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A B S T R A C T

This article provides a discourse analysis of the online tourism marketing of two tourist destinations – Hangzhou
and London – with the purpose of examining how destinations from different cultural contexts promote the local
attractions to an international audience. The sample texts chosen from two websites (www.gotohz.com and
www.visitlondon.com) are analysed through appraisal theory. The results show that the use of linguistic re-
sources functions to promote destinations and that the two destinations differ from each other in marketing
methods. The measures that Hangzhou adopts include conveying information, highlighting its history and es-
tablishing credibility by citing authoritative words, whereas London attempts to promote the city by fore-
grounding its current attractions and inviting readers to the text. The paper finally discusses possible reasons for
the differences and provides several implications for online tourism marketing.

1. Introduction

In today's world, with its fast-developing information technology,
online tourism marketing is an alternative to paper-based marketing or
other types of promotional media. Reading travel guides on the Internet
is, for most tourists, part of the process of preparation and anticipation
long before they arrive at their destinations. As noted by Jack and
Phipps (2005, p.82), “[i]t enables the imagining of the destination. It is
future-oriented travel in the present”. Searching for information online
is also an important part of the purchasing decision process. Through
the selection and publication of tourism information, a tourism website
guides and promotes the browser's formation of a destination image and
hence influences his/her decision-making (Zhang, Xu, Lu, & Lei, 2015).
Against this backdrop, many countries and regions have made con-
siderable efforts in tourism marketing by means of designing tourism
websites in order to promote themselves and reach a national and in-
ternational audience.

As the tourism business continues its globalisation process, growing
competition makes the tourism website a valuable tool for marketing
tourism and the destination, and makes the text on the tourism website
an instance of advertising discourse (Zuliani, 2013). In a global sce-
nario, information provided by the tourism website should, on the one
hand, manifest the culture of the destination (Horng & Tsai, 2010) and,
on the other hand, be adjusted to the international audience.

This paper deals with tourism marketing by looking at two tourism
websites, (www.gotohz.com and www.visitlondon.com), both of which

are local government-sponsored tourism websites. By comparing and
contrasting the discourse of the two websites, the paper intends to ex-
amine how destinations from different cultural contexts promote the
local attractions to an international audience. Against the background
of the abovementioned research objective, the primary question is the
following: In what ways do tourism websites, through the use of lin-
guistic resources, realise the purpose of tourism marketing? This
question triggers the following specific questions: What aspects of the
two destinations are presented as tourism themes on the tourism
websites? In what ways are voices invited into the texts on these
websites? What evaluation is made about the two destinations? How is
the evaluation made? What are the possible reasons for the differences
between the two destinations in marketing the cities? Based on the
answers to these questions, implications for online destination mar-
keting will be discussed.

2. Literature review

The promotion of tourism has been interrelated with the branding of
destinations. The boosting of the destination can be traced to ancient
times. However, the marketing or branding of destinations, especially
cities, has become a matter of course since the 1990s “as a result of the
convergence of three macro processes that have been taking place all
over the world: the growing urbanization, the technological revolution,
and the economy and communications globalisation”. (Gascó-
Hernández & Torres-Coronas, 2009, p. xii). The concept of destination
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branding started to spread with the Travel and Tourism Research As-
sociation's Annual Conference in 1998 (Blain, Levy, & Ritchie, 2005).
Since then, the concept of the tourism destination image has been
widely studied from the point of view of tourism (Pan & Li, 2011;
Stepchenkova, Kirilenko, & Morrison, 2008).

The tourism website is regarded as the most important commu-
nication tool for destination marketing in the information age (Chiou,
Lin, & Perng, 2011; Law, Qi, & Buhalis, 2010; Lee & Gretzel, 2012). The
website's influence on readers' attitudes about the destination has been
confirmed by empirical research (Lee, Gretzel, & Law, 2010). The vi-
vidness, directness and convenience are the main advantages of the
website. Research shows that the usability of tourism websites is “a key
aspect in the creation of a good brand image”(Fernández-Cavia &
Huertas, 2009, p.33), that tourism websites “can provide a huge
amount of information, convey an image of the place, permit useful
ways of interacting with users and also operate as a point of sale” (Del
Vasto-Terrientes, Fernández-Cavia, Huertas, Moreno, & Valls, 2015,
p.16) and that countries and territories can identify themselves with a
defined and specific brand through user-friendly and attractive in-
stitutional tourist websites (Luque, 2016). In this sense, tourism web-
sites serve as the portal for advertising and marketing.

Since the marketing role of tourism websites has been widely ac-
knowledged, the importance of a thorough evaluation of websites for
tourism destinations has been largely recognised. There has been a
growing body of research on the evaluation of tourism websites in the
last three decades since various approaches were first proposed by re-
searchers in the late 1990s (Lu & Yeung, 1998). Both commercial and
government tourism websites have been evaluated to discuss tourism
marketing, and strategies have been discussed to improve the quality of
tourism websites (e.g. Baggio, 2003; Cao & Yang, 2016; Chiou et al.,
2011; Del Vasto-Terrientes et al., 2015; Doolin, Burgess, & Cooper,
2002; Horng & Tsai, 2010; Ip, Law, & Lee, 2011; Law et al., 2010;
Morrison, Stephen, & Douglas, 2004). Different aspects of the websites
have been investigated, including the amount and quality of content,
website layout, user judgement, textual information, visual and pre-
sentation style, ease of navigation and online transaction, usability and
accessibility. Most of the studies largely concentrate on the economic
and technical aspects of destination brand promotion, such as financial,
human and physical resources. Details of the attributes of the websites
are excluded. A lack of sufficient research has been noted in regard to
the combination of tourism studies and the study of discourse or lan-
guage. Researchers notice that “there has been little dialogue between
scholars who primarily study discourse (language in particular) and
communication, and those whose primary focus is tourism” (Pritchard
& Jaworkski, 2005, p.1).

Applying discourse analysis to tourism websites can provide pro-
fessionals working in tourism with knowledge about what is being
communicated to browsers. This approach may allow the professionals
to become more aware of the functioning of tourist promotional ma-
terial such that they can master how the range of resources can be used
as strategies for designing websites to attract the target visitor (Nekić,
2015). As Hannam & Knox (2005) state, utilising discourse analysis,
meaning the development of a more nuanced reading of the data, can
add a more critical edge to much of tourism research. Studies on
combining tourism studies with discourse studies began mainly in the
last decade. The literature review of such studies manifests four points.
First, during the beginning phase, most studies (e.g. Dann, 2001;
Flowerdew, 2004; Jaworski & Pritchard, 2005; Koller, 2008; Thurlow &
Jaworski, 2010) were concerned with the analysis of print material. It
was not until 2010 that the discourse of tourism websites has aroused
more researchers' attention (e.g. Hallett & Kaplan-Weinger, 2010;
Manca, 2013; Magyar, 2015; Nekić, 2015; Zuliani, 2013). Studies focus
on linguistic texts on both commercial websites and official websites.
Researchers believe that the discourse of tourism can be understood as a
particular way of using language to communicate information and
convince prospective tourists. Second, some studies of tourism websites

from the perspective of discourse study focus on how to appropriately
translate the information in order to enhance the communicative ef-
fectiveness of the message (e.g. Luque, 2016; Ríos & Hernández, 2016).
Third, various approaches and frameworks are applied, including con-
tent analysis, textual-linguistic analysis, semiotic analysis, genre ana-
lysis (Jaworski & Pritchard, 2005), corpus-assisted discourse studies
(Jaworska, 2016), functionality analysis (Lu, Lu, & Zhang, 2002), and
systemic-functional analysis (Magyar, 2015). Hannam & Knox (2005,
p.1) argue “[t]hat discourse analysis is not just interested in what is
within the text itself but also in what has been left out and the ‘secret’
meanings that are not obvious”. Shi-Xu (2005) also states that to ex-
plain, interpret and evaluate discursive events, what is said and done,
who speaks, how it is said and done, medium, culture, and history
should be examined. In other words, discourse studies should explore
the discourse topic, discourse subject, and discourse strategy, as well as
other ‘hidden’ aspects. I think that discourse analysis of tourism web-
sites can shed light on the roles that linguistic resources play in tourism
marketing and branding and thus allows us to investigate the functions
of promotional strategies adopted by the website. In light of this belief,
this paper studies promotional tourism discourse by comparing the
promotional strategies of two websites.

3. Research method and analytical framework

This section will introduce how data is collected and what frame-
work is going to be adopted to analyse the data.

3.1. Data collection and analysis

This study adopts the case study approach with the purpose of
having a detailed contextual analysis of two tourism websites and their
relationships. Despite the limited data, a case study can povide a de-
tailed examination and obtain an in-depth appreciation of the subject of
study in its natural real-life context (Crowe et al., 2011). The sample
texts chosen for analysis were two official websites, namely, www.
gotohz.com and www.visitlondon.com. Hangzhou is a Chinese coastal,
historical, thriving tourist city. The city was named ‘The Best Tourist
City in China’ by the World Tourism Organization in 2007 and made the
‘The New York Times Places To Go in 2016 List’. As one of the de-
partments most important for articulating the city-brand to the inter-
national community, Hangzhou Municipal Tourism Commission has
been making great efforts to promote the city on a global scale. The
official website is, no doubt, one of the most important channels of
which the commission makes use. So far, three foreign language ver-
sions – English, German, and Japanese – are available on the official
website. We take the English version, a complete translation of the
Chinese one, as the data for analysis. London, as one of the largest cities
in Europe, “has been one of the world's top tourism cities for many
years, and a key gateway for domestic and international visitors”
(Maxim, 2017, p.1). Over the years, London has been successfully im-
plementing policies towards sustainable tourism.

The tourism websites of these two cities are chosen as the data for
analysis based upon the following reasons:

(1) The two websites have parallel text structures which have been
agreed upon by researchers in the area of contrastive linguistic
studies suitable for comparative analysis (Krzeszowski, 1984).

(2) Although tourism websites for other destinations may equally dis-
play common bases of comparison, Hangzhou is chosen as the ob-
ject of study because although the city is acknowledged as a re-
presentative of oriental Chinese culture due to its long history, rich
culture, and natural beauty, it is still underrepresented in linguistic
analysis. London is recognised as the leading global city for tourism
and a constantly evolving destination delivering a high-quality
visitor experience (Tyler, 2009). Therefore, London is chosen as the
representative tourism city of the West and serves a reference point
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in this study. It is hoped that the comparison of these two cities'
official tourism websites can explore the promotion strategies and
the properties and problems of the destination branding practice of
Hangzhou from an oriental developing-world context.

The website www.gotohz.com consists of four main sections, each of
which includes subsections. Of these, two were selected for analysis,
namely, ‘About Hangzhou City’ and ‘Why Hangzhou’. The former is a
general introduction to Hangzhou, and the latter provides reasons to
visit the city. We chose these two sections, on which the other sections
are based, because they provide the most basic and comprehensive
information of the city. Additionally, they show the longest stretches of
continuous text. To maximise comparability, two similar sections from
www.visitlondon.com are selected, namely, ‘London at a Glance’ and
‘Top 10 Reasons to Visit London’. In total, the data are made up of 1824
words, 761 words from www.gotohz.com and 1063 words from www.
visitlondon.com.

This study focuses on three aspects of the discourse, the discourse
topic, discourse subject, and discourse strategy. As mentioned in the
literature review, the discourse topic refers to the main content covered
on the websites, which is of particular importance “because it directly
influences the perceived image of the destination and creates a virtual
experience for the consumer” (Doolin et al., 2002, p.557). The dis-
course subject refers to the speaking actor, i.e. the person or agent who
is responsible for a certain opinion expressed on the websites. The
analysis of the discourse subject can determine what possible re-
lationship is established between the writer and reader. The discourse
strategy in this context refers to linguistic devices that are employed to
describe the destinations on the websites. The analysis of the discourse
strategy can show what attitude is presented in the text and how the
destination is evaluated. When these three aspects are integrated, they
can provide us with a picture of the image that the city tries to present
via the website.

3.2. Analytical framework

Appraisal theory is employed as the framework within which the
data are analysed. This framework is used based on the belief that a
tourism website, designed to market tourism and destination, is rich in
interpersonal meanings, i.e. expressions of interacting with prospective
visitors, exchanging meanings, and establishing and maintaining ap-
propriate social links with them and that the theory which focuses on
interpersonal meanings related to the negotiation of social relationships
(Martin & Rose, 2003; Martin & White, 2005; Martin, 2000), can
therefore be an effective framework of analysis.

Appraisal theory divides the interpersonal meanings into three se-
mantic domains: Attitude, Graduation and Engagement.

Attitude is concerned with our feelings, including emotional reac-
tions, judgements of behaviour and evaluation of things. Engagement
deals with sourcing attitudes and the play of voices around opinions
in discourse. Graduation attends to grading phenomena whereby
feelings are amplified and categories blurred. (Martin & White,
2005, p.35)

The lexical resources for expressing Attitude are grouped within
three systems: Affect, Judgement and Appreciation (Martin, 2000).
Affect “is concerned with registering positive and negative feelings: do
we feel happy or sad, confident or anxious, interested or bored?”
(Martin & White, 2005, p.42) Judgement is about the moral assess-
ments of behaviour, i.e. “attitudes towards behaviour, which we admire
or criticise, praise or condemn” (Martin & White, 2005, p.42). Appre-
ciation involves aesthetic evaluations of semiotic and natural phe-
nomena, including things, texts and processes. (Martin & White, 2005).
In general, Appreciation can be divided into “reaction” to things,
“composition”, and “value” (Martin & White, 2005, p.56). According to
the two-way distinction of Engagement, utterances can be classified as

“monoglossic” when they make no reference to other voices and
viewpoints, and as “heteroglossic” when they do invoke or allow for
dialogistic alternatives (Martin & White, 2005, p.99–100). Graduation
has to do with adjusting the degree of an evaluation in the context of
gradable resources, which is called “force”, or has to do with the effect
of adjusting the strength of boundaries between categories, con-
structing core and peripheral types of things, which is called “focus”
(Martin & White, 2005, p.37). Resources from the three appraisal sys-
tems cluster together to construe the ‘rhetorical voice’ of a text (Martin
& White, 2005).

Appraisal theory provides the tools to analyse the key interpersonal
features. The analysis follows three steps. First, the discourse topic of
the two sections on each website will be analysed. The content that the
two sections in the two websites cover is going to be compared. Then,
Engagement will be analysed as a way of probing the discourse subject.
By analysing to what degree the voice is heteroglossic, the study will
investigate what voices are drawn into the text, and whether or not a
dialogic space is opened up between the copywriter and reader. Thus,
who is speaking in the discourse can be discussed. Third, Attitude and
Graduation will be analysed as a way of probing the discourse strategy.
By analysing such factors as what emotion is expressed in the text, what
evaluation is made towards a certain phenomenon or entity, and how
emotion and attitudes are expressed, I will discuss what discourse
strategies are employed on the two websites to present information and
interact with the reader.

Then, by combining the discourse topic, discourse subject and dis-
course strategy, the paper will discuss the similarities and differences in
the ways the two cities promote local attractions by means of websites.
Finally, implications for marketing tourist destinations will be given.

4. Marketing of the two tourist destinations

4.1. Discourse topics in the two sections on each website

4.1.1. Discourse topics of www.gotohz.com
The section ‘About Hangzhou City’ is where Hangzhou Municipal

Tourism Commission conceptualises the city as a brand and tries to
establish the ideal image in the minds of prospective tourists. We find
that Hangzhou is presented based on its history and scenery. First,
Hangzhou's long history with splendid culture is chosen as the core
content of this section. Expressions such as ‘was settled as early as 4700
years ago’, ‘was applauded as “the most splendid and luxurious city in
the world” by Marco Polo, the Italian traveller in the 13th century’, etc
all highlight the long history and splendid culture of the city. Second,
when Hangzhou's current status is described, the focus is the city's
natural beauty. Such expressions as ‘is often described as a natural
traditional Chinese painting’ and ‘is a world-famous scenic tourist re-
sort’ stress the city's natural scenery. However, only two sentences are
used to describe the scenery. Compared with its historical and cultural
resources, the city's current attractions lack importance and promi-
nence in the text.

The explanation of why Hangzhou is an ideal destination is pro-
vided in six subsections: Culture & Heritage, Tradition & Folklore,
Specialty & Souvenirs, Festivals and events, Key facts, and Historical
Notables of Hangzhou. The reasons range from heritage sites, tradi-
tional activities, and traditional products, to stories of celebrities in
Hangzhou. So, basically, all the six sections highlight one aspect, i.e. the
traditional Chinese culture of the city.

To sum up the contents of both sections, history and traditional
culture are the main aspects of the city that Hangzhou Municipal
Tourism Commission hopes to present to prospective visitors. The at-
tractiveness of the city “is mainly generated from the cultural memory
and cultural atmosphere that constitutes the spirit and soul” of the city
(Zhang et al., 2015, p.122). In this sense, the image which Hangzhou
Municipal Tourism Commission tries to present to prospective visitors is
mainly based on its historical self, i.e. the image and reputation it
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established in history.

4.1.2. Discourse topics on www.visitlondon.com
The corresponding section, which gives a general introduction to

London on the website www.visitlondon.com, is called ‘London at a
Glance’. The main contents are divided into thirteen subsections, titled
Capital of Britain, Connectivity, Diversity, History, Attraction, River
Thames, Outdoor Spaces, Restaurants, Shopping, Family Holidays,
Hotels, Transport, and Accessibility. Generally, the main emphasis of
the introduction is laid on the contemporary self, i.e. the current status
of the city, instead of the historical self, for only one section is about the
history and all of the other sections are about London's current attrac-
tions. This is different from ‘About Hangzhou City’. Another difference
from ‘About Hangzhou City’ is that different aspects of London are in-
troduced, ranging from transportation, parks and museums, to restau-
rants and hotels. It seems that the copywriter hopes that the prospective
visitor can get a multi-angle view rather than experiencing just one
single aspect of the city.

The section corresponding to ‘Why Hangzhou’ is titled ‘Top 10
reasons to visit London’ in www.visitlondon.com. Generally, the ten
reasons focus on the best sights, attractions, and activities in London.
Similar to the section ‘Why Hangzhou’, this section also stresses its
history, tradition and culture. However, differently from ‘Why
Hangzhou’, which focuses almost exclusively on the traditional culture
and historical aspects of the city, ‘Top 10 reasons to visit London’ also
touches upon modern culture. For example, in addition to traditional
food and drinks and long-running plays, new works and contemporary
food are also introduced. Additionally, rather than repeatedly men-
tioning the long history and rich culture the city has, as in the case of
the Hangzhou website, this section of www.visitlondon.com focuses on
describing concrete cultural and sporting events, which are regarded as
important channels for improving the destination image (Richards &
Wilson, 2004).

In summary, in www.visitlondon.com, the image of London is
mainly based on its contemporary self. In addition, various cultural
resources are specified to illustrate the rich culture with which the city
is endowed.

4.2. Discourse subjects of the two sections of each website

4.2.1. Discourse subjects of www.gotohz.com
The copywriter's employment of Engagement is visible, although

not highly frequent in the text. Altogether, six instances of Engagement
resources are drawn on (bold faced), five of which fall into the category
of expansion (the first five instances) and one of which falls into the
category of contraction (the last instance):

Hangzhou once was applauded as ‘the most splendid and luxurious
city in the world’ by Marco Polo, the Italian traveller in the 13th
century

the cultural heritage of Hangzhou is considered by the locals to be
the jewel

the city is also praised as ‘the Home of Silk and Tea’

Hangzhou is often described as a natural traditional Chinese
painting

which is considered one of the best in China

Hangzhou is not to be missed.

Expansion “makes allowances for dialogically alternative positions
and voices” (Martin & White, 2005, p.102). It is clear that the copy-
writer admits other voices into the text. As the first five instances show
us, the passive voice constructions (Expansion: Attribute: Acknowledge)
are attributes which suggest that “the propositions are grounded in the
subjectivity of an external voice” (Martin & White, 2005, p.98). This
finding suggests that the copywriter hopes to validate the plausibility of
the remark by referring to other people as the discourse subject. In the
first two instances, the voice of Marco Polo and the locals are explicitly
acknowledged. The act of taking Marco Polo as the discourse subject
indicates that the copywriter hopes to convince the reader that Hang-
zhou enjoyed great reputation in history, which serves as a good
foundation for the contemporary self. Hangzhou locals are a collection
of people who are sure to have a good knowledge of the city, so their
remarks would sound believable. Some discourse subjects are implicit
but recoverable. The passive structures such as ‘is considered’ and ‘is
praised as’ tell the reader that the reputation Hangzhou enjoys is ac-
cepted by the public or is taken as an accepted fact. Extravocalisation
also suggests that the copywriter tries to distance the authorial voice
from the attributed material. The passive voice structures seem to tell
the reader that the copywriter is not the source of the propositions.
Rather, he/she allows other people to introduce the city. The question
of where the authorial voice stands with respect to the proposition is
open to the co-text. Thus, a neutral and objective attitude is established,
which in turn is likely to lead to the plausibility of the text.

4.2.2. Discourse subjects on www.visitlondon.com
The text on www.visitlondon.com is less heteroglossic, with most

parts of the text giving mere facts about the city with little appraisal. No
Engagement resources are used in the text, indicating that no alter-
native voices are drawn in.

A point worth noting is that the text, although it sounds mono-
glossic, is in fact very dialogic. At the very beginning of the text, the
tone of the dialogue is set with the second person pronoun ‘you’, ad-
dressing the reader directly. The first sentence ‘[b]efore you visit
London, you’ll need to know the basics’ sounds as if the copywriter is
giving the prospective visitor some suggestions for visiting London.
Next, the following sentence ‘[h]ere are some useful facts and tips to
help you plan your trip’ gives the feeling that the suggestions are given
to the reader face to face. Additionally, imperative sentences such as
‘don't be surprised’ and ‘take a culinary journey’ also directly address
the reader. In this way, the reader is well-integrated into the text.

4.3. Discourse strategies in the two sections on each website

4.3.1. Discourse strategies on www.gotohz.com
The primary attitudinal source used on www.gotohz.com is that of

Appreciation. Sixty-one instances of Appreciation can be found in the
text compared to only four Judgement instances and not a single in-
stance of Affect, suggesting that the text is virtually devoid of overt
emotion and assessments of people. The statistics tell us that among the
three Appreciation categories, reaction is the value employed most
dominantly (see Table 1).

The fact that the majority of appreciating items are classified as
Quality suggests that the copywriter intends to make use of people's

Table 1
Frequency of Appreciation resources in www.gotohz.com.

Appreciation Reaction Composition Valuation Total

Sub-category Impact Quality Balance Complexity Social significance

Number (percentage) 4 (6.6%) 33 (54.1%) 1 (1.6%) 1 (1.6%) 22 (36.1%) 61 (100%)
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reactions provoked by the things promoting the city of Hangzhou. The
33 instances of Quality are mainly used to evaluate Hangzhou's re-
putation throughout history, as well as its rich culture and tradition.

Of the 33 instances, seven instances of verbs are used to evaluate the
reputation that Hangzhou has enjoyed throughout history and the good
qualities that Hangzhou possesses. Twenty-four instances of adjectives
evaluate the beautiful scenery, splendid history, colourful activities,
and the romantic nature of the city, while two nouns evaluate the good
reputation of the city. The following extract clearly demonstrates how
the text uses incidences of Appreciation: Reaction: Quality (bold faced).

Extract 1. Paragraph 1 of About Hangzhou City

Hangzhou was settled as early as 4700 years ago, by the aurora
Liangzhu Civilization. As one of the seven ancient capitals and the
scenic tourism and historical culture cities in China, Hangzhou once
was applauded as ‘the most splendid and luxurious city in the
world’ by Marco Polo, the Italian traveller in the 13th century.

In the first sentence, the judgement resource ‘as early as’ is used.
From the second sentence on, resources of Appreciation: Reaction:
Quality are used. The attributive adjective ‘scenic’ is value-laden, in-
dicating that the beautiful scenery of Hangzhou is a generally ac-
knowledged fact in China. The subsequent verb phrase beginning with
‘was applauded as’ in the next clause, which usually carries a positive
sense, suggests that the copywriter wants to associate Hangzhou with
positive qualities such as ‘splendid’ and ‘luxurious’. In this way, a po-
sitive evaluation is made at the beginning of the text, and the reader is
orientated to interpret the text in a particular way. It is obvious that the
city image of Hangzhou is evoked through tokens of Appreciation:
Reaction: Quality.

The variable of Valuation is the type of Appreciation resource used
second most frequently in the text. This type of resource “has to do with
the assessment of the social significance of the text” (Hunston &
Thompson, 2002, p.162). In Extract 1, two instances of Appreciation:
Value: Social significance, i.e. ‘ancient’ and ‘historical’ are used (un-
derlined). Both of these two instances evaluate the city and thus give
the reader the first impression that Hangzhou is a city with a long
history and a historically high political status. Other attributive ad-
jectives of the same type include ‘valued’, ‘time-honoured’, ‘world-fa-
mous’, etc, which are mainly used to modify activities and products and
thus highlight Hangzhou's long history and rich culture.

To further reinforce Attitude, a handful of Graduation resources are
used in the text. Table 2 shows that only resources of Force are em-
ployed in the text.

Force: Quantification is achieved in terms of number, extent, or
mass, as shown in the following instances (bold faced):

there are numerous related or themed festivals and events orga-
nised for family, fun, and leisure

possessing thousands of years of rich and distinctive history

boasting many stories of celebrities

in addition to these great innovators are many others

shopping in Hangzhou ranges from a traditional to a modern ex-
perience

there are several major shopping areas spread all over the city

participate in a variety of events throughout the year

Temples, pagodas, poems, proses, paintings, music and calligraphy
are all inextricably woven into a kaleidoscope of cultural tradition
and philosophical aesthetics.

Resources of Force: Quantification: Number carry the semantic
meaning of a large amount, as shown in the first four instances, sug-
gesting that the copywriter wants to give prominence to Hangzhou's
long history and residents’ rich and colourful life and give readers the
impression that Hangzhou is a remarkable place producing outstanding
people. Resources of Force: Quantification: Extent cover “scope in time
and space (i.e. how widely distributed, how long lasting) and proximity
in time and space (i.e. how near, how recent)” (Martin & White, 2005,
p.149). The phrases ‘ranges from a traditional to a modern experience’
and ‘all over the city’ give the impression of the multitudinous choices
that Hangzhou can offer in relation to shopping. Clearly, the purpose is
to attract the reader to visit Hangzhou. Resources of Force: Quantifi-
cation: Mass refers to the imprecise reckoning of mass or presence
(Martin & White, 2005). This category (the last two instances) gives
prominence to the rich cultural life that Hangzhou people enjoy. In
summary, the resources of Graduation: Quantification in the text of
www.gotohz.com are employed mainly to present the rich culture and
colourful life that Hangzhou people have, which is employed as a
selling point to attract prospective visitors to the city.

Force: Intensification in the text is achieved in terms of quality, and
all the resources are used to upscale attitude (bold faced)

Hangzhou is of great historical and cultural importance

are highly valued and also practised by local people

is considered one of the best in China

is one of the finest characteristics

Graduation resources are used to modify the Appreciation resources
to further emphasise the attitudinal force. For example, the adverb
‘highly’ is used to modify ‘valued’, so the positive quality of the tradi-
tional activities is boosted. In addition, the copywriter's attitude is
boosted through the use of superlatives, such as ‘best’ and ‘finest’. In
this way, the quality of traditional products and characteristics of
Hangzhou people are underlined.

In summary, the use of Graduation resources suggests that the re-
putation Hangzhou has enjoyed throughout its long history, as well as
its rich culture and the activities people engage in are the three main
aspects that are most strongly presented. The use of Graduation re-
sources not only amplifies the attitudinal force but also strongly in-
dicates to readers that they share the same value position.

4.3.2. Discourse strategies of www.visitlondon.com
As with the text on www.gotohz.com, the dominant Attitude re-

source in www.visitlondon.com is Appreciation. Altogether, 68 in-
stances of Appreciation are found, but only two instances of Affect and
no instances of Judgement are found in the text. The statistics show that
reaction is the most frequently used value, which is the same as on
www.gotohz.com.

In contrast to www.gotohz.com, which includes seven verbs to
evaluate the city, only one verb of positive evaluation is used in www.
visitlondon.com, i.e. ‘boast’. Rather, the overwhelming majority of
Quality instances are attributive adjectives. In addition, instead of de-
scribing the history and culture of the city, these attributive adjectives
describe all-around aspects of London, including history, restaurants,
hotels, transport, attractions and theatres. Additionally, these attribu-
tive adjectives describe tangible aspects, such as ‘cosy bed and break-
fast’ and ‘cheap backpackers’ hostel’ suggesting that the emphasis is put
on basic necessities of life, with the purpose of informing prospective

Table 2
Frequency of Graduation resources in www.gotohz.com.

Graduation Force Focus Total

Sub-category Quantification Intensification Up-scale Down-
scale

Number
(percen-
tage)

9 (56.3%) 7 (43.7%) 0 0 16 (100%)
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visitors of the convenience that the city can provide when they visit
London. The following extract, which introduces London's restaurants,
demonstrates how the text uses resources of Appreciation: Reaction:
Quality (bold faced) to promote the city.

Extract 2. Restaurants of Top 10 Reasons to Visit London

There are more than 6000 restaurants in London so you’ll never be
short of new places to eat. London boasts 65 Michelin-starred res-
taurants and many celebrity chefs are based here, and there are
plenty of good, cheaper options too.

The noun phrase followed by the verb phrase ‘new places to eat’
carries the connotation that London has many restaurants, and visitors
can always get fresh and distinctive feelings when having dinner in
London. The positive evaluation is thus set. The following two sen-
tences specify the meaning of the first sentence by introducing two
different kinds of restaurant. The verb ‘boast’ indicates that London is
proud of having high-class restaurants and chefs. Then, the two attri-
butive adjectives ‘good, cheaper’ introduces the other kind of restau-
rant. On the whole, the paragraph manages to give the impression of
the multiple choices visitors can make when visiting London. A sense of
convenience and rich and colourful experiences is transmitted to the
reader.

As Table 3 shows, the frequency of Reaction: Impact, although
lower than that of Reaction: Quality, is higher than on www.gotohz.
com. The instances of Reaction: Impact, such as ‘amazing views’ and ‘a
stunning backdrop’, highlight the glamour of the attractions in London.
These resources aim to provide an extremely attractive picture of
London to readers, with the hope of impressing them deeply. In addi-
tion, the use of Impact resources seems to involve readers more directly
by giving them the feeling of being amazed or stunned. In this sense, the
recourse to Reaction: Impact is designed to heighten the reader's in-
volvement in the discourse, and, hence, a more dialogic nature of the
text can be seen.

Similar to www.gotohz.com, Resources of Value: Social sig-
nificance, such as ‘economic’, ‘cultural’, and ‘historic’, are also used to
highlight London's status in the three aspects (bold faced). However,
more resources are employed mainly to highlight the important posi-
tion of London in the world, as shown by ‘the centre’, ‘world-class’, and
‘renowned’ in the following instances (bold faced).

London is the political, economic and cultural capital of Britain.

You can visit the Queen's official residence at Buckingham Palace
and tour the Houses of Parliament, historic home of the UK gov-
ernment.

London is a city at the centre of the world.

London's world-class tourist attractions are renowned across the
globe.

As on www.gotohz.com, Graduation resources are used on www.
visitlondon.com to further reinforce Attitude. However, the frequency
of Graduation resources is much higher than on www.gotohz.com, in-
dicating that the copywriter hopes to intensify the tone. Out of the 34
instances of Graduation, the variable of Force is the most dominantly
employed value, dividing nearly half-and-half into Quantification and
Intensification (see Table 4).

Different from www.gotohz.com, where resources of Quantification

are achieved in terms of number, extent and mass, on www.visitlondon.
com, the resources of Quantification are achieved mostly in terms of
number. As shown in the following examples, words and phrases such
as ‘many’, ‘plenty of’ and ‘a few’ are used to modify the city and its
belongings, suggesting that London is a city rich in all kinds of facilities,
making it attractive to visitors. Therefore, the use of numbers to eval-
uate London can be seen as the copywriter's effort to promote the city
with an amplified attitudinal force.

The city has many famous luxury hotels, but there are plenty of
cheaper options too.

As in www.gotohz.com, Force: Intensification is also an important
variable used in www.visitlondon.com, and all instances are Force:
Intensification: Quality, which are used to upscale attitude. However,
different from www.gotohz.com, a high degree of Intensification is
mostly achieved through the comparative and superlative degree in
www.visitlondon.com. For example,

Many of the most famous attractions are free to visit.

examine the world's most precious treasures at the British Museum

Shop in Europe's largest urban shopping centre at Westfield
Stratford

London has the best theatre scene in the world.

As shown in the above instances, by using such resources as ‘lar-
gest’, ‘best’, ‘most famous’, and ‘most precious’, the copywriter tries to
give prominence to the large size of shopping areas, the good quality of
the exhibits and theatres, and the great fame of the attractions. In one
word, the excellence of London is boosted by the use of the comparative
and superlative degrees.

In short, in contrast to www.gotohz.com, where it is the value of
beautiful scenery, rich culture and long history that are mainly boosted,
www.visitlondon.com aims to promote the city by emphasising its
tangible aspects and the colourful life it promises. The linguistic fea-
tures favourably position London as a tourist destination offering a
comfortable and attractive environment for experiencing the sights.
Additionally, the upscaling of attitude acts show that the copywriter is
committed to the value position they express and hence attempt to align
the reader into that value position.

5. Discussion and conclusions

The results of analysing the discourse topic, discourse subject, and
discourse strategy of the two tourism websites through appraisal theory
suggest a strong, subjectively coloured textual voice on both websites.
The similarities and differences between these two websites are

Table 3
Frequency of Appreciation resources in www.visitlondon.com.

Appreciation Reaction Composition Valuation Total

Sub-category Impact Quality Balance Complexity Social significance

Number (percentage) 12 (17.7%) 36 (52.9%) 0 6 (8.8%) 14 (20.6%) 68 (100%)

Table 4
Frequency of Graduation resources in www.visitlondon.com.

Graduation Force Focus Total

Sub-category Quantification Intensification Up-scale Down-
scale

Number
(percen-
tage)

17 (50%) 16 (47.1%) 1 (2.9%) 0 34 (100%)
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summarised below.
In terms of the discourse topic, both websites describe the history

and culture of the two cities. However, on www.gotohz.com, the history
and traditional culture of the city is presented as the tourism theme,
while www.visitlondon.com places more emphasis on various aspects of
the city, such as museums, shopping areas, restaurants, and hotels. In
terms of the discourse subject, the text on www.gotohz.com is more
heteroglossic than that on www.visitlondon.com. However, the reader
is invited into the text on www.visitlondon.com, while the reader is
distanced from the text on www.gotohz.com. In terms of the discourse
strategy, both websites choose to evaluate the city itself but not the
people, and there is nearly no expression of emotion on either website.
As a result, Appreciation, i.e. the aesthetic evaluation of entities, is the
main appraisal strategy. However, the Appreciation resources on www.
gotohz.com mainly evaluate the reputation, culture, and history of the
city, while those on www.visitlon.com evaluate various tangible aspects
of the city and highlight the important position of the city. In addition,
many more Graduation resources are used on www.visitlondon.com,
indicating that the copywriter is working hard to boost the positive
aspects of the city and to establish a convincing authorial persona to
align the reader with that value position.

This study shows that apart from visual and presentation style,
layout design, etc, which are commonly studied aspects of tourism
websites, linguistic resources, particularly words and phrases, can
function to promote the destinations. Additionally, the study finds that
destinations of different cultural contexts differ from each other greatly
in the use of linguistic codes to market tourism and brand the cities.
Since content is the core asset for any destination (World Tourism
Organization, 2008), both of the tourism destinations provide rich in-
formation to introduce the cities. However, different aspects of in-
formation are focused on across the two websites to present a different
city image. Hangzhou projects itself as a historical city with rich cul-
ture, whereas London identifies as a modern city providing colourful
activities as its brand. It is true that a place is founded on a history that
cannot be overlooked or denied. However, an indisputable reality is
also of importance for the brand of the place (Fernández-Cavia et al.,
2013). In addition, as Palmer (2005, p.28) states, “tourism destinations
are probably one of the most difficult ‘products’ to market, involving
large numbers of stakeholders”. Therefore, instead of focusing on only
one or two aspects of the destination, a comprehensive introduction
should be made to cater to all readers. As regards the ways of presenting
the self, www.gotohz.com chooses to transmit information uni-
directionally, where the copywriter performs the speech act of ‘telling’,
and the reader, constructed as the receiver of the information, is dis-
tanced from the copywriter and the text. In contrast, www.visitlondon.
com chooses to orientate the reader, whose existence is justified
through being served as a tourist. As we know, receivers are the cor-
nerstone of any branding campaign. Putting the focus on the product
would lead to the ignorance of the real target (Luque, 2016). In this
sense, with the focus mainly on information, www.gotohz.com is prone
to ignore the reader/prospective visitor. In terms of voice, www.gotohz.
com takes referring to other people's opinions as a promotional
strategy, especially where the reputation of the city is to be proved. By
contrast, no such promotional strategy is adopted in www.visitlondon.
com. Instead, a definite tone of voice is adopted to ensure that the
visitors can get an exciting experience. To sum up, as far as linguistic
resources are concerned, London shows a stronger intention of desti-
nation branding than Hangzhou.

The different ways of marketing on the two websites reflect the
differences in the history of commercial advertising, the city's reputa-
tion, and culture. Commercial advertising has a much longer history in
western economies than in China. The company or organization
maintaining the website is experienced in how to use language in ad-
vertising. Comparatively speaking, commercial advertising is not that
old in China. Not as much research has been done on using language in
commercial advertising. Therefore, the text on www.gotohz.com

merely transmits messages to the reader. In addition, Hangzhou en-
joys a great reputation in China but is not yet so well known outside of
China. Because of this, great efforts are made to introduce the city,
especially the reputation it has earned, with the purpose of increasing
credibility. It is hoped that visitors would be willing to visit the city
when they know its long history and rich culture. London, on the
contrary, seems so confident about its reputation all over the world that
its history and culture do not need much introduction. Therefore, more
practical suggestions about how to visit the city are given on the
website. Different cultures are another reason for the differences be-
tween the two websites. In the past 2000 years of Chinese history, re-
spect for authority has been a salient value in Chinese culture (Shi-xu,
Prah, & Pardo, 2016). In contemporary Chinese discourse, respect for
authority is not the same as in the past, but still, Chinese people would
refer to the authoritative, the experienced, and the knowledgeable to
establish credibility. However, English culture does not share the value
to the same extent.

Discourse analysis of the tourism websites has some implications for
online tourism promotion. Compared to the provision of basic in-
formation services, it is more important to create persuasive website
designs that can help prospective visitors to learn about destinations
and form strong attitudes about them (Lee & Gretzel, 2012). First, to
present the self as a destination worth exploring, the tourism website
should establish a common ground with readers by inviting them into
the text. More personal language could be used to involve prospective
visitors better. In other words, more persuasive words and expressions
could be used to have a dialogue with the reader. Just as on the London
website, the second person pronoun ‘you’ could be used to create a
natural model of face-to-face communication. Imperative mood could
also be used to give readers the impression that they are given practical
suggestions about how to explore the city. If readers are invited into the
text, they are likely to form a cognitive resonance that leads to an ap-
proval of the investigated destination as a favourable place to visit.
Second, tourism organisations that wish to influence tourists’ perceived
image of a destination should pay more attention to the evaluative and
affective dimensions of the image. Therefore, decisions to use appraisal
strategies in texts on websites need to be made with an understanding
that such strategies will enhance the website's persuasiveness. The
proper use of Appreciation, Judgement, and Graduation resources could
help to boost the positive image of the destination such that prospective
visitors might get readier to visit the destination. Third, the website
could provide prospective visitors with a virtual experience. To reach
that aim, tourism website designers need to consider what to present to
prospective visitors. Apart from such information as history and cul-
ture, more tangible aspects of the destination, such as shopping centres,
restaurants, and museums, should be presented. Such information can
help prospective visitors to imagine that it would be feasible to visit the
destination and hence, adopt a positive attitude while planning their
trip. Last but not least, from the perspective of information transaction,
the tourism website should provide information on various aspects of
the destination to serve different customers. For example, some readers
are business travellers, others are fond of cuisine, and still others are
regular sightseeing tourists. Therefore, only when the tourism website
provides information segmentation can it better cater to readers' needs,
wants and preferences.

To conclude, this paper compares two official tourism websites with
a discourse approach, and sheds some light on the different discursive
strategies of tourism marketing and destination branding between the
tourism websites from two cultural contexts. Recommendations have
been made for increasing the effectiveness of the tourism websites.

More systematic research is needed to better understand whether
the differences would apply to other tourism websites or if they are
specific to London and Hangzhou. To determine whether there is con-
sistency between the tourism websites design and the customers’ re-
quirements and preferences, further research is needed to examine the
websites from the reader's perspective.
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