., ‘Sorry’) or manifested concerns about
the time and money spent by the benefactor (e.g., “ ik /K it % J », ‘It cost you

money’);
I considered instances of the Blame strategy those expressions through which the
thanker blamed others for something they should not have done, sometimes in the

form of statements (e.g., “YRANZMEX LE”, “You shouldn’t do this’).

After identifying the gratitude strategies in the participants’ responses to the DCTs, I

analyzed the style of all sentences:
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I checked if a sentence contained no title (e.g., “¥f{ i ‘Thank you’), or a normal title
such as a job title (e.g., “4N'S, Wi# /R ‘Leader, Thank you.”), or a special title such
as a nicknames or a joke name (e.g., “*E KX, RIEIRITH T 5 E “Old lady,

you cleaned my house.”)

I considered a sentence informal if it used jokes, homophones®, and Internet
buzzwords (e.g., “PREL T M7 “You saved my dog’s life.”), while I considered

formal if it did not.

I then classified each text collected from each study participant according to my
analytical scheme, that is, | marked the type of gratitude expression (i.e., whether the
answer was direct or indirect); the category of gratitude strategy (i.e., “Explicit
thanks”; “Explicit thanks + Explanations”; ‘“Acknowledgments of benefits”;
“Praising”; “Promising”; “Apologizing”; “Blaming”); and the style (i.e., “Use of a

normal title”; “Use of a special title”; “Use of no title”; “Formal sentence”; “Informal

sentence”).

Using the filter’ function in Excel, I was able to sort my data according to various
parameters (i.e., type of gratitude, gratitude strategies, (non-)use of titles, the
(in)formal style of sentences) so as to see how frequently given choices were made by
the four groups of respondents considered across various situations. My goal was to
identify formal and strategic patterns in their gratitude behavior, and to determine to
what extent it might vary depending on their personality traits and their context of

communication.

3.7 Conclusion
In this chapter, I have explained how I recruited participants for the study, and

described the data collection instrument. I also outlined the method of my research,

8 Chinese people like to use homophones to make jokes or metaphors. Generally, homophones will not
appear in formal sentences.
° Excel’s filtering feature helps users quickly sort and view data that meets specific criteria.
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specifying my research questions, reporting the data collection procedure, and
explaining the data analysis procedure with illustrative examples. In the next chapter,

I will present the data collected and analyze their co-variation.
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CHAPTER 4: Findings

4.1 Introduction

In this chapter, I will present the results collected through the questionnaire described
in Chapter 3. In Section 4.2, I will report on the general frequency of occurrence of
the macro types of gratitude strategies used by the participants both in general and
across contextual variables. In Sections 4.3, 4.4 and 4.5, I will do the same for the
specific gratitude strategies, the titles and the (in)formal lexico-syntactic patterns of
the texts under examination. Finally, in Section 4.6, I will briefly summarize the

results.

4.2 Direct vs indirect types of gratitude strategies

With the questionnaire described in Section 3.5, 1 collected 960 responses (i.e.,
thanking speech acts), that is, 240 responses from each group of participants: young
and mature introverted and extroverted Chinese questionnaire compilers. In this
section, I will report on the frequency of occurrence of direct and indirect gratitude
strategies in these elicited texts both in general and with reference to specific

contextual variables.

4.2.1 Overall frequency
In this section, I report on the general frequency of occurrence of the direct and

indirect types of gratitude strategies exemplified in the data.

Figure 4.1 shows the frequency of use of direct and indirect types of gratitude
strategies in general. All participants used direct strategies more often (648 people;

64%) than indirect strategies (361 people; 36%).

Figures 4.2 and 4.3 illustrate the frequency of use of direct and indirect gratitude
strategies across 4 groups of participants in raw figures and percentage values,

respectively. All groups used direct strategies more often than indirect strategies, but
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not to the same extent. More specifically, participants in the mature groups used direct
strategies more frequently (354 people; 69.5%) than those in the young groups (294
people; 59%). In the two mature groups, 178 of the extroverts (74%) and 176 of the
introverts (65%) preferred direct strategies. Instead, in the two young groups, the
introverts (155 people; 61%) used direct strategies slightly more often than the

extroverts (139 people; 56%).

M Direct

M Indirect
m 361 (36%)

m 648 (64%)

Figure 4.1 Overall frequency of use of direct and indirect gratitude strategies

Notes: Red: Direct strategies; Cyan: Indirect strategies.
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Figure 4.2 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in raw figures
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.3 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in percentage values
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

4.2.2 The benefit variable
In this section, I report on the frequency of use of the direct and indirect types of
gratitude strategies under different benefit conditions (i.e., Receiving gifts and

Receiving favors).

4.2.2.1 Receiving gifts

Figure 4.4 shows the frequency of use of direct and indirect types of gratitude
strategies when expressing thanks after receiving a gift. All participants used direct
strategies much more often (344 people; 66%) than indirect strategies (178 people;
34%).

Figures 4.5 and 4.6 illustrate the frequency of use of direct and indirect types of
gratitude strategies across 4 groups of participants in raw figures and percentage
values, respectively, when receiving gifts. All groups used direct strategies more often
than indirect strategies. More specifically, participants in the mature groups used

direct strategies more frequently (186 people; 71%) than those in the young groups
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(158 people; 61%). In the mature groups, 91 of the extroverts (74%) and 95 of the
introverts (68%) preferred direct strategies. Instead, in the young groups, the
introverts (91 people; 65%) used direct strategies more often than the extroverts (67

people; 56%).

178 (34%)
H Direct

W Indirect

= 344 (66%)

Figure 4.4 Frequency of use of direct and indirect gratitude strategies in response to a gift received

Notes: Red: Direct strategies; Cyan: Indirect strategies.
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Figure 4.5 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in response to a gift received in raw figures
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.6 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in response to a gift received in percentage values
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

4.2.2.2 Receiving favors

B Direct

= 194 (39%) ® Indirect

= 308 (61%)

Figure 4.7 Frequency of use of direct and indirect gratitude strategies in response to a favor received

Notes: Direct strategies; Cyan: Indirect strategies.

Figure 4.7 shows the frequency of use of direct and indirect types of gratitude
strategies in thanking speech acts produced in reaction to receiving a favor. All

participants used direct strategies more often (308 people; 61%) than indirect
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strategies (194 people; 39%).
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Figure 4.8 Frequency of direct and indirect gratitude strategies across 4 groups of participants in
response to a favor received in raw figures
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.9 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in response to a favor received in percentage values
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

Figures 4.8 and 4.9 illustrate the frequency of use of direct and indirect types of

gratitude strategies across 4 groups of participants in raw figures and percentage
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values, respectively, when reacting to receiving favors. All groups used direct
strategies more often than indirect strategies. More specifically, participants in the
mature groups used direct strategies more frequently (168 people; 66%) than those in
the young groups (140 people; 57%). In the two mature groups, 87 of the extroverts
(72%) and 81 of the introverts (60%) preferred direct strategies. Instead, in the two
young groups, the extroverts (68 people; 57%) used direct strategies as often as the

introverts (72 people; 57%).

4.2.3 The interactional context
In this section, I report on the frequency of use of the direct and indirect types of
gratitude strategies under different types of settings, (i.e., Family settings and Social

settings).

4.2.3.1 Family settings

W Direct
M Indirect

= 216 (45%) —
-m 264 (55%)

Figure 4.10 Frequency of use of direct and indirect gratitude strategies in family setting

Notes: Direct strategies; Cyan: Indirect strategies.

Figure 4.10 shows the frequency of use of direct and indirect types of gratitude
strategies in the context of a family setting. All participants used direct strategies more

often (264 people; 55%) than indirect strategies (216 people; 44%).
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Figure 4.11 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in a family setting in raw figures

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.12 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in a family setting in percentage values

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

Figures 4.11 and 4.12 illustrate the frequency of use of direct and indirect types of
gratitude strategies across 4 groups of participants in raw figures and percentage
values, respectively, in the context of a family setting. Only in the young extrovert

group, did more participants use indirect strategies (71 people; 59%) than direct

62



strategies (49 people; 41%); the other three groups used direct strategies more often
than indirect strategies, but not to the same extent. More specifically, the young
introverts (69 people; 58%) used direct strategies more often than the young
extroverts (49 people; 41%). Instead, 68 of the mature introverts (57%) and 78 of the

mature extroverts (65%) preferred direct strategies.

4.2.3.2 Social settings

M Direct

154 (28%)
® Indirect

= 388 (72%)

Figure 4.13 Frequency of use of direct and indirect gratitude strategies in a social setting

Notes: Direct strategies; Cyan: Indirect strategies.

Figure 4.13 shows the frequency of use of direct and indirect types of gratitude
strategies expressed in the context of social settings. All participants used direct

strategies more often (388 people; 72%) than indirect strategies (154 people; 28%).

Figures 4.14 and 4.15 illustrate the frequency of use of direct and indirect types of
gratitude strategies across 4 groups of participants in raw figures and percentage
values, respectively, in the context of social settings. All participants used direct
strategies more often than indirect strategies, but not to the same extent. That is,
participants in the mature groups used direct strategies more frequently (208 people;
75%) than those in the young groups (180 people; 68%). Also, participants in the
extroverted groups used direct strategies more frequently (186 people; 76%) than

those in the introverted groups (202 people; 67%). More specifically, 100 of the
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mature extroverts (81%) and 108 of the mature introverts (70%) preferred direct
strategies. Instead, the young extroverts used direct strategies slightly more often (86

people; 72%) than the young introverts (94 people; 65%).
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Figure 4.14 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in a social setting in raw figures

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.15 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
in a social setting in percentage values

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

64



4.2.4 The status variable
In this section, I report on the frequency of use of the direct and indirect types of
gratitude strategies when interacting with people of different social status (i.e.,

Superiors, Subordinates, and Peers).

4.2.4.1 Subordinates addressing superiors

—m 181 (52%)

B Direct
® Indirect

" 168 (48%)

Figure 4.16 Frequency of use of direct and indirect gratitude strategies to a superior

Notes: Direct strategies; Cyan: Indirect strategies.

Figure 4.16 shows the frequency of use of direct and indirect types of gratitude
strategies when expressing gratitude to a superior. All participants used direct
strategies slightly more often (181 people; 52%) than indirect strategies (168 people;
48%).

Figures 4.17 and 4.18 illustrate the frequency of use of direct and indirect types of
gratitude strategies across 4 groups of participants in raw figures and percentage
values, respectively, when expressing gratitude to a superior. Participants across all
four groups exhibited a general tendency to employ both types of strategies to a
similar extent (i.e., about 50% of the time). This balanced use of the two macro
strategies was evident in three groups, that is, except among the young introverts.
More specifically, 44 of the young extroverts (55%) and 50 of the mature introverts

(51%) preferred indirect strategies over direct strategies; and 53 of the young
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introverts (60%) and 44 of the mature extroverts (53%) preferred direct strategies over

indirect strategies.
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Figure 4.17 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
to a superior in raw figures

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.18 Frequency of direct and indirect gratitude strategies across 4 groups of participants to a
superior in percentage values
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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4.2.4.2 Superiors addressing subordinates

B 142 (44%) B Direct

= 181 (56%) B Indirect

Figure 4.19 Frequency of direct and indirect gratitude strategies to a subordinate

Notes: Direct strategies; Cyan: Indirect strategies.

Figure 4.19 shows the frequency of use of direct and indirect types of gratitude
strategies when expressing gratitude to a subordinate. All participants used indirect

strategies more often (181 people; 56%) than direct strategies (142 people; 44%).

Figures 4.20 and 4.21 illustrate the frequency of use of direct and indirect types of
gratitude strategies across 4 groups of participants in raw figures and percentage
values, respectively, when expressing gratitude to a subordinate. In the mature
extrovert group, more participants used direct strategies (51 people; 64%) than
indirect strategies (29 people; 36%); the other three groups used indirect strategies
more often than direct strategies, but not to the same extent. More specifically,
participants in the introverted groups used indirect types of strategies more frequently
(110 people; 67%) than those in the extroverted groups (71 people; 44%). In the two
young groups, 56 of the extroverts (67%) and 42 of the introverts (53%) preferred
indirect strategies. Instead, in the two mature groups, the introverts (54 people; 67%)

used direct strategies more often than the extroverts (29 people; 36%).
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Figure 4.20 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
to a subordinate in raw figures

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.21 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
to a subordinate in percentage values

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

4.2.4.3 Peers addressing peers

Figure 4.22 shows the frequency of use of direct and indirect types of gratitude
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strategies when expressing gratitude to a peer. The number of participants who used
the direct strategies (168 people; 50.45%) was almost the same as the number of those

who used the indirect strategies (165 people; 49.55%).

B 168 (50.45%) B Direct

M Indirect

= 165 (49.55%)

Figure 4.22 Frequency of use of direct and indirect gratitude strategies to a peer

Notes: Direct strategies; Cyan: Indirect strategies.

44 44 45
43 41 43
37 36
M Direct
M Indirect

Group 1 Group 2 Group 3 Group 4

50
45
4
3
3
2
2
1
1

S L ©O L © L © W O

Figure 4.23 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
to a peer in raw figures

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.
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Figure 4.24 Frequency of use of direct and indirect gratitude strategies across 4 groups of participants
to a peer in percentage values

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Direct strategies;

Cyan: Indirect strategies.

Figures 4.23 and 4.24 illustrate the frequency of use of direct and indirect types of
gratitude strategies across 4 groups of participants in raw figures and percentage
values, respectively, when expressing gratitude to a peer. Participants across all four
groups tended to use both types of strategies to a similar extent. Specifically, 43 of the
young extroverts (54%) and 45 of the mature introverts (51%) used indirect strategies
slightly more often than direct strategies; 44 of the young introverts (52%) and 44 of

the mature extroverts (55%) used direct strategies slightly more often.

4.3 Specific types of gratitude strategies
In this section, I will report on the frequency of occurrence of the specific types of
gratitude strategies instantiated in the texts elicited from the four groups of

participants, both in general and with reference to specific contextual variables.

4.3.1 Overall frequency
In this section, I report on the general frequency of occurrence of the specific types of

gratitude strategies exemplified in the data.
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Figure 4.25 Overall frequency of use of specific gratitude strategies
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

As Figure 4.25 shows, all participants used the Explicit thanks + Explanations
strategy the most frequently (361 people; 36%). Other relatively frequent strategies
were the Explicit thanks strategy (283 people; 28%), the Acknowledgment of benefits
strategy (158 people; 16%). Together, they account for 80% of the data. The Praise
strategy (96 people; 9%) and the Promise strategy (77 people; 8%) were infrequent.
Finally, only a few people chose the Apology strategy (22 people; 2%) and the Blame
strategy (8 people; 1%).

Figures 4.26 and 4.27 illustrate the frequency of use of specific gratitude strategies
across the 4 groups of participants in raw figures and percentage values, respectively.
All 4 groups used a variety of specific gratitude strategies, but not to the same extent.
The extroverted groups used the Explicit thanks strategy (277 people; 57%) more
frequently than all other strategies, while the introverted groups used the Explicit
thanks + Explanations strategy the most frequently (325 people; 62%). More
specifically, in the extroverted groups, 120 young people (50%) and 157 mature
people (65%) adopted the Explicit thanks strategy; in addition, the young people also
used the Praise strategy (50 people; 21%) and the Acknowledgment of benefits
strategy (35 people; 15%); finally, a small number of the mature people used the

Acknowledgment of benefits strategy (31 people; 13%). In the introverted groups,
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151 young people (60%) and 174 mature people (64%) preferred the Explicit thanks +

Explanations strategy, while 62 young people (25%) and 30 mature people (11%)

used the Acknowledgment of benefits strategy.
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Figure 4.26 Frequency of use (in raw figures) of specific gratitude strategies across 4 groups of

participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.
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Figure 4.27 Frequency of use (in percentage values) of specific gratitude strategies across 4 groups of

participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.
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4.3.2 The benefit variable
In this section, I report on the frequency of use of the specific types of gratitude
strategies under different benefit conditions (i.e., Receiving gifts and Receiving

favors).

4.3.2.1 Receiving gifts

Figure 4.28 shows the frequency of use of specific types of gratitude strategies when
expressing thanks after receiving a gift. All participants used the Explicit thanks +
Explanations strategy the most frequently (193 people; 37%); the second and third
most frequent ones were the Explicit thanks strategy (151 people; 29%) and the
Acknowledgment of benefits strategy (71 people; 14%). Together, these three account
for 80% of the data. The Promise strategy (56 people; 11%) and the Praise strategy
(48 people; 9%) were attested less often. Only a few people chose the Apology
strategy (2 people; 0.4%) and the Blame strategy (1 person; 0.2%).
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= 56(11%) | ™ 102%) ® Explicit thanks

= 149 (29%)  m Explicit thanks +
Explanations
Acknowledgments of

benefits
M Praise

= 48 (9%)

71 (14%) B Promise
B Apology

H Blame

" 193 (37%)

Figure 4.28 Frequency of use of specific gratitude strategies in response to a gift received
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.29 and 4.30 illustrate the frequency of use of specific types of gratitude
strategies when receiving a gift, across 4 groups of participants, in raw figures and

percentage values, respectively. The 4 groups employed a variety of specific gratitude
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strategies, but not to the same extent. The extroverted groups used the Explicit thanks
strategy more frequently (146 people; 60%) than other strategies, and the introverted
groups used the Explicit thanks + Explanations strategy the most frequently (181
people; 65%). Specifically, among the extroverted groups, 64 young people (53%)
and 82 mature people (67%) preferred the Explicit thanks strategy; additionally, the
young people also used the Praise strategy (24 people; 20%) and the Acknowledgment
of benefits strategy (19 people; 16%), and a few mature people used the
Acknowledgment of benefits strategy (14 people; 11%) and the Promise strategy (14
people; 11%). Among the introverted groups, 87 young people (65%) and 94 mature
people (64%) preferred the Explicit thanks + Explanations strategy; at the same time,
the young people also used the Acknowledgment of benefits strategy (24 people;
20%); finally, a few mature people used the Promise strategy (27 people; 18%) and
the Praise strategy (15 people; 10%).
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Figure 4.29 Frequency of use (in raw figures) of specific gratitude strategies in response to a gift
received across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;
Cyan: Promise; Red: Apology; Dark blue: Blame.
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Figure 4.30 Frequency of use (in percentage values) of specific gratitude strategies in response to a gift
received across 4 groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

4.3.2.2 Receiving favors
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Figure 4.31 Frequency of use of specific gratitude strategies in response to a favor received
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

Figure 4.31 shows the frequency of use of specific types of gratitude strategies when

expressing thanks after receiving a favor. The Explicit thanks + Explanations strategy
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was used the most frequently (176 people; 35%). Other relatively frequent strategies
were the Explicit thanks strategy (134 people; 27%) and the Acknowledgment of
benefits strategy (94 people; 19%). Together, these three strategies account for 81% of
the data. The Praise strategy (48 people; 9%) was infrequent. Finally, only a few
people chose the Promise (18 people; 4%), the Apology (17 people; 3%) and the
Blame strategies (9 people; 2%).
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Figure 4.32 Frequency of use (in raw figures) of specific gratitude strategies in response to a favor
received across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.32 and 4.33 illustrate the frequency of use, in raw figures and percentage
values, respectively, of specific types of gratitude strategies adopted when receiving a
favor across 4 groups of participants. All the specific gratitude strategies are attested
in all the groups, but not with the same frequency. The extroverted groups used the
Explicit thanks strategy (133 people; 55%) more frequently than other strategies, and
the introverted groups used the Explicit thanks + Explanations strategy the most
frequently (152 people; 59%). Specifically, among the extroverted groups, 58 young
people (58%) and 75 mature people (63%) preferred the Explicit thanks strategy; in
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addition, the young people also used the Praise strategy (26 people; 22%) and the
Acknowledgment of benefits strategy (16 people; 13%), finally, a small number of the
mature people used the Acknowledgment of benefits strategy (21 people; 18%).
Among the introverted groups, 72 young people (58%) and 80 mature people (61%)
preferred the Explicit thanks + Explanations strategy, while 34 young people (27%)

and 23 mature people (17%) used the Acknowledgment of benefits strategy.
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Figure 4.33 Frequency of use (in percentage values) of specific gratitude strategies in response to a
favor received across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

4.3.3 The interactional context
In this section, I report on the frequency of use of the specific types of gratitude

strategies under different types of settings, (i.e., Family settings and Social settings).

4.3.3.1 Family settings

Figure 4.34 shows the frequency of use of specific types of gratitude strategies in the
context of a family setting. The Explicit thanks + Explanations strategy (141 people;
29%), the Explicit thanks strategy (123 people; 26%) and the Acknowledgment of

benefits strategy (106 people; 22%) were the 3 most widely used strategies. Together,
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they account for 77% of the data. The Praise strategy (62 people; 13%) was infrequent.
Finally, only a few people chose the Apology strategy (22 people; 5%); the Promise
strategy (16 people; 3%) and the Blame strategy (10 people; 2%).
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Figure 4.34 Frequency of use of specific gratitude strategies in a family setting
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.
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Figure 4.35 Frequency of use (in raw figures) of specific gratitude strategies in a family setting across
4 groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.35 and 4.36 illustrate the frequency of use, in raw figures and percentage

values, respectively, of specific types of gratitude strategies across 4 groups of
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participants in the context of a family setting. All 4 groups employed a variety of
specific gratitude strategies, but not to the same extent. The extroverted groups used
the Explicit thanks strategy (117 people; 48%) more frequently than other strategies,
and the introverted groups used the Explicit thanks + Explanations strategy the most
frequently (131 people; 55%). More specifically, in the extroverted groups, 46 young
people (38%) and 71 mature people (59%) preferred the Explicit thanks strategy;
additionally, the young people used the Acknowledgment of benefits strategy (28
people; 23%) and the Praise strategy (31 people; 26%) with similar frequency, and 33
mature people (28%) used the Acknowledgment of benefits strategy. In the introverted
groups, 65 young people (54%) and 66 mature people (55%) preferred the Explicit
thanks + Explanations strategy; at the same time, the young people also used the
Acknowledgment of benefits strategy (27 people; 23%) and the Praise strategy (12
people; 10%), while mature people used with a similar frequency the
Acknowledgment of benefits strategy (18 people; 15%); the Praise strategy (16 people;
13%) and the Apology strategy (12 people; 10%).
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Figure 4.36 Frequency of use (in percentage values) of specific gratitude strategies in a family setting
across 4 groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.
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4.3.3.2 Social settings

Figure 4.37 shows the frequency of use of specific types of gratitude strategies in the
context of a social setting. All participants used the Explicit thanks + Explanations
strategy the most frequently (228 people; 42%), the second most frequent one was the
Explicit thanks strategy (160 people; 29%). Together, these two account for 71% of
the data. The Acknowledgment of benefits strategy (59 people; 10.9%) and the
Promise strategy (57 people; 10.5%) were attested less often. Only a few people chose

the Praise strategy (34 people; 6%) and the Apology strategy (5 people; 1%).
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Figure 4.37 Frequency of use of specific gratitude strategies in a social setting
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.38 and 4.39 illustrate the frequency of use, in raw figures and percentage
values, respectively, of specific types of gratitude strategies across 4 groups of
participants in the context of a social setting. The 4 groups used a variety of specific
gratitude strategies in their texts. The extroverted groups used the Explicit thanks
strategy (160 people; 66%) more frequently than other strategies, and the introverted
groups used the Explicit thanks + Explanations strategy the most frequently (202
people; 67%). More specifically, among the extroverted groups, 74 young people
(62%) and 86 mature people (70%) adopted the Explicit thanks strategy; in addition, a
few young people used the Praise strategy (19 people; 16%) while 12 young people

(10%) and 14 mature people (11%) used the Explicit thanks + Explanations strategy.
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In the introverted groups, 94 young people (64%) and 108 mature people (70%)
preferred the Explicit thanks + Explanations strategy; at the same time, the young
people also used the Acknowledgment of benefits strategy (37 people; 25%), and the

mature people also used the Promise strategy (26 people; 17%).

W Explicit thanks

120 108
100 94 W Explicit thanks +
86 Explanations
g 4 Acknowledgments of
benefits
60 M Praise
37
40 26 M Promise
19
12 12 14 11 13
20 - I8 201 210 3 I4 W Apology
0 I l _I_ I II mEN
H Blame

Group 1 Group2  Group 3 Group 4

Figure 4.38 Frequency of use (in raw figures) of specific gratitude strategies in a social setting across
4 groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.
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Figure 4.39 Frequency of use (in percentage value) of specific gratitude strategies in a social setting
across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;
Cyan: Promise; Red: Apology; Dark blue: Blame.
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4.3.4 The status variable
In this section, I report on the frequency of use of the specific types of gratitude
strategies when interacting with people of different hierarchical levels, (i.e., Superiors,

Subordinates, and Peers).

4.3.4.1 Subordinates addressing superiors
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Figure 4.40 Frequency of use of specific gratitude strategies to a superior
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

Figure 4.40 shows the frequency of use of specific types of gratitude strategies when
expressing gratitude to a superior. All participants employed the Explicit thanks +
Explanations strategy the most frequently (159 people; 45%). Two more strategies
were used less frequently: the Acknowledgment of benefits strategy (69 people; 19%)
and the Explicit thanks strategy (63 people; 18%). Together, these three account for
82% of the data. The Promise strategy (28 people; 8%) and the Praise strategy (24
people; 7%) were attested much less often. Only a few people chose the Apology

strategy (9 people; 2%) and the Blame strategy (5 people; 1%).
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Figure 4.41 Frequency of use (in raw figures) of specific gratitude strategies to a superior across 4
groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;
Cyan: Promise; Red: Apology; Dark blue: Blame.
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Figure 4.42 Frequency of use (in percentage values) of specific gratitude strategies to a superior
across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;
Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.41 and 4.42 illustrate the frequency of use, in raw figures and percentage
values, respectively, of specific types of gratitude strategies across 4 groups of

participants when expressing gratitude to a superior. In the extroverted groups, several
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strategies were used with a similar frequency of occurrence. In particular, 26 young
people (33%) and 32 mature people (39%) preferred the Explicit thanks strategy; 19
young people (24%) and 29 mature people (35%) used the Acknowledgment of
benefits strategy, while 13 young people (16%) and 15 mature people (18%) adopted
the Explicit thanks + Explanations strategy; additionally, a part of the young people
also used the Praise strategy (20 people; 25%). Instead, in the introverted groups, 67
young people (76%) and 64 mature people (60%) preferred the Explicit thanks +
Explanations strategy, while 10 young people (11%) and 11 mature people (10%)
adopted the Acknowledgment of benefits strategy; finally, the mature people also used

the Promise strategy (20 people; 19%) and the Apology strategy (7 people; 7%).

4.3.4.2 Superiors addressing subordinates
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Figure 4.43 Frequency of use of specific gratitude strategies to a subordinate
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

Figure 4.43 shows the frequency of use of specific types of gratitude strategies when
expressing gratitude to a subordinate. All participants used two strategies with a
similar frequency of occurrence, namely the Explicit thanks strategy (110 people;
33%) and the Explicit thanks + Explanations strategy (99 people; 30%). Two more

strategies were used much less frequently: the Praise strategy (44 people; 13%) and
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the Acknowledgment of benefits strategy (35 people; 11%). Finally, only a few people
chose the Promise strategy (25 people; 8%); the Apology strategy (15 people; 4%),
and the Blame strategy (5 people; 1%).
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70 64
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Figure 4.44 Frequency of use (in raw figures) of specific gratitude strategies to a subordinate across 4
groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.44 and 4.45 illustrate the frequency of use, in raw figures and percentage
values, respectively, of specific types of gratitude strategies across 4 groups of
participants when expressing gratitude to a subordinate. All 4 groups used all the
strategies in their texts. The extroverted groups used the Explicit thanks strategy (109
people; 68%) more frequently than other strategies, and the introverted groups used
the Explicit thanks + Explanations strategy the most frequently (85 people; 49%).
More specifically, among the extroverted groups, 45 young people (56%) and 64
mature people (80%) preferred the Explicit thanks strategy; in addition, a part of the
young people used the Praise strategy (20 people; 25%) and a few mature people (10
people; 13%) used the Promise strategy. Instead, in the introverted groups, 43 young

people (46%) and 52 mature people (65%) adopted the Explicit thanks + Explanations
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strategy; at the same time, the young people also used the Acknowledgment of
benefits strategy (29 people; 31%) and the mature people used the Praise strategy (15

people; 19%).
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Figure 4.45 Frequency of use (in percentage values) of specific gratitude strategies to a subordinate
across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit
thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

4.3.4.3 Peers addressing peers

Figure 4.46 shows the frequency of use of specific types of gratitude strategies when
expressing gratitude to a peer. All participants used two strategies with an almost
equal frequency of occurrence, namely the Explicit thanks + Explanations strategy
(111 people; 33%) and the Explicit thanks strategy (110 people; 33%). Two more
strategies were used much less frequently: the Acknowledgment of benefits strategy
(61 people; 18%) and the Praise strategy (28 people; 9%). Finally, only a few people
chose the Promise strategy (20 people; 6%) and the Apology strategy (3 people; 1%).
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Figure 4.46 Frequency of use of specific gratitude strategies to a peer
Notes: Blue: Explicit thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of
Benefits; Green: Praise; Cyan: Promise; Red: Apology; Dark blue: Blame.

70 B Explicit thanks

60 H Explicit thanks +
49

Explanations
50

61
58
49
Acknowledgments of
benefits
4 I Praise
30 5
M Promise
20 14 L6
10 10
8 B Apolo
10 1 I6 56 5 6 I 5 I3 pology
¢ M= 0 i . NEE  ®mBlame

Group 1 Group 2 Group 3 Group 4

Figure 4.47 Frequency of use (in raw figures) of specific gratitude strategies to a peer across 4 groups
of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

Figures 4.47 and 4.48 illustrate the frequency of use, in raw figures and percentage
values, respectively, of specific types of gratitude strategies across 4 groups of
participants when expressing gratitude to a peer. All 4 groups employed all the

gratitude strategies in their texts. The extroverted groups used the Explicit thanks
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strategy (110 people; 69%) more frequently than other strategies, and the introverted
groups used the Explicit thanks + Explanations strategy the most frequently (107
people; 62%). More specifically, in the extroverted groups, 49 young people (61%)
and 61 mature people (76%) adopted the Explicit thanks strategy; additionally, the
young people also used the Acknowledgment of benefits strategy (14 people; 18%),
while 10 young people used the Praise strategy (13%) as often as the mature people
(10 people; 13%). In the introverted groups, 49 young people (58%) and 58 mature
people (66%) preferred the Explicit thanks + Explanations strategy, while 25 young
people (29%) and 16 mature people (18%) used the Acknowledgment of benefits

strategy.
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Figure 4.48 Frequency of use (in percentage values) of specific gratitude strategies to a peer across 4
groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Blue: Explicit

thanks: Orange: Explicit thanks + Explanations; Yellow: Acknowledgment of Benefits; Green: Praise;

Cyan: Promise; Red: Apology; Dark blue: Blame.

4.4 Titles
In this section, I will report on the frequency of occurrence of the titles occurring in
the texts produced by the 4 groups of participants, both in general and with reference

to specific contextual variables.
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4.4.1 Overall frequency
In this section, I report on the general frequency of occurrence of the titles

exemplified in the data.

" 312 (32%)

W Use Normal Titles
m Use Special Titles
m Use No Titles

= 632 (66%) = 16 2%)

Figure 4.49 Overall frequency of use of the titles
Notes: Orange: Use Normal Titles; Green: Use Special Titles; Red: Use No Titles.

Figure 4.49 shows the frequency of use of the titles in general. All participants used
No titles more often (632 people; 66%) than Normal titles (312 people; 32%) and
Special titles (16 people; 2%).

Figures 4.50 and 4.51 illustrate the frequency of use of titles by the 4 groups of
participants in raw numbers and percentage values, respectively. Only the young
introverted group had the highest frequency of Normal titles (178 people; 74%); the
other three groups used No titles more frequently than they used Normal titles, but not
to the same extent. More specifically, the extroverted groups used No titles more
frequently (436 people; 91%) than the introverted groups (196 people; 41%), in a
similar way among mature people (221; 92%) and young people (215; 90%). Only 10
young extroverts (4%) used Special titles. In contrast, in the introverted groups, the
mature people (136 people; 57%) used No titles more frequently than the young

people (60 people; 25%).
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Figure 4.50 Frequency of use (in raw figures) of the titles across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.
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Figure 4.51 Frequency of use (in percentage values) of the titles across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.

4.4.2 The benefit variable
In this section, I report on the frequency of use of the titles under different benefit

conditions (i.e., Receiving gifts and Receiving favors).

4.4.2.1 Receiving gifts

Figure 4.52 shows the frequency of use of the titles when expressing gratitude after
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receiving a gift. All participants used No titles much more often (332 people; 69%)

than Normal titles (139 people; 29%) and Special titles (9 people; 2%).
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Figure 4.52 Frequency of use of the titles in response to a gift received
Notes: Orange: Use Normal Titles; Green: Use Special Titles; Red: Use No Titles.
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Figure 4.53 Frequency of use (in raw figures) of the titles occurring in thanks produced in response to
a gift received across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.

Figures 4.53 and 4.54 illustrate the frequency of use, in raw figures and percentage
values, respectively, of the titles across 4 groups of participants when receiving a gift.

Only the young introverted group had the highest frequency Normal titles (83 people;
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69%); the other three groups used No titles more frequently than Normal titles in their
texts. More specifically, participants in the extroverted groups used No titles more
frequently (217 people; 90%) than those in the introverted groups (196 people; 48%),
with only 6 young extroverts (5%) used Special titles. In contrast, in the introverted
groups, the mature people (79 people; 66%) used No titles more frequently than the

young people (36 people; 30%).
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Figure 4.54 Frequency of use (in percentage values) of the titles occurring in thanks produced in
response to a gift received across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.

4.4.2.2 Receiving favors
Figure 4.55 shows the frequency of use of the titles when expressing gratitude after
receiving a favor. All participants used No titles more often (300 people; 63%) than

Normal titles (173 people; 36%) and Special titles (7 people; 1%).

Figures 4.56 and 4.57 illustrate the frequency of use, in raw figures and percentage
values, respectively, of the titles across 4 groups of participants in thanks produced
when receiving a favor. The extroverted groups preferred No titles (219 people; 91%),

and the introverted groups Normal titles (157 people; 65%) more often than No titles.
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More specifically, within the extroverted groups, 108 young people (90%) and 111
mature people (93%) preferred No titles, while only 4 young extroverts (3%) used
Special titles. In contrast, in the introverted groups, the young people (95 people; 79%)
used Normal titles more frequently than the mature people (62 people; 52%), while
the mature introverted group showed a similar frequency in the use of Normal titles

and No titles.
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Figure 4.55 Frequency of use of the titles occurring of thanks produced in response to a favor received

Notes: Orange: Use Normal Titles; Green: Use Special Titles; Red: Use No Titles.
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Figure 4.56 Frequency of use (in raw figures) of the titles in response to a favor received across 4
groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.
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Figure 4.57 Frequency of use (in percentage values) of the titles in thanks produced in response to a
favor received across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.

4.4.3 The interactional context
In this section, I report on the frequency of use of the titles under different types of

settings, (i.e., Family settings and Social settings).

4.4.3.1 Family settings
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Figure 4.58 Frequency of use of the titles in thanks produced in a family setting
Notes: Orange: Use Normal Titles; Green: Use Special Titles; Red: Use No Titles.
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Figure 4.58 shows the frequency of use of the titles in thanks produced in the context
of a family setting. All participants used No titles more often (345 people; 72%) than
Normal titles (119 people; 25%) and Special titles (16 people; 3%).
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Figure 4.59 Frequency of use (in raw figures) of the titles in thanks produced in a family setting across
4 groups of participants

Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group

3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use

Normal Titles; Green: Use Special Titles; Red: Use No Titles.

Figures 4.59 and 4.60 illustrate the frequency of use, in raw figures and percentage
values, respectively, of the titles occurring in thanks produced in the context of a
family setting across 4 groups of participants. The young introverted group had the
highest frequency of of used of Normal titles (69 people; 58%); the other three groups
used No titles more frequently than Normal titles. More specifically, the extroverted
groups used No titles more frequently (216 people; 90%) than the introverted groups
(196 people; 54%). In the extroverted groups, 111 mature people (93%) and 105
young people (88%) preferred No titles, and only 10 young people (6%) used Special
titles. In contrast, in the introverted groups, the mature people (80 people; 67%) used

No titles more frequently than the young people (49 people; 41%).
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Figure 4.60 Frequency of use (in percentage values) of the titles occurring in thanks produced in a
family setting across 4 groups of participants
Notes: Group 1: Extroverted young Chinese adults; Group 2: Introverted young Chinese adults; Group
3: Extroverted mature Chinese adults; Group 4: Introverted mature Chinese adults; Orange: Use
Normal Titles; Green: Use Special Titles; Red: Use No Titles.

4.4.3.2 Social settings
Figure 4.61 shows the frequency of use of various types of titles in thanks produced in

the context of a social setting. All participants used No titles more often (280 people;

60%) than Normal titles (193 people; 40%).
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Figure 4.61 Frequency of use of titles in thanks p