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CHALITA YAEMWANNANG : ONLINE PROMOTIONAL GENRE SET IN
TOURISM BUSINESS: MULTIMODAL DISCOURSE ANALYSIS OF
INTERNATIONAL HOTEL, RESTAURANT, AND TOURIST
DESTINATION HOMEPAGES. THESIS ADVISOR : ASST. PROF. ISSRA

PRAMOOLSOOK, Ph.D., 449 PP.

MULTIMODAL DISCOURSE ANALYSIS/ PROMOTIONAL GENRE SET/

TOURISM BUSINESS

This research aims to examine the moves and their structure of the textual
elements in the content area of the homepages of popular international hotel, restaurant,
and tourist destination websites, to identify the key linguistic features of each move, to
determine the relations between the visual and textual elements found in these
homepages, and to investigate the visual elements and their composition presented on
these homepages. As there is a lack of multimodal discourse analysis research on visual
and textual organization, and visual and textual relationships in online advertisements
in tourism industry, the results of this study would be able to fill this mentioned research
gap. Twenty four hotel, twenty four restaurant and twenty four tourist destination
homepages from eight different countries were selected for the analysis. Eight different
analytical frameworks were used to achieve these four aims. A pilot study was
conducted before implementing the main study and inter-coder reliability test was used
to improve the reliability and validity of the research. The main results from the three
corpora show that there are some similarities and differences between moves found in

the present study and the move analysis framework. Additionally, a variety of writing
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strategies was found to be used to deliver the communicative purposes of each move.
As for the linguistic features, noun phrases and adjectives were found to be used
extensively across the three corpora. Adjectives found in each corpus were put into
different semantic categories, however, fourteen new categories were identified in this
current investigation. There were also some similarities and differences in the use of
superlatives and ego-targeting phrases across the three corpora. As for image-text
relations, four status and six logico-semantic relations were found in the current
corpora. Certain visual images were also found to be used as text substitution. Common
visual elements and their composition were found to be slightly different across the
three corpora. Moreover, the composition of some visual elements was found to be
different when viewing homepages on different devices, i.e. desktop, tablet, and mobile
phone. Certain elements can only be found in a certain corpus. At the end, a self-
designed course for tourism homepage production was proposed as a pedagogical

outcome of this research.
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