o

aul

FALERE R 31K Feam R (202543 1)

LLM IC& Bl RS Sal—2avIictEiTd
72N O IMRDIRGE
BB Yin Jou Huang #f#HE&  Chenhui Chu

FHE KRR LG E TR
{tnami, huang,murawaki,chu}@nlp.ist.i.kyoto-u.ac.jp

e

AW, KEESEEET L (LLM) & W 7=
MEWS IalL—varicBWC, 7YA Y2
ROZIERPM IS X 2B MGEE L. 72
DFL—Vzr b N7 VAV IERERHCS LS
BRLEGE, e FoH» M EL, BEWFoOR)
I T2b00, MEOEHHIHEENEE 2
e DHEREINT. T, TUAV Y ITMROMEH
PEOWFIZHEANCH S XN TD, ZOEMEIHA
MR hs o engholz. ZhbsiERIE, AM
EXRE T AWEDOHA L —K L, LLM ARMHE M
AR D A DI TOLERENC B W T D FEAIAN
A 7R HEABETH LI 2B LTV,

1 IC®HIC

KFESEET L (LLM) ABIGEWEERS
FREAERRRE N B AL TE D (1], LLM 2BSARID
LZHEHE L U CRHINA 7 AZHBETESZ VD
DR HEIZRITERRE A ICB W TITDR TV
[2]. BHIANA 7 R 2%, ANHEOIFRLEE A/
IREERC BB DE, FRIAMIENC & > TERTH
REREL, FAENEERIEDOE R LTAELW
RENTE[3]. 2OHTH 7 H ) VIR,
IR R ENIER (7> H—) DBZDHZRDHW
WREREEZEZLHRTHY, MiEBDLS
REEN L EEESGE T 2 0EMEIHER I
TW3 [4]. HlZX, BOFEBT A TR E
EHT 220501k, ARMIEHE X ENEZ %
HH o THRANS BT & D SWiitg 2R 2 2k
THOWFORHMEED S Z L 2ET.

EE, LMW Z D Ld8RHINA 7RAZHEHTE %
PEMGET 2P ERE L TWS. Suri 5 [2] D
TIE, LLMB 7 AV v 23R E2ET AR O R
NATZRz2HBETHZ%ZRLE. LHL, Suib

— 920 —

Seller Agent (role, product, Negs?;itaéion Buyer Agent (role, product,
¢ target_price, personality) target_price, personality) )

Chit-chat Hello, I'm interested in your [Product].
Could you please tell me the price?
I’'m offering it at [ )| Offer
>target_price
Accept I'm really excited t_o get this [Product]
at such a great price.

Satisfaction questionnaire
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1. How satisfied are you with your own outcome—i.e.,
the extent to which the terms of your agreement (or lack of
agreement) benefit you?

2. How satisfied are you with the balance between your
own outcome and your counterpart’s outcome?

3. Did you feel like you forfeited or lost” in this negotia-
tion?

4. Do you think the terms of your agreement are con-
sistent with principles of legitimacy or objective criteria
(e.g., common standards of fairness, precedent, industry
practice, legality, etc.)?

RPBE E BB 5 E M

5. Did you “lose face” (i.e., damage your sense of pride)
in the negotiation?

6. Did you behave according to your own principles and
values?

7. Did this negotiation make you feel more or less compe-
tent as a negotiator?

8. Did you feel as though you behaved appropriately in this
negotiation?

R DERRICE T 2 E R

9. Did your counterpart consider your wishes, opinions, or
needs?

10. Do you feel your counterpart listened to your concerns?
11. Would you characterize the negotiation process as fair?

12. How satisfied are glou with the ease (or difficulty) of
reaching an agreement?

RWBMAT & DBEGRIEICE S 2 B

13. Whatkind of “overall” impression did your counterpart
make on you?

14. Did the negotiation make you trust your counterpart?

15. How satisfied are you with your relationship with your
counterpart as a result of this negotiation?

16. Did the negotiation build a good foundation for a future
relationship with your counterpart?
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AUER baseline seller_anchor | seller_anchor_buyer_informed

GPT-40 0.62 +0.33 0.98 +0.27 0.93 £ 0.31

B us(p) GPT-4 0.39+037 | 0.91+0.34 0.79 + 0.38
Llama-3-70B 0.16 £ 0.41 0.77 £0.36 0.59 + 0.37

GPT-40 5.05 5.05 5.08

FH 7205 E | GPT-4 4.60 4.81 4.69
Llama-3-70B 5.31 5.56 5.52

HUWF baseline | seller_anchor | seller_anchor_buyer_informed

GPT-40 -0.04 +£0.33 | -0.41 +0.27 -0.36 + 0.31

SH up(p) GPT-4 0.18+0.37 | -0.34+0.34 -0.22 £ 0.38
Llama-3-70B | 0.42+0.41 | —-0.20+0.36 -0.02 £ 0.37

GPT-40 5.08 5.14 5.09

FHN 722 | GPT-4 4.43 4.42 4.50
Llama-3-70B 5.28 5.35 5.43
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GPT-40 T 2 3 5 6 7 g 9 10 11 12 13 4 15 16

baseline 467 480 1.79 5.3 | 1.47 538 4359 5.14 | 542 551 534 492516 4381 4383 439
seller_anchor 476 482 1.79 5.11 | 1.50 5.37 4.76 5.19 | 5.55 5.64 538 5.04 | 522 492 4.86 491
seller.anchor_buyer_informed || 4.62 4.74 1.84 5.13 | 1.44 540 4.71 5.17 | 546 553 529 492 | 517 4.85 4.87 4.90
GPT-4 I 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16

baseline 464 413 290 450 | 1.84 538 394 520 | 435 429 432 4331419 379 421 419
seller-anchor 4.61 4.08 296 4.54 | 193 539 396 5.14 | 435 434 435 449 | 414 377 4.19 4.18
seller_anchor_buyer_informed || 4.69 4.22 296 4.69 | 1.87 5.58 421 529 | 428 424 446 451 | 4.19 384 428 430
Llama-3-70B 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16
baseline 512 512 210 524 | 1.97 582 543 585 494 543 541 535517 529 3522 5723
seller_anchor 5.21 5.18 201 524|188 589 551 590 |5.07 551 546 540 | 526 535 529 525
seller_anchor_buyer_informed || 5.25 5.31 194 540 | 1.86 592 558 595|511 560 557 543|533 548 540 5.39

B bhFrBEVWFOBREICETI AT H

Act as a seller that sells a $PRODUCT, bargains with the buyer to get a higher deal price. Your reply
should not be too long. Your target price for this item is $TARGET_PRICE.

buyer_setting

Act as a buyer and try to strike a deal for a $PRODUCT with a lower price through conversation. Your
reply should not be too long. You would like to pay for $TARGET_PRICE. You can accept higher price
though if the item is really good or there are other perks.

C Z7YhUYIHRICATIZ7OVTH

seller_anchor

Make sure to use the anchoring effect, a cognitive bias where the initial offer heavily influences the
outcome of the negotiation, to gain an advantage in the negotiation. Specifically, all you need to do
is make an initial offer higher than the target price.

seller_anchor_buyer_inforomed

Be aware that the seller will be using the anchoring effect, a cognitive bias where the initial offer
greatly influences the outcome of the negotiation. In this case, the seller will start with an initial
offer that is higher than their actual target price, aiming to set an “anchor” that will shape
your expectations and potentially increase the final agreed price. To effectively negotiate under the
influence of the anchoring effect, you can take the following strategies.

1. Stay Focused on Your Target Price: Remember your original budget or target price, and use it as a
reference point instead of being swayed by the seller’s initial high offer.

2. Set a Counter-Anchor if Needed: If the seller’s initial offer is significantly higher than your
budget, consider responding with a counter-offer that’s closer to your ideal price. This can help
shift the anchor closer to your preferred range.

3. Ask for Justification of the High Price: Politely inquire about the specifics that justify the
seller’s high initial offer. This can provide context for the price and might allow you to negotiate
on specific elements, such as additional benefits or discounts.

— 995 — This work is licensed by the author(s) under CC BY 4.0
(https://creativecommons.org/licenses/by/4.0/).



