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Thesis Title: Hotel websites as corporate communication 

 
Abstract:  
 
The present study is a critical genre analysis (Bhatia, 2004) of hotel 

homepages, focusing on the language and visual images of the homepages 

of five-star hotels in Hong Kong, and the professional and social practices 

of website design, construction and use of these hotel homepages. The 

study also conducts a diachronic comparison of hotel homepages in order 

to reveal any social, ideological, language and image changes. 

 The frameworks of Bhatia (2004), Martin and White (2005), and 

Kress and van Leeuwen (1996, 2006) were used to critically investigate 

and analyse the genre of hotel homepages. Bhatia’s (2004) comprehensive 

model for analyzing written discourse was adapted to critically examine 

the hotel homepages from four perspectives, namely ‘textual’, 

‘ethnographic’, ‘socio-cognitive’ and ‘socio-critical’ perspectives. Martin 

and White’s (2005) framework of appraisal analysis was used to examine 

the interpersonal values in the introductory texts of the homepages. Kress 

and van Leeuwen’s (1996, 2006) grammar of visual design was adopted to 

explore the interplay between text and image on the hotel homepages. In 

addition to the analyses of text, image, intertextuality and interdiscursivity, 

interviews with hotel website designers and web users were conducted to 

find out website designers’ practices and audience reception which shape 

the design, construction and use of the hotel homepages as a genre. The 

study also compares hotel homepages diachronically to investigate changes 

in the design and presentation of hotel homepages and the underlying 

ideologies.  

The study shows that website design is shaped by practitioners who 

have knowledge about web writing, the ideological orientation of the hotel, 

and the interests of the audience and the website design team members. It 

shows that the construction and use of the genre of hotel homepages is 

very much affected by the social context in which they are used to promote 

the hotel and inform readers about the hotel; and that hotel websites are 

largely multimodal. The diachronic study shows signs of transformation of 



the hotel homepages in terms of images, text and layout within the past ten 

years.  
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Chapter 1  

 
Introduction 

 

Genre is a “recognizable communicative event characterized by a set of 

communicative purposes” (Bhatia, 1993:13). These goals of 

communication are usually understood by members of the academic or 

professional community (ibid: 13). Any changes in the communicative 

purpose will change the genre. Members of a professional or academic 

community working within a specific genre have an understanding of the 

communicative purposes and structure of the genre. They draw on their 

knowledge and experience when they shape the genre. As a result, writers 

have to follow certain conventions when constructing a specific genre and 

sometimes may exploit the conventions to emphasise their private 

intentions.   

 

In recent years, Bhatia (2004) proposes a multi-dimensional and mutli-

perspective framework to study genres as professional and social practices. 

Critical genre analysis involves the investigation of professional, social and 

discursive practices in addition to linguistic analysis (Bhatia, 2008: 166). 

Bhatia (2004) offers a comprehensive framework of analyzing genres from 

four perspectives i.e. “textual”, “ethnographic”, “socio-cognitive” and 

“socio-critical”, when analysing genres. The textual perspective refers to 

how genres are a reflection of the discursive practices of disciplinary 

communities. The ethnographic perspective refers to genres in action, 

grounded in narrated insightful experiences of expert members of the 

community. Socio-cognitive and social-critical perspectives examine the 

historical and structural conditions in which genres are constructed and 

interpreted by members of the discourse community to achieve their goals 

(Bhatia, 2004: 163, 167). 

 

The present study conducts a critical genre analysis of hotel websites, with 

a focus on the language and visual images of homepages; organisational, 

professional and social practices of website design; and construction and 

use of these hotel homepages. Interviews with hotel website designers, a 
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hotel practitioner and users were conducted to collect data about website 

design procedures, practices and culture which shape the construction of 

the hotel website as a genre and audience reception of hotel websites. The 

study also conducts a diachronic comparison of hotel homepages in order 

to reveal any changes in language, visual images, professional, social, 

organisational practices over time.  

 

The study adopts the frameworks of Bhatia (2004) for critical genre 

analysis, Martin and White’s (2005), and Hood’s (2010) appraisal 

frameworks for analysing how hotels align readers positively towards the 

introductory text of the hotel homepage, and Kress and van Leeuwen’s 

(1996, 2006) visual image framework for analysing the features of visual 

images on the hotel homepages. The “representation”, “interactive” and 

“compositional” meanings of the images used on hotel homepages were 

investigated (Kress and van Leeuwen, 1996, 2006). The study integrates 

analytical approaches to explore how hotels communicate with their 

potential customers through the websites and how the language, visual 

images, organizational, professional and social practices shape hotel 

homepages as a genre. 

 

All of the twelve Hong Kong luxury hotel websites from the Five Star 

Alliance list were selected for this study. Five Star Alliance is an 

organisation which offers reservation service of the world’s best hotels via 

a website. It is regarded as the best travel website by the London Times 

and has received positive feedback from the The New York Times and 

USA Today. The ogranisation is also approved and certified by trusted 

national consumers and business organizations, such as Better Business 

Bureau, Verisign, TRUSTe, the International Airlines Travel Agent 

Network and also Hospitality Sales and Marketing Association 

International (Five Star Alliance, 2007). All the international five star 

hotels are listed on the Five Star Alliance website. Five star hotel websites 

were chosen because of the growing popularity of the luxury hotel segment 

around the world in recent years (Barsky, 2009:3) and the increasing use of 

the Internet among luxury hotel guests (ibid: 5).  
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1.1 Rationale for the study 

 
1.1.1 Importance of corporate websites  

 

The Internet was established during the Cold War period of the 1960s by 

the scientists of the US Defense Advanced Research Projects Agency as a 

way of continuing communications in the battlefield (Cerf, 1997). It 

gradually evolved, and the emergence of the World Wide Web in the mid-

1990s led to a dramatic increase of interest in the Internet among many 

people (Doren, Fechner and Green-Adelsberger, 2000: 22). The Internet is 

a network linking computer systems which is also known as the World 

Wide Web (Schell, 2007: 1). The World Wide Web has influenced every 

aspect of people’s lives, such as entertainment, social activities and online 

purchasing (Cheung, Chang and Lai, 2000: 83) and is used to increase 

electronic business and market services online, create interactive 

entertainment activities and handle financial transactions (Schell, 2007: 45). 

The number of Internet users surpassed one billion in 2009, with the Asia 

Pacific having the largest number of users of the Internet (Internet World 

Stats, 2010). The growing number of users has created a mass audience for 

both profit and non-profit organizations. The more people use the Internet 

for communication, the more reason organizations have to establish their 

websites.  

 

Corporate websites have existed for more than fifteen years (Garzone, 

2009: 157). Over the past decade, website design has undergone many 

changes driven by the ever-changing environment. Website design is 

adapting to technology in an evolutionary manner and web browser 

vendors have contributed many new features and functionalities. The 

changing environment has led the design of websites to evolve from the 

early “magazine style brochure” (ibid: 157) where text originally produced 

for the printing press was transferred to the computer environment with 

interactive web interfaces,  such as games, videos, music and chat rooms 

(ibid: 157).  
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Corporate websites are multi-functional. They represent a company, 

promote the company’s name, attract more visitors, generate more business 

leads, sell the company’s products and services, and ultimately, help to 

gain more return on investment (Lepcha, 2006:1). A corporate website also 

helps to provide existing customers with up-to-date information about the 

company. Corporate websites have become useful tools for promoting 

companies and building relationships with audiences (Topalian, 2003: 

1121). They are better than traditional mass media, such as printed 

brochures, advertisements and newspapers in several aspects. The Internet 

is capable of delivering large amounts of information to all potential 

audiences, including customers, vendors, employees, job seekers, investors, 

financial analysts, journalists, students, researchers and the public (Sharp, 

2001: 42). If the large body of information was not provided through a 

website, the organizations would have to offer very thick descriptions in 

printed publications. Using a website helps to give readers one central 

point of access to a large amount of information (van der Geest, 2001: 42). 

Audiences are active information seekers and have much more control over 

what they want to see than in traditional media (Pollach, 2005: 285). They 

can actively select which websites and webpages to browse and when to 

browse them. Corporate websites also enable companies to learn more 

about their audiences through including interactive features on their 

websites to encourage visitors to communicate with the company (Hurme, 

2001: 72). These unique advantages suggest that the corporate website is a 

very powerful communication medium which cannot be ignored by 

business and industrial sectors, such as the hotel industry examined in this 

study.  

 

1.1.2 The hotel industry in Hong Kong 

 

The four key industries in Hong Kong are Tourism, Financial Services, 

Trade and Logistics and Professional Services (Census and Statistics 

Department, 2012). Tourism promotes business in sectors such as retail, 

business services and catering (Census and Statistics Department, 2012). 

The tourism industry has been one of the greatest engines of foreign 
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exchange for decades and contributed hugely to the social and economical 

development of Hong Kong (Lam and Hsu, 2004: 463). At the Hong Kong 

Polytechnic University, hotel and tourism education has been identified as 

a niche in order to support the future development of these key economic 

sectors (Xinhua, 2004).  

 

The business of the hotel industry is growing with the shift of its focus to 

Asia, with Hong Kong being the region best situated to ride this Asian 

wave as the region’s airlines, airports, attractions and hotels are ranked 

among the world’s best (The Asian Wave, 2010). Hong Kong has thus 

become one of Asia’s most popular tourist destinations with its “unique 

blend of East and West, old and new, city and natural landscape” (Tourism 

Performance, 2008).  

 

According to Hong Kong Hotels Association Executive Director’s Review 

2008-2009, Hong Kong expects to have an increasing number of visitors 

and hotel rooms keep on increasing. The number of new hotel rooms in 

Hong Kong will increase from 175 hotels with 60,297 rooms in 2009 to 

197 hotels with 63,923 rooms by the end of 2010. The Hong Kong 

Tourism Board states that as the economic conditions improve, business 

and consumer confidence is picking up in 2010. Hong Kong is in a good 

position to benefit from the demand for outbound travel among global and 

Mainland visitors (Hong Kong Tourism Board, 2010).  

 

The Hong Kong Tourism Board also announced that arrivals of visitors to 

Hong Kong have reached 2,960,319 in January 2010 which is 5.9% more 

than in 2009. Most short-haul and long-haul markets have experienced 

tremendous growth in arrivals as the global economy stabilizes and 

consumers’ sentiments to travel gradually recover from the global financial 

tsunami (Hong Kong Tourism Board, 2010). Europe, Africa and the 

Middle East share the largest number of arrivals in the long-haul markets. 

North Asia has gained considerably driven by the increasing arrivals from 

South Korea due to the appreciation of the WON currency and rebound in 

outbound travel, and the arrivals from Mainland China has also increased 
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due to a stabilizing economy (Hong Kong Tourism Board, 2010). 

Regarding hotel occupancy, hotel occupancy in 2010 has increased by 8%. 

All of these improvements imply that the hotel industry in Hong Kong is 

booming. Hotel websites as a means of accommodation reservation 

contribute to business success as hotel websites may influence visitors’ 

decisions as to which hotels they are going to stay in among a great variety 

of choices.  

  

The World Wide Web creates a unique platform for prompt access of 

information. From the consumers’ point of view, the Internet allows them 

to contact the hotels directly to request information and purchase products 

and services without geographical and time constraints. From the 

perspective of hotel management, websites reduce distribution costs and 

bring higher revenues and a larger market share (O’Connor, 2003: 100). 

Well-designed websites are becoming an important channel for hotels to 

communicate with customers, solicit more business, and generate repeat 

business (Jeong and Choi, 2004: 194). Despite the importance of websites 

in facilitating business, very few studies have analysed hotel homepages as 

a genre. Law and Yeung (2007), for example, evaluate the usability of 

hotel websites in Hong Kong. Chan and Law (2006) describe the 

development of the Automatic Website Evaluation System and apply it to 

61 Hong Kong hotel websites to evaluate the technical qualities of the 

websites. Au Yeung and Law (2004) compare website usability between 

chain and independent Hong Kong hotels. These studies in the tourism and 

hospitality industry focus on evaluating the technical aspects and usability 

of hotel websites but no analysis of language and images has been 

undertaken. Linguistic research studies on corporate websites have mainly 

focused on cross-cultural comparisons of websites (Singh and Baack, 2004, 

Callahan, 2005; Wurtz, 2005), and study of digital genres of personal blogs 

(Dillon and Gushrowski, 2000 and Herring et. al, 2004), news websites 

(Crowston and William, 1997 and Eriksen and Ihlstrom, 2000), and 

corporate homepages (Shepherd and Watters, 1998, Askehave and Nielsen, 

2005, Medina et. al., 2005 and Pollach, 2005). These studies have 
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investigated language but they have not included a critical genre and 

multimodal analysis of corporate homepages.  

 

 

1.1.3 Critical genre analysis 

 

Genre analysis offers a way to analyse texts in a more functional and 

grounded manner in professional contexts (Bhatia, Flowerdew and Jones, 

2008: 13). It is a way to analyse “de-contextualized lexico-grammatical 

features of language” (Bhatia, 2008: 13). Genre analysis has shifted its 

focus from linguistic analysis to the inclusion of the study of context in 

recent years (Bhatia, 2008: 166). Critical genre analysis is more 

multidisciplinary in which specific disciplinary concerns and 

methodologies are included in the analysis, combining discursive practices 

and professional and disciplinary practices (Bhatia, 2008: 166). The 

combination of professional, social and discursive practices (i.e. the 

habituated actions of website production in the hotel industry) makes genre 

analysis more relevant to the respective disciplinary and professional 

communities.  

 

Knowledge about genres is crucial in a variety of institutional and 

professional contexts, in order to understand the conventions and rhetorical 

expectations of the professional community (Bhatia, 2004: 185). Bhatia’s 

(2004) multidimensional and multi-perspective approach to genre analysis 

goes beyond “mere linguistic descriptions” and offers reasons for language 

use in conventionalized settings (Bhatia, 2008: 10). In this study, Bhatia’s 

(2004) comprehensive model for analyzing written discourse is used to 

examine the hotel homepages from four perspectives, namely ‘textual’, 

‘ethnographic’, ‘socio-cognitive’ and ‘socio-critical’ perspectives. This 

approach provides a thicker description of language use and a better and 

more insightful understanding of the realities of the professional world 

(Bhatia, 2004: 211). In addition to the above, the present study also 

conducts multimodal analysis of the visual images on the hotel homepages.  
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1.1.4 Multimodality analysis 

 

Multimodality regards “representation, communication and interaction” as 

more than just language (Jewitt, 2009: 1). It extends the social language 

interpretation to a variety of modes, such as writing, speech, image, gesture, 

gaze and posture (ibid: 1). There is a growing interest among professionals, 

academics, and students in multimodality (ibid:1) because of the 

considerable social change in contemporary society in which new needs 

and access to information and knowledge, and linkages across local and 

global boundaries are arising in society. These changes are closely related 

to the advancement of technologies and visual representational methods 

which have created a great effect on the communication landscape of the 

twenty-first century (ibid: 3). The modern world has developed into “a 

visual phenomenon” that combines “looking, seeing and knowing” (Jenks, 

1995: 1). Bhatia, Flowerdew and Jones (2008: 9) also state that 

multimodality is especially crucial when analysing electronic media. 

Especially on webpages, various modes of presentation are converged with 

text, visual images, graphic design, sound video and animations (van der 

Geest, 2001: 8). The “increasing interest in multimodality” (Jewitt, 2009: 2) 

suggests the importance of integrating multimodality analysis into the 

investigation of the genre of hotel websites. 

 

1.2 Research Questions 

 

Based on the above research rationale for the study and objectives, the 

present study explores the textual features and visual images of hotel 

homepages, the construction and use of hotel websites, and the 

organisational, professional and social practices which affect hotel website 

design and use. The textual features include the moves and interpersonal 

value in the introductory texts, and hyperlinks of the twelve hotel 

homepages. The visual images examined are the photographs, logos, indice, 

icons and thumbnails. The organisational website design practices of the 

hotels, the professional practices of website designers, the organizational 

practices of the hotel industry, and the social practices of web users which 



9 
 

impact the design of hotel websites are also investigated. The following 

research questions will be addressed:  

 

1. What are the textual features and visual images that identify hotel 

homepages as a genre?  

2. How are the textual features and visual images constructed, interpreted 

and exploited by the hotel website designers? 

3. How do the collective effects of organisational, professional and social 

contexts and practices affect the design, construction and use of hotel 

websites?  

 

1.3 Significance of the study  

 

The study investigates hotel homepages as many companies and 

organizations consider their homepages to be a virtual gateway to the 

world (Callahan, 2005: 2). Knowledge of the generic features and visual 

images of hotel homepages helps the website designers in the production 

of the genre, and the investigation of hotel website design procedures, 

practices, and cultures through interviewing hotel website designers helps 

readers to better understand the hotel industry and the hotel websites 

production, reception and use.  

 

Studies done by researchers in the tourism and hospitality industry have 

investigated the usability of hotel websites (Au Yeung and Law, 2004, 

Chan and Law, 2006 and Law and Yeung, 2007) but no study has critically 

analyzed hotel homepages as a genre. This study moves the theory forward 

with important methodological implications by combining different 

theoretical frameworks, namely the frameworks of Bhatia (2004), Kress 

and van Leeuwen (2006), van Leeuwen (2006), Martin and White (2005) 

and Hood (2010) in a multi-perspective manner with text and visual image 

analysis, and interviews of website users and designers.  

 

This study also integrates Bhatia’s (2004) multi-dimensional and multi-

perspective approach to web text analysis with the analysis of visual 
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images (Kress and van Leeuwen, 2006). The study also makes a diachronic 

comparison of hotel homepages in order to reveal any changes in language, 

image, professional and social practices, and highlights the importance of 

website design in the 21st century. The study contributes to the disciplines 

of applied linguistics and professional communication and is helpful for 

website designers by offering insights into ways of designing appealing 

and effective websites not only in the hotel industry but also other 

industries such as finance, trading and logistics, accounting and advertising.  

 

1.4 Outline of the study 

 

Following this introductory chapter, Chapter 2 presents a literature review 

of tourism and hospitality research, website communication research, genre 

analysis, digital genre analysis, intertextuality and interdiscursivity, 

research studies that apply ethnography, socio-cognitive, socio-critical 

approach to discourse analysis, and also appraisal analysis and 

multimodality studies. Chapter 3 provides a detailed description of the 

research methodology adopted in this study, namely, the scope of research, 

data collection procedures, and the methods of data analysis. Chapter 4 

discusses findings relating to the analysis of moves, appraisal analysis and 

hyperlinks of hotel homepages. Chapter 5 covers the analysis of visual 

images on each of the twelve hotel homepages. Chapter 6 offers an 

insiders’ account of the practices of some hotel website designers and a 

past hotel management practitioner. Chapter 7 shows the analysis of moves 

in relation to the appropriation of generic resources through the use of 

socio-cognitive strategies. Chapter 8 discusses how social changes, power 

and ideology are reflected in the discourse of hotel websites. Findings of 

six case studies comparing the old and new versions of hotel homepages 

are discussed. Chapter 9 draws conclusions with respect to the research 

questions, discusses the limitations of the study and suggests directions for 

future research.  
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Chapter 2  

 

Literature review  

 

As stated in Chapter 1, the present study sets out to conduct a critical study 

of the genre of hotel homepages by exploring the textual features and 

visual images of hotel homepages; the organisational, professional and 

social practices of the hotel industry, and the construction and use of hotel 

websites. This chapter reviews relevant previous research studies, 

including research in the hospitality and tourism industry (2.1), website 

communication research (2.2), genre analysis (2.3), digital genre analysis 

(2.4), appraisal analysis (2.5), and multimodality research (2.6) in order to 

identify the research gap as well as the theoretical and analytical 

approaches for the study.  

  

2.1 Tourism and hospitality research  

 

Research studies in the hotel and tourism industry in the past ten years 

have discussed issues such as management, service, food, marketing, and 

job/customer satisfaction based on a review of discipline-specific journals 

(see, Abbott, 1996, Mitchell, 1997, Okumus and Hemmington, 1998, Oh, 

1999, Paraskevas, 2000, Choi, 2001, Shiming and Burnett, 2002, Ekinci, 

Prokopaki and Cobanoglu, 2003, MacLaurin, 2004, Geddie and DeFranco, 

2005, Akbaba, 2006, Eusebio et.al., 2006, and Mongiello and Harris, 2006). 

Some studies evaluate the usability and performance of hotel websites in 

Hong Kong. For example, Law and Yeung (2007) use heuristic techniques 

to evaluate the usability of hotel websites in Hong Kong. They find that 

misleading headlines, incomplete text, or text that does not make sense are 

most likely to discourage users from using hotel websites. Chan and Law 

(2006) describe the development of the Automatic Website Evaluation 

System and apply it to 61 Hong Kong hotel websites. They find that luxury 

and midpriced hotels tend to have more hyperlinks, graphs, and tables than 

economy hotels and that their homepages are longer because of the use of 

multimedia and hyperlinks (ibid: 267-268). Au Yeung and Law (2004) 
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compare website usability between chain and independent Hong Kong 

hotels and the results show that the usability performance of chain hotels is 

better than that of the independent hotels in terms of the language usability 

and information architecture (ibid: 311). Chung and Law (2003) 

quantitatively evaluate Hong Kong hotel websites by developing a 

performance indicator for hotel websites based on the dimensions of 

facility information, customer contact information, reservation information, 

surrounding area information and management of the website, and find that 

luxury hotels receive higher performance scores in all dimensions, 

compared to midpriced hotels (ibid: 124). In line with other studies, Qi, 

Law and Buhalis (2009) compare the perceptions of functionality and 

usability of hotel websites between Mainland China and international 

online users. Their results show that there is no significant difference in the 

perception of the functionality and usability of hotel websites between 

Chinese and international users (ibid: 294).  

 

The above studies evaluate the usability of hotel and travel websites and 

the perception of online users by computational methods, but no research 

has been conducted to investigate the linguistic and visual features of hotel 

websites. Only one study (Jeong and Choi, 2004) has investigated visual 

images. Jeong and Choi (2004) examine picture presentations on hotel 

websites in relation to customers’ online purchase intentions in order to 

understand how customers perceive pictures on the Web. They conduct a 

content analysis of 203 hotel websites in New York City to capture the 

current trends of picture presentations on hotel websites. The results 

suggest that customers have a more positive attitude toward hotel websites 

which have a variety of photographs of the hotel, service personnel or 

guests (ibid: 196). The results support the belief that photographs on hotel 

websites are an important aspect for investigation as they may influence 

the attitude of the readers. 

 

 

 

 



13 
 

2.2 Research on website communication  

 

Websites are important in facilitating business. In the following, different 

aspects of research on website communication are reviewed, namely 

corporate self-representation on websites, public relations reflected on 

websites, cultural comparisons of company websites, digital genre analysis, 

and website design process. The review provides an overview of website 

communication research studies in different disciplines.  

 

2.2.1 Corporate self-representation on websites 

 

Research on corporate websites has focused on the evolution of corporate 

homepages, self-representation of companies on homepages, and public 

relations reflected on websites. Jones (2007), for example, studies the 

evolution of corporate homepages from 1996-2006, and finds that there is 

an increased standardization on the 2006 homepages than that of the 1996 

homepages in terms of homepage length, primary navigation orientation, 

navigation style, focal point, and search engine presence and location (ibid: 

236). The 2006 homepages are usually horizontally aligned with the 

primary navigation using buttons, tabs or other formatted text. They have a 

focal point of an image that can be clicked on, a page length of slightly 

more than one page, and a search function located in the upper right corner 

(ibid: 250). Compared to many previous studies, Jones (2007) goes beyond 

examining usability and provides valuable insights into how the design of 

corporate homepages has changed between the two periods. The 

standardization of the corporate homepage design shows that there may 

also be changes and standardization in the designs of other types of 

websites such as, hotel websites which are worthwhile for investigation.  

 

Jones and Hafner (2012) examine the change of website design by 

applying Kress and van Leeuwen’s (2006) grammar of visual design. A 

shift towards the use of visual images is found by comparing the two 

webpages of the City University of Hong Kong in 1997 and 2011. The 

website in 1997 is in the “text-only” mode while the website in 2011 
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contains more visual images. More visual images are used because they 

could provoke an immediate emotional reaction from readers. They are 

more able to convey numerous messages at the same time than writing 

(ibid: 52). The meaning of visual images is more “topological” (ibid: 52) 

which means the images can present continuous phenomena such as the 

changing slope of a hill or shades of colour while language is more 

“typological” in which it describes things in relation to categorical choices 

such as the hill is steep or the colour is blue (ibid: 52). Based on Jones and 

Hafner (2012), the present study compares the use of visual images of the 

old and new hotel websites.  

 

In another study of corporate websites, Pollach (2003) investigates how 

companies convey their ethical stance on the corporate websites of 

BellSouth, Lockheed Martin, Ben & Jerry’s, McDonald’s, Nike and Levi 

Strauss, by adopting Halliday and Hasan’s (1976) three metafunctions of 

language. The three metafunctions are  “ideational” (i.e. “text is always 

about something”), “interpersonal” (i.e. “text is always to and from 

somebody”) and “textual metafunctions” (i.e. “text always exhibits 

structure and organization”) of discourse (Pollach, 2003: 282). Pollach 

(2003) finds that twenty corporate websites do not present negative 

information (ibid: 283). They appeal to source credibility, reason and 

emotions which are realized through the use of claim, third-party 

endorsements (e.g., awards, rankings in magazines and external audit 

reports) and the content of graphic images (e.g., a picture of grazing cows 

and happy workers), and emotive language (e.g., euphemize terms and  

avoiding negatives to appeal to readers’ emotions) (ibid: 283-284). These 

persuasive appeals are used to build up credible arguments. However, the 

analysis of graphic images is brief and not based on any theoretical 

framework. In addition, Pollach (2003) finds that interpersonal 

metafunction is addressed by the companies’ frequent use of first-person 

perspective to express their beliefs on their ethics page and the use of 

personal address terms such as ‘you’ and ‘your’ on the page to address the 

general public (ibid: 284). However, Pollach (2003) does not explain why 

personal address is used. In addition, textual metafunction is explored 
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through the cohesion of individual pages with the use of hyperlinks. The 

hyperlinks on the homepages, menu bars and cross-links are examined to 

see if there is any link on the company’s homepage to its corporate ethics 

subsection which can indicate the importance the company has placed on 

corporate ethics (ibid: 285). With reference to Pollach (2003), the present 

study will also explore the use of hyperlinks to examine the relative 

importance of the different sections of the hotel homepages.  

  

Building on Pollach (2003), Pollach (2005) explores corporate website 

usability, message credibility, and information utility by conducting a 

content analysis of the ‘about us’ sections of twenty corporate websites. 

She examines the ‘ideational’ and ‘interpersonal’ metafunctions of 

corporate self-presentation on the World Wide Web (ibid: 291), and 

identifies some shortcomings in the self-presentation of the companies 

sampled. She finds that a large number of companies do not constantly 

display the menu bar in the ‘about us’ section. Companies tend to support 

general arguments with numbers and facts to make the claims more 

credible but the numbers are not verifiable for people outside the company 

(ibid: 292). Some companies mention awards that they received but all the 

awards are listed on a separate page and users might not even view the 

page. To add credibility to the message, companies sometimes use verbs of 

continuity (e.g., maintain, continue and stay) to make the statement appear 

more factual (ibid: 293). Companies also tend to use agentless passive 

voice to project a trustworthy image and humanize the organisation by 

presenting the people in the biographies (ibid: 294). The companies 

sampled mostly neglect the opportunities for dialogue and interaction with 

the absence of interactive features. Pollach (2005) identifies some 

characteristics of companies’ self-representation on corporate websites 

which share some similar features (e.g., the use of third-party endorsement 

and personal address) with the study of corporate ethics in Pollach (2003). 

However, visual presentation is not examined in Pollach (2003 and 2005) 

and the data is drawn from corporate websites of a variety of industries 

instead of one specific industry. The findings are constrained by the 

evolving nature of the Internet in which the content of the websites might 
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have altered greatly since the research has been conducted. This present 

study will focus on both the language and visual images on the hotel 

homepages with diachronic comparisons in order to describe changes of 

design over time.  

 

Similar to Pollach (2003 and 2005), Gurau and Maclaren (2003) 

investigate corporate images projected in the ‘company profile’ online 

texts of UK biotechnology firms by exploring the linguistic text using the 

x2 test (ibid: 241). The findings show that companies have to present a 

positive image in order to attract potential customers. Companies use ‘we’ 

in texts in order to build solidarity and first person pronouns (we, us and 

our) to stress the “solidarity and cohesiveness” of the firms and build up a 

“collective organisation with focused goals and common interests” (ibid: 

249-250). Companies which use the website mainly for transactional 

purposes tend to address clients by using ‘you’ and ‘your’ (ibid: 250). 

Following Pollach (2003 and 2005) and Gurau and Maclaren (2003), this 

study investigates the interpersonal relationship of hotels and readers.  

 

In addition to the company profile page, the front pages of of two 

institutional websites, i.e. Salford university website and UK telegraph 

website, are investigated by Boardman (2005). The results show that it is 

common to use a noun phrase as a hyperlink which is a convention that 

comes from titling in print media, and that the use of a verb phrase as a 

lexical gateway to other documents is also a convention that has been 

developed on the Web (ibid: 15). Boardman (2005) also finds that websites 

have led to a different way of reading. As the hyperlinks with different 

colours from the text have become the standard for indicating hyperlinks in 

web publishing, readers are tempted to click on the link before they have 

finished reading the whole text on the page (ibid: 14). The study also 

explored typefaces and finds that serif and san serif are now the 

conventions for web publishing. For many centuries, printing was 

dominated by serif typefaces. The invention of sans serif typefaces in the 

nineteenth century provided professional typographers with a choice of 

two typefaces and sans serif tends to give a contemporary feel to the text 
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(ibid: 13). The findings from these website design conventions are useful 

for a better understanding of hotel website design in the present study.  

 

Garzone (2009) examines the spread of multimodal technologies on 

corporate communication using the website of Campbell Soup as a 

representative case study. She investigates the language use in computer-

mediated environments and the interaction between discursive practices 

and other semiotic resources (ibid: 159). The findings show that the use of 

multimodal resources is more extensive on the Campbell Soup homepage 

than other areas of the website (ibid: 159). The hypertextual mode 

dominates the textual mode with mainly hyperlinks and menu bars which 

“put the user in the position of performing navigating actions rather than 

reading actions” (ibid: 159). The banner takes up the higher part of the 

screen and soup cans can move in one after the other (ibid: 159), showing 

that multimodality is used to introduce an advertising component (ibid: 

159). The interactive functions of hyperlinks promote the users’ personal 

involvement. “All short texts in links are highly interpersonal” (ibid: 160) 

with the use of the conative function (e.g., share your photos) which 

engages readers directly or sometimes the phatic function (e.g., what’s for 

dinner tonight), which maintains contact with readers (ibid: 160). A strong 

interpersonal, dialogic orientation is also shown in longer texts (e.g., share 

a story of your kitchen experiences! Whether a delicious meal, a nifty 

time-saving trick or a culinary catastrophe, people are looking to read your 

blogs). The hyperlinks are mainly nominal (e.g., our brands, shop and 

Campbell’s kitchen etc.) which present a “stable picture” of the structure of 

the website (ibid: 159). Garzone (2009) identifies the use of multimodal 

resources, namely banners and hyperlinks, in computer-mediated 

communication on the Campbell Soup website; however, she does not 

investigate the content of the visual images which needs further 

exploration.  

 

The public relations functions of corporate websites are also examined by 

conducting content analysis to discuss the extent to which institutions 

utilize websites to accomplish public relations goals, the prominence of 
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different topics and feedback features of corporate websites to different 

readers, and the relationship between website marketing strategies and 

organisational characteristics (see, Esrock and Leichty, 2000, Bartkus, 

Glassman and Mcafee, 2002, Bodkin and Perry, 2004 and Kang and 

Norton, 2006).  

 

Public relations goals reflected on websites are examined by Kang and 

Norton (2006) who explore college and university websites to determine 

the extent to which institutions utilize the web to accomplish public 

relations goals. A sample of the 129 best national universities in the United 

States compiled by the US News and World Report US is used for content 

analysis. The results show that the selected websites are not as graphically 

or textually intricate as commercial websites with 93.8% using short 

scrolls of texts. The use of short words and consistent language appears to 

be important to school websites. The study also finds that 96% of the 

websites place navigation bars on the majority of pages as well as featuring 

colours that symbolize the university; 96.9% of the schools include press 

releases; to 90% include information about the size of schools, logos and 

icons; and 86.8% of the schools have online shopping tools. The study also 

shows that information about school size, visiting information, financial 

information, downloadable graphics and annual reports leads to a strong 

retention rate of the readers (ibid: 427-428). The review shows that Kang 

and Norton (2006) present quantitative findings with limited qualitative 

analysis to explain and examine the reasons behind the design of the 

websites which would be useful for understanding the construction of 

website.  

 

In line with Kang and Norton (2006), Esrock and Leichty (2000) 

investigate the prominence of topics, information processing and feedback 

features of 100 corporate homepages. They define prominence as being 

represented by a hyperlink on the site’s homepage. Regarding the 

prominence of topics, product and service information constitutes the most 

prominent content on corporate front pages. Only one quarter of the sites 

are found to give prominence to order forms. Image oriented materials, 
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such as icons for feedback, email contact, site maps and search engines, are 

displayed prominently in order to help readers to access the information on 

the website which suggest that website designers have awareness towards 

the information processing needs of online readers (ibid: 269-272). Esrock 

and Leichty (2000) suggest some important variables that should be 

included on corporate websites. However, they do not conduct any 

linguistic analysis of the prominent topics, which could be used as a 

comparison with hotel websites.  

 

Bartkus, Glassman and Mcafee (2002) examine whether large European, 

Japanese and United States firms use their websites to communicate their 

mission statements to stakeholders. Thirty of the largest Japanese firms, the 

top 30 European firms and the top 30 US firms are selected because they 

have the resources and ability to develop sophisticated internet sites (ibid: 

424). Mission-type statements can be found on 66.7% of the European firm 

websites, 50% Japanese firms, and 66.3% of US firms. The specific terms 

“mission” or “vision” are used to identify this statement for 68.4% of 

European firms, 73.7% of US firms but only 46.7% of Japanese firms. 

While the majority of European and US firms call these statements either 

“mission” or “vision” statements, more than half of the Japanese firms call 

these statements by a different name. Japanese firms frequently use the 

terms “commitment” or “purpose”. Mission-type statements on stakeholder 

pages are also investigated. Most of the US firms have a “Customer” page. 

They are significantly more marketing-oriented than those firms from 

European and Japanese firms. Over 90% of European, Japanese and US 

firms have an “Investor” page on their website which suggests that firms, 

regardless of region, consider investors important enough to warrant their 

own web page (Bartkus, Glassman and Mcafee, 2002: 425-427). This 

study suggests that most of the large firms in the three regions are taking a 

practical approach to using the Internet to communicate with stakeholders. 

 

The above research studies of corporate websites offer useful insights into 

ways of analysing hotel homepages in terms of conducting diachronic 

comparisons, and language and multimodal analyses. However, the process 
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of website design is not included in these studies. The public relations 

aspects in corporate website communication reviewed above merely focus 

on identifying the types of topics and information presented on company 

websites for establishing public relationship with customers but no detailed 

linguistic and image analyses have been conducted. The following reviews 

another area of website research, i.e. cultural comparison of organisational 

websites. 

 

2.2.2 Cultural comparison of websites  

 

Although the present study does not examine intercultural communication 

specific to hotel websites, studies related to the comparison of cultural 

similarities and differences of website design, how cultures are reflected on 

websites, culture and website quality expectations, and constructing 

frameworks for cross-cultural comparisons of websites are reviewed as 

culture is another major area in the field of website research.  

 

Callahan (2005) investigates cultural similarities and differences in the 

design of university websites by adopting the cultural model of Hofstede 

(1980, 1991, 2001, 2002) for content analysis. This study analyses the 

graphic design and information organisation of university home pages 

from Malaysia, Austria, USA, Ecuador, Japan, Sweden, Greece and 

Denmark. The analysis shows that university website design varies across 

cultures. For example, the use of colour varies across cultures. Blue, brown 

and toned yellow dominate Greek universities websites. Vivid colours are 

common for the websites of Malaysia and Ecuador. White prevails on 

Swedish sites, blue dominates the websites of Denmark, and the colours of 

Austrian sites are toned down (ibid: 17-19). Austria, Denmark and Ecuador 

prefer horizontal page design, while Japan and Malaysia choose a vertical 

one (ibid: 20-22). Sweden and Denmark have a large number of photos. 

Ecuador and Greece prefer drawn images. Animated images are popular in 

Ecuador and Malaysia (ibid: 22). Callahan’s (2005) study suggests that 

Hosfetede’s dimensions are reflected in graphical design. The high power 

distance countries have a significantly higher frequency of logos than low 



21 
 

power distance countries. The masculinity/femininity index is found to be 

negatively correlated with the images of people. There is also a positive 

correlation of the masculinity index with images of buildings, and 

countries with a high uncertainty avoidance index would prefer clear pages, 

with simple design, limited choices and restricted amount of data (ibid: 22). 

However, culture may not be the only reason which leads to the difference 

in website design. Callahan (2005) does not examine who the designers are, 

what motivate their choice in design, and the design conventions that affect 

design decisions, all of which warrant further investigation. 

Similarly, Wurtz (2005) explores the differences of high-context and low 

context cultures as revealed on McDonald’s websites from Japan, China, 

Korea, Germany, Denmark, Norway, Finland and USA by using Hall’s 

(1976) dimensions. High context communication is indirect, obscure, 

harmonious, reserved and understated while low context communication is 

direct, precise, open and based on feelings (Gudykunst et.al., 1996). The 

results of the study show websites in high context culture have a greater 

use of animation with images functioning to promote values characteristic 

of collectivist societies. Featured images on their websites depict products 

and merchandise in use by individuals. The links on the high context 

websites promote an exploratory approach to navigation on the website 

which is process-oriented. There are many sidebars and menu bars in high 

context websites and users have to open new browser windows for each 

new page. In contrast, websites in low context cultures have a lower use of 

animation. Images promote values characteristic of individualistic societies. 

Their images portray lifestyles of individuals with or without a direct 

emphasis on the use of products or merchandise. There are clear and 

redundant cues in connection with navigation on the low context website. 

There are also few sidebars and menu bars. Users have to open the same 

browser window constantly. All in all, Wurtz (2005) illustrates a cultural 

comparative analysis of a type of commercial website by examining the 

values that the visual images promote. Wurtz’s (2005) results are relevant 

to the visual image analysis of hotel websites, and could be complemented 

by user perspective in assessing the extent of appeal and appropriateness of 

website design.  
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Based on Hofstede’s (1980) cultural model, Zhao, Massey, Murphy and 

Fang (2003) study 100 Mainland Chinese and American websites. Their 

results show that Chinese sites display their content using the Chinese 

ideogram character alphabet while the American sites using English. The 

site search engines, site-map schematics and ‘help’ functions are found on 

both the Chinese and American websites, and most of the 50 Chinese and 

50 American sites are equipped with a search engine. Singh and Baack 

(2004) investigate how cultural values are reflected on American and 

Mexican websites. The findings show that the “the Internet is not a 

culturally neutral medium” (Singh and Baack, 2004). American companies 

are adapting their websites to Mexican audiences but do not display 

enough localization features. Local Mexican webpages have more displays 

of collectivist values with more family themes on their websites than 

American websites. A significant difference in the “power distance” of the 

local Mexican companies is shown by including proper titles, awards and 

quality information on the websites. The depiction of masculinity on 

Mexican webpages is also higher than that of the American company 

webpages with frequent use of superlatives and clear gender roles. The 

findings of Singh and Baack (2004) offer insights into the cultural 

characteristics of Chinese and American websites.  

 

Similarly, Okazaki and Skapa (2009) explore brand website positioning by 

conducting a content analysis of websites designed by American 

multinational corporations (MNCs) in the Czech Republic from ‘The 100 

Top Global Brands’ from Business Week in order to examine the 

localization and standardization of the US websites and Czech websites 

(ibid: 193). The findings suggest that American MNCs tend to standardize 

their Czech websites. A high level of similarity of both textual and visual 

components suggests an inadequate cultural adaptation of websites to the 

Czech market which is probably because of the lack of specific 

information regarding local people’s tastes (ibid: 210). Sun (2001) explores 

how website localization can be achieved effectively. The samples are the 

homepages of two large US software companies: lotus and Adobe. The 
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findings show that culture is an important design element in the 

multilingual web page design. When users browse the web pages, they will 

unconsciously apply their cultural preferences to evaluate the design of 

web pages. Users from different cultures prefer different modes of cultural 

markers, for example, Brazilian and Chinese users prefer visual images and 

use of different colours. This implies that an effective localized design 

should apply different modes of cultural markers to different target 

audiences (ibid: 99). 

 

The above review of research studies on the comparison of how the 

cultures of different countries affect the design of websites and localization 

of website design but none of them examined hotel websites. However, in 

the present study, cultural comparison of hotel websites is not included as 

the study aims at identifying the genre of hotel homepages and the data of 

the present study focuses on international chain hotel websites which 

designs that are rather standardized among different regions. Moreover, the 

readers of hotel websites are from different parts of the world which means 

they may have diversified cultural preferences of website design. After 

reviewing research about cultural comparison of websites, the following 

section illustrates research related to  corporate website design.  

 

2.2.3 Website design  

 

In addition to the above website research studies related to culture, there 

are studies related to the design of corporate websites. Currently, the hotel 

industry is faced with two conflicting viewpoints when designing their 

websites. Two ideologically opposite schools of thought have been 

developed for what is meant by good website design (O’Connor, 2004: 

225). The core of website design is presentation and usability and good 

design means balancing these two interrelated but conflicting features (ibid: 

226). Some practitioners emphasize the graphical design, aesthetic and 

entertainment aspects of web design while some functionalists focus more 

on content and function and pay less attention to graphical features and 

style (ibid: 226). O’Connor (2004) provides insights into the professional 
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practices of designing websites in the hotel industry and some of the 

findings could be incorporated into the discussion of the diachronic 

comparison of website design in Chapter 8.  

 

As both HTML and Web browser technology have improved, website 

designers have more ways to present how their pages are displayed on the 

screen. Various approaches have been developed within the aesthetic 

school of thought. The most basic level of aesthetics is simple text and 

hyperlink-based page, with occasional supplements of a logo or banner to 

increase graphical interest (O’Connor, 2004: 226). This HTML website 

design was traditionally established by programmers or other technology 

professionals with little graphical talent. Instead, the major focus is on 

presenting information rather than trying to influence customers (ibid: 226). 

The next level is known as ‘branded-style’ (ibid: 227). It uses more 

advanced technology and multimedia with the aim to create a sense of the 

company and its products. The ‘branded-style’ approach shifts the 

responsibilities of the technology professionals to marketers with a focus 

on the company’s communications and image (ibid: 227). Finally, the 

‘avant-garde’ or ‘trash style’ of website design is at the opposite extreme 

of the aesthetic design spectrum. Such design uses ‘Pixel-style’ and 

disregards the traditional grid like structure of ‘normal’ webpage design 

(ibid: 227). It is characterized by isometric graphics presented at a 45 

degree angle which is more like a computer game rather than the real 

world. It focuses on how the page looks rather than the information it 

consists of and the interactivity of the users (ibid: 227). This design 

appeals to the youth culture which is driven by the trend that younger web 

users favour a sensory impact more than older users (Lightner, 2003: 165).  

 

The second school of thought, i.e. the functional school of website design 

focuses on usability and nagvigability. It suggests that a well-designed 

website should offer easy and well ordered access to information to users 

rather than having fancy graphics or multimedia (O’Connor, 2003: 227). 

This approach mainly ignores beauty and finesse; functionality and 

usability are the key design issues as designers who support this approach 
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think that users visit a website merely for its content, and therefore it 

makes little sense to devote efforts to packaging (ibid: 226). However, 

there is a drawback for the functional approach. A large amount of very 

specific guidelines exist but most of them are not standardized and the 

validity of these guidelines is questionable (Proctor et.al., 2002: 65). 

Generally, there are five broad dimensions to website design: language (the 

choice of words used to present content); layout (how elements are visually 

organized on the page); information architecture (how the content and 

features are arranged); user interface (how navigation through the content 

is facilitated); and general issues on design and maintenance (O’Connor, 

2003: 228). Specifically, a webpage should be appropriate in length and 

colour schemes should be muted. Graphics should only be used to improve 

content or lead to a better understanding of the information being presented. 

Large or complex graphics are discouraged as they distract readers from 

the information content and increases the loading time (ibid: 228). Despite 

the existence of a large number of guidelines, usability still remains a 

problem to many websites (ibid: 228). Proctor et. al. (2002: 65) mention 

that there are not enough graduate programmes in applied user interface 

design which has led to an inadequate number of designers with 

knowledge in usability. As a result, there is a mismatch between theory and 

reality.  

 

The usability aspect of a website is one of the crucial factors which 

determines the success of a website but the aesthetic design of websites 

plays an important role in generating consumers’ impressions of the 

company. Lindgaard et.al. (2006), for example, conduct a study to 

investigate how quickly readers form an impression on the visual appeal of 

webpages by inviting 93 participants to rate one hundred homepages 

collected as the best and worst examples of visually appealing webpages 

(ibid: 118). The findings show that readers can decide whether they like or 

dislike the webpages in 50 milliseconds which suggests that visual appeal 

contributes to the first impression of homepages (ibid: 125). The study 

confirms the importance of designing a visually appealing website in order 

to attract readers as “in the presence of a very positive first impression, a 
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person may disregard or downplay possible negative issues encountered 

later” (ibid: 115). However, Lindgaard et.al. (2006) do not specifically 

address the question about what elements contribute to the concept of 

visual appeal and do not conduct any analysis of visual images was 

conducted.  

 

Building on Lindgaard et.al. (2006), Wan, Nan and Smith (2009) explore 

how specific web features and web users’ surfing goals can lead to an ideal 

online experience, and how an optimal online experience affects 

customers’ purchasing intentions (ibid: 78). A total of 217 participants 

from a Midwestern university in the United States were invited to evaluate 

the websites of an existing personal care brand. A MANOVA analysis 

reveals that a “dynamic navigation design” with a “fun-seeking goal” of 

surfing the website results in a more optimal online experience but the 

combination of a “static navigation design” with an “information seeking 

goal” does not produce a more optimal online experience (ibid: 88). The 

study shows that dynamic navigation with a fun-seeking surfing goal leads 

to a positive brand attitude and that “the Web can be a powerful and a 

complementary medium for consumers to experience a brand” (ibid: 88). 

Wan, Nan and Smith (2009) show the relationship between web users 

surfing goal and website design which implies that hotels need to consider 

web users’ expectations when designing websites.  

 

Similarly, Kuzic, Giannatos and Vignjevic (2010) explore the 

interrelationship between website design and company image by inviting 

60 participants to evaluate a website on a scale from one to ten. Sign test 

and correlation analysis show that website features namely “access for 

people with disabilities”, “contact details on the page”, “homepage on a 

single screen”, “mission statement”, “USP” (i.e. unique selling point), and 

“intuitive URL” can positively influence the image of a company (ibid: 

106). These features are useful when the features of hotel homepages are 

discussed.  
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In addition to research on online reading behaviour, studies related to the 

insiders’ views on website design are also found. White and Raman (1999), 

for instance, examine the objectives and motivation of creating and 

managing websites. Websites of small and large businesses corporations, 

nonprofit organisations, and a metropolitan newspaper are investigated. 

Telephone interviews are conducted to examine actual practices of 

“website decision makers” (White and Raman 1999: 408). The results 

suggest that the decision to develop a website for almost all the 

organisations in the study is made by one person, either the CEO or 

marketing manager (ibid: 409). The organisations believe that the Internet 

is the way of the future and fear being left behind by competitors (ibid: 

410). The most often stated purposes for websites are to provide 

information, advertise and market the hotel, and provide opportunities for 

customer communication and feedback. Decisions are usually made based 

on personal preferences, copying other sites or are left up to the outsourced 

web consultant. None of the organisations have conducted research about 

consumers’ preferences before creating a website. Moreover, on-going 

evaluative research is equally informal. Many decision-makers notice that 

they should conduct more formalized research but are uncertain about how 

to do it. The concept of having a website is “a status symbol for the 

organisation” (ibid: 414). A website shows that an organisation has the 

latest technology. It also “projects image that an organisation wants to 

portray” (ibid: 414). White and Raman (1999) suggest that in the 

organisations’ haste to take advantage of the web, basic things like public 

relations research, planning and evaluation are often ignored. Their study 

provides some useful background information for understanding the 

objectives of and motivation for designing hotel websites as the present 

study explores the website design stages of hotels. However, the 

organisations in White and Raman (1999) are selected from a 1997 

directory. A website may no longer be such a strong status symbol as 

evidence of catching up with the latest technology for an organisation 

nowadays.  
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Unlike White and Raman (1999) who conduct telephone interviews with a 

wide range of website decision-makers, van der Geest ( 2001) investigates 

the design processes of websites by conducting specific case study 

analyses with web designers and producers of the websites of The Year of 

Reader, the Nature of Conservancy, the Electronic City Hall, the 

University of Washington, the Traffic Flow pages, the baseball team, 

Amazon internet bookstore and Microsoft Corporation. Two people from 

each organisation are interviewed, namely the manager responsible for the 

communication policy of the website and someone involved in producing 

the content of the pages examined. The topics covered in these interviews 

are the history of the website, functions and audiences of the site, design 

process, and evaluation (van der Geest, 2001:34). van der Geest (2001) 

provides a useful guideline for investigating website design processes. His 

topics covered in the interviews can be mapped onto the present research 

when hotel website designers are interviewed.  

 

The above presents an overview of research on tourism and hospitality and 

websites. It is found that research on hotel websites mainly focuses on 

usability evaluation rather than examining the genre of hotel homepages. 

Other website research studies examine corporate homepages of a variety 

of industries and none of the studies have explored the linguistic and visual 

images of hotel homepages. After reviewing research related to corporate 

websites, the next section reviews the literature related to genre analysis.  

 

2.3 Genre analysis  

 

Genre comes from the French word which means “class” or “kind” and is 

widely used to classify things in arts, linguistics, literature and media 

(Lacey, 2000). The following reviews the different genre theories, namely, 

New Rhetoric Studies (Freedman and Medway, 1994), Systemic-

Functional Linguistics (Halliday, 1985), and English for Specific Purposes 

(Bhatia 1993) orientation to genre analysis.  
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2.3.1 New Rhetoric Studies 

 

New Rhetoric Studies concentrate on the situational context in which 

genres occur with a special emphasis on social purposes or actions (Miller, 

1984, 1994 and Bazerman, 1997). It focuses on how genres allow users to 

carry out situated linguistic and rhetorical actions, and hence perform 

social actions and relations, enact social roles, and frame social realities 

(Bawarshi and Reiff, 2010: 59).  

 

The concept of the New Rhetoric is based on Miller (1984) who proposes 

genre as social action. Miller’s idea of genre is not about patterns of forms 

but genre as social action which focuses on the context of situation and 

motives. She suggests the following:  

 

1. Genre refers to a conventional category of discourse based in large 

scale typification of rhetorical action; as action, it acquires meaning 

from situation and from the social context in which that situation 

arose.  

2. As meaningful action, genre is interpretable by means of rules; 

genre rules occur at a relatively high level on a hierarchy of rules 

for symbolic interaction. 

3. Genre is distinct from form: form is the more general term used at 

all levels of the hierarchy. Genre is a form at one particular level 

that is a fusion of lower level forms and characteristic substance. 

4. Genre serves as the substance of forms at higher levels; as recurrent 

patterns of language use, genres help constitute the substance of our 

cultural life. 

5. A genre is a rhetorical means for mediating private intentions and 

social exigence; it motivates by connecting the private with the 

public, the singular with the recurrent.  

 

(Miller 1984: 37) 

Miller’s approach focuses on how discourse works with the consideration 

of the context and motives of people who create the genre rather than 
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regarding genres as merely a pattern of forms. This approach to genre 

analysis emphasizes more on the social purposes or actions rather than the 

form of the discourse. Berkenkotter and Huckin (1995: 7) also view the 

production of genre as “our participation in the communicative activities of 

daily and professional life”. They suggest a model for analysing genre 

which also includes socio-cultural contexts (ibid: 4).  

 

1. Dynamism. Genres are dynamic rhetorical forms that are 

developed from actors’ responses to recurrent situations and 

that serve to stabilize experience and give its coherence and 

meaning. Genres change over time in response to their 

users’ sociocognitive needs.  

2. Situatedness. Our knowledge of genres is derived from and 

embedded in our participation in the communicative 

activities of daily and professional life. As such, genre 

knowledge is a form of ‘situated cognition’ that continues to 

develop as we participate in the activities of the ambient 

culture.  

3. Form and content. Genre knowledge embraces both form 

and content, including a sense of what content is appropriate 

to a particular purpose in a particular situation at a particular 

point of time. 

4. Duality of structure. As we draw on genre rules to engage in 

professional activities, we constitute social structures (in 

professional, institutional, and organisational contexts) and 

simultaneously reproduce these structures. 

5. Community ownership. Genre signals a discourse 

community’s norms, epistemology, ideology, and social 

ontology.  

(Berkenkotter and Huckin 

1995:4) 

 

The above suggests that Berkenkotter and Huckin (1995) focus on the 

ways in which writers draw on genre knowledge to communicate in 
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academic and professional communities. They think that genres change 

according to circumstances, and instead of merely investigating surface 

level features of a text, we should explore the processes of how 

professional writers acquire genre knowledge. Description of genres needs 

to emphasize both the structure and appropriate content in which social 

structures are reproduced and changed by people who use the genres. 

Finally, Berkenkotter and Huckin (1995) view that genre conventions show 

the values and ideology of a discourse community and people learn the 

norms as they use the genres. Similar to Miller (1984), Berkenkotter and 

Huckin (1995) investigate genres from a socio-cognitive perspective which 

connects genre analysis to situated cognition and genres view as not static 

but change along with cultural practices.  

 

New Rhetoric Studies focus on the socio-contextual aspects of genres, 

putting less focus on teaching text forms and are more concerned with 

helping L1 university students and novice professionals in understanding 

the social functions or actions of genres and the context that the genres are 

used (Hyon, 1996: 698). 

 

Research in the New Rhetoric area has adopted the ethnographic approach, 

rather than text analysis which provides a thick description of contexts of 

genres and actions that the texts perform in these situations (ibid: 696). For 

instance, Schryer (1993) uses ethnographic techniques of interviews, 

participant observation and collection of documents to examine the 

purposes of the record in the medical college and the attitudes of clinicians 

and researchers toward the genre. Devitt (1991: 338) uses interviews with 

eight different accountants from six firms to explore intertextuality in tax 

accounting texts and Tardy (2003: 13) investigates the genre system of 

academic research funding by examining email exchanges of two grant 

writers over a one month period with interviews and participant 

observation of the two grant writers. The present study does not adopt the 

approach of New Rhetoric Studies because they focus on writing in L1 

context and places a heavy emphasis on the social purposes of genres. This 
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approach tends to place emphasis on ethnographic rather than linguistics 

method (i.e. move structure analysis) for analysis.  

 

2.3.2 Systemic-Functional Linguistics (SFL) approach to genre 

analysis  

 

Systemic functional linguistics is concerned with the relationship between 

language and its functions in social settings (Hyon, 1996: 696). Genre 

analysis of Systemic Functional Linguistics is based on Halliday’s (1978) 

register theory. Halliday defines register as “the configuration of semantic 

patterns that are typically drawn upon under the specific conditions, along 

with the words and structures that are used in the realization of these 

meanings” (ibid: 23). Register is used to identify the textual characteristics 

which are determined by context. Register of language is formed by field 

(the activity that is going on), tenor (the relationships between participants) 

and mode (the channel of communication) (Halliday, 1978 and Halliday 

and Hasan, 1989). Later, Martin, Christie and Rothery (1987) define genres 

as “staged, goal-oriented social processes” (ibid: 59) in which genres vary 

in different contexts to achieve different purposes. Genres function as 

social process in which members of a culture achieve them through 

interacting with each other. They are goal-oriented because they change to 

make things done; and they are staged because it usually needs more than 

one step to achieve the goals (ibid: 59). Genre analysis in SFL identifies 

the configurations of stages in texts such as “generic structural potential” 

(Hasan, 1984) and “schematic structure” (Martin, 1989). Generally, genres 

in SFL are perceived as social activities which have six characteristics: 1) 

Genres are goal oriented; 2) Genres unfold in terms of stages or phases; 3) 

The set of genres, taken together, realize a cultural potential or all possible 

contexts of culture; 4) Genres consist of families that contain fuzzy borders; 

5) Genres often pattern together to form what are termed macro-genres; 

and 6) Genres may be realized by various semiotic modes such as 

spoken/written language, gesture, image, body position (Muntigal & 

Gruber, 2005: 3-4). 
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SFL genre analysis has greatly contributed to the application of literacy 

instructions in primary, secondary schools and in the adult migrant 

programme in Australia by offering linguistic resources to people who 

need help in mainstream classrooms (Chen, 2008: 196). It argues that 

genre is an important part of literacy teaching. For example, Cheng (2007) 

examines how genre analysis can be combined with the simulation-based 

L2 writing instruction to raise L2 writers’ rhetorical awareness so as to 

improve their writing skills (ibid: 68). Lin (2003) explores English syllabus 

renewal in Singapore through the SFL genre-based approach. SFL genre 

analysis mainly focuses on primary and secondary school genres, and 

nonprofessional workplace texts rather than university and professional 

writing. It helps students to understand how language is used to realise 

social purposes and develop their ability to understand schematic structures 

(ibid: 196).  

 

The common point in both SFL and New Rhetoric traditions is taking the 

social factor as the most important thing in understanding genres. The 

differences between these traditions lie in research and pedagogy. Systemic 

Functional Linguistics focuses on explicating textual features while New 

Rhetoric Studies emphasize investigating complex relations between text 

and context. The New Rhetoric Studies concentrates on the interrelations 

between text and context. It regards a genre as dynamic and unstable. 

Regarding English for Specific Purposes, Bhatia (2004) shifts the direction 

from focusing on textual characteristics to a multidimensional approach to 

genre analysis. This provides a more comprehensive framework for genre 

analysis which links textual analysis to social and professional practices. It 

integrates English for Specific Purposes with New Rhetoric Studies and 

Systemic Functional approach to genre analysis.  

 

2.3.3 English for Specific Purposes (ESP) 

 

English for Specific Purposes (ESP) regards genre as a tool for analysing 

and teaching the language required by nonnative speakers in academic and 

professional settings (Bhatia, 1993; Flowerdew, 1993; Hopkins & Dudley-
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Evans, 1988; Love, 1991; Nwogu, 1991; Swales, 1990; Thompson, 1994; 

Weissberg, 1993). Similar to the SFL genre approach, the ESP genre 

approach has pedagogical involvement. While the SFL genre approach 

mainly targets on the disadvantaged school-age children in Australia, the 

ESP approach focuses on advanced international students in British and 

U.S. universities who are linguistically disadvantaged (Bawarshi and Reiff, 

2010: 43). ESP scholars use the genre-based approach to help nonnative 

speakers of English to handle the functions and linguistics conventions of 

texts that they have to read and write in their professions (Hyon, 1996: 

698).  

 

SFL and ESP are both driven by the pedagogical motivation to help 

disadvantaged students in language learning. They share the idea that 

linguistic features are related to the social context and function.  

 

Based on Swales (1990), the approach of ESP genre analysis generally 

regards genres as communicative events which facilitate members of a 

discourse community to achieve communicative purposes. With this idea, 

genres are “forms of communicative action” (Bawarshi and Reiff, 2010: 

57). The aims of genre analysis are to investigate the goals of a discourse 

community and the ways that genre features helps the members to achieve 

their communicative goals (ibid: 58). The ESP approach focuses on the 

communicative purpose which serves as the starting point for genre 

analysis which then goes to move step analysis, followed by the analysis of 

textual and linguistic features. The path of research moves from context to 

text (ibid: 58).  

 

In line with Miller (1984), Swales (1990) suggests that genre is related to 

the examination of social structure. He connects genre to discourse 

communities, which are characterized by a broadly agreed set of common 

goals, patterns of intercommunication among its members, and other social 

mechanisms that regulate membership. Discourse communities refer to 

“sociorhetorical networks that form in order to work towards sets of 

common goals” (ibid: 9). To further its aims, a discourse community 
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maintains discoursal expectations, which are created by the genres that 

articulate the operations of the communication (ibid: 26).  

 

According to Swales (1990: 58), a “genre comprises a class of 

communicative events, the members of which share some set of 

communicative purposes. The purposes are recognized by the parent 

discourse community, and thereby constitute the rationale of the genre”. 

This then “shapes the schematic structure of the discourse and influences 

and constraints choice of content and style” (Swales, 1990: 58). Hence, a 

genre is defined by its common communicative purposes. These purposes 

and the role of genre within its environment give rise to specific textual 

features (Freedman & Medway, 1994:7).  

 

Following Swales (1990), Bhatia (1993) defines genre as  

a recognizable communicative event characterized by a set of 

communicative purpose(s) identified and mutually understood by 

the members of the profession or academic community in which it 

regularly occurs. Most often it is highly structured and 

conventionalized with constraints on allowable contributions in 

terms of their intent, positioning, form and functional value. These 

constraints, however, are often exploited by the expert members of 

the discourse community to achieve private intentions within the 

framework of socially recognized purpose(s) (Bhatia 1993:13).  

 

The present study adopts Bhatia’s (2004) notion of genre which addresses 

the relation between the real and the ideal world, i.e. the complex and 

dynamic written discourse found in professional contexts and the idealistic 

representation of discourse in genre analysis.  

To reflect genre dynamics and evolution, he describes a multi-dimensional 

and multi-perspective framework that includes “intertextuality” and 

“interdiscursivity” and considers “textual”, “ethnographic”, “socio-

cognitive” and “socio-critical” perspectives when analyzing genres 

(ibid:163, 167). Intertextuality means the use of prior texts in another text 

(Bhatia, 2007: 392) and interdiscursivity refers to the establishment of 
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hybrid constructs by exploiting the conventions of other genres and 

practices (ibid: 392).  

 

Bhatia’s (2004) framework offers a critical approach to genre analysis. As 

mentioned in Chapter 1, the framework integrates discursive practices and 

professional and disciplinary practices (Bhatia, 2008: 166) so that genre 

analysts would not examine professional genres merely as textual artefacts. 

In addition to the analysis of text, researchers have to analyse the context. 

Bhatia (2007 and 2008) emphasizes the function of interdiscursivity in 

critical genre analysis and defines interdiscursivity as the “appropriation of 

semiotic resources across genres, professional practices and disciplinary 

cultures” (Bhatia, 2008: 162). The present study examines the 

appropriation of semiotic resources from  

 

Bhatia (2004: 164-167) accounts for the textual, ethnographic, socio-

cognitive and socio-critical perspectives of genre analysis. The present 

study adopts Bhatia’s (2004) multi-dimensional and multi-perspective 

framework for analysing the genre of hotel homepages.  

 

2.3.4 Worlds of written discourse  

 

Discourse refers to “language in use and understood as participating in 

social systems and so having determining effects in social life” (Bawarshi 

and Reiff, 2010: 211). The historical development of discourse analysis, as 

discussed by Bhatia (2004), reveals different ways of analyzing written 

discourse, e.g., discourse as text, discourse as genre, professional practice 

and social practice; and also as different stages of analysis of textualization, 

organisation and contextualization. Based on these ideas, Bhatia (2004) 

suggests a four space model: “textual”, “tactical”, “professional” and 

“social space” (ibid: 19). He establishes four different worlds of written 

discourse; “the world of reality” which is complex and ever changing; “the 

world of private intentions” where writers appropriate and make use of 

generic resources to create hybrid forms; “the world of analysis” which 

offers a multidimensional framework to investigate genre construction, 
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interpretation and exploitation; and lastly “the world of applications” 

which explores the way in which genres are exploited by the members of 

disciplinary communities (ibid: 185). The analysis of hotel homepages 

adopts the multidimensional framework which explores genre construction, 

interpretation and exploitation.  

 

2.3.4.1 The world of reality 

 

The world of reality investigates the role of disciplinary knowledge for a 

deeper understanding of genre variation in academic and professional 

discourse. It accounts for genres within and across specific domains. 

Bhatia (2004) begins by explaining the distinction between genres, 

registers and disciplines. He suggests that registers are different from 

genres. Registers are discipline-specific while “genres cut across 

disciplines” (ibid: 32). For example, textbooks display typical generic 

characteristics across a wide range of disciplines such as humanities, 

natural sciences or social sciences. They share the communicative purpose 

of making disciplinary knowledge accessible to novice readers (ibid: 32). 

As a result, textbooks have overlapping generic resources which may 

include typical features of lexico-grammar, rhetorical organisation and the 

use of multiple modalities to make disciplinary knowledge accessible to 

readership. On the other hand, genres cut across disciplines. For instance, 

textbook as a genre will display some shared features across disciplinary 

boundaries. Textbooks in economics may have certain similarities with 

textbooks in political science as their common concern is to make 

knowledge accessible to learners (ibid: 32). However, their disciplinary 

characteristics, the method that they approach disciplinary knowledge, and 

the way they present arguments are different (ibid: 32). Genres are much 

more “action-oriented” than registers which have a preference for lexico-

grammatical choices, having certain “socio-cognitive realities” that 

“typical cognitive structuring realizing communicative purposes” are being 

displayed, i.e. move structures (ibid: 32).  
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Disciplines refer to the features of the subject matter and the language 

associated with the content. Genres are discipline non-specific (ibid: 31). 

They can either be across disciplines or singled out by their communicative 

purpose. For instance, although the genres of textbooks, lectures and cases 

all serve a common purpose in academic contexts, they also display 

disciplinary characteristics, such as patterns of rhetorical strategies 

associated with typical modes of expression and variation in knowledge. 

These variations are dependent on the discursive practices of the discipline 

(ibid: 30-31). In this study, the disciplinary characteristics of hotel websites 

are investigated.  

 

2.3.4.2 Genre colonies 

 

Apart from genres within specific disciplinary domains, Bhatia (2002, 

2004) also introduces the idea of genre colony in which members may not 

necessarily respect disciplinary or domain boundaries. Generic boundaries 

between and across domains are not easy to draw. Generic boundaries 

bring a variety of genre identifications and descriptions so that genres can 

be viewed at different levels of generalization. They help to posit 

principled relationships between super or macro-genres, genres and sub-

genres. Bhatia’s (2004: 58) notion of ‘colonization’ is a process which 

involves “invasion of the integrity of one genre by another genre or genre 

convention” (ibid: 58). It leads to the creation of a hybrid form which 

shares some of its genre characteristics with the one that influenced it (ibid: 

58). The collection of genres within and across disciplines with a common 

communicative purpose is considered to be primary members while 

generic resources exploited and appropriated to create hybrid forms are 

considered secondary members of the colony (ibid: 58). There is a 

difference between the primary and secondary genre colonies within and 

across disciplinary domains. For example, promotional letters and job 

application letters have a large degree of overlap in communicative 

purposes and they are seen as forming a closely related genre colony, 

serving more or less common promotional purposes and at the same time 

show subtle differences in their realization (ibid: 60). Furthermore, each of 
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print advertisements, TV commercials, and radio advertisements 

demonstrates that each genre can be described at a lower degree of 

generalization (ibid: 60). Secondary members of the genre colony, such as 

fundraising letters, travel brochures, grant proposals, book and film 

reviews, have strong promotional concerns (ibid: 61). “Many secondary 

members can be primary in another genre colony” (ibid: 62). Bhatia (2004) 

further elaborates the genre colonies of academic introductions and 

reporting genres and observes the mixing of private intentions with socially 

recognized communicative purposes that lead to appropriated, embedded, 

and mixed or hybrid forms of discourse (ibid: 65). Like travel brochures 

which have strong promotional concerns (ibid: 61), hotel websites may be 

regarded as one of the secondary members of the genre colony which are 

both informational and promotional.  

 

2.3.4.3 The world of private intention 

 

In the world of private intention, expert members of a discourse 

community tend to use lexico-grammatical, rhetorical, and discoursal 

generic conventions from a particular genre in the construction of another 

genre so as to communicate their private intentions which then leads to the 

colonization of one genre by the other through invading its integrity 

(Bhatia 2004: 87). For example, advertising has invaded several genres; 

academic, corporate, political, and journalistic, showing that informative 

functions are more likely to be colonized by promotional functions (Bhatia, 

2004: 89). One of the present study objectives is to find out whether or not 

advertising has invaded the genre of hotel homepages.  

 

Bhatia (2004) argues that investigating language use involves human 

behaviour that is not totally predictable. His concern is how expert writers 

manage to identify, compose, interpret and exploit generic constructs in a 

socially accepted manner despite dynamic variations in the lexico-

grammatical and discoursal features of genres and in their interpretation. 

His reason for this idea is that expert writers respect generic integrity. 

Generic integrity is  
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a socially constructed constellation of form-function correlations 

representing a specific professional, academic or instituational 

communicative construct realizing a specific communicative 

purpose of the genre in question. It is essentially constructed in the 

context of the goals of the professional or disciplinary culture it is 

often associated with (Bhatia, 2004:123).  

 

Bhatia (2004) divides generic integrity indicators into two broad categories: 

“text-internal” and “text-external” (ibid: 116). “Text-internal” factors refer 

to factors generally related to the construction and interpretation of the text 

in question. Text-internal factors include contextual, textual and 

intertextual aspects (ibid: 125). Understanding contextual, textual and 

intertextual aspects can be done through analyzing lexico-grammatical, 

rhetorical and discoursal features (ibid: 126). “Text-external” factors are 

those that are more appropriately related to the wider context of the 

disciplinary community and culture in which the text is used and 

interpreted. Bhatia (2004) proposes three categories of the text-external 

factors: discursive practices, discursive procedures and disciplinary culture 

(ibid: 127). The present study explores how these text-external factors 

affect the design of hotel websites.  

 

“Discursive practices” refer to the choice of genre and mode of 

communication to suit a particular professional action (ibid: 128). For 

example, the use telephone, fax or email and formal written 

communication are discursive practices of professions. This study 

examines the reason why hotels use websites as a mode of communication 

to achieve what kinds of goals and also the organisational constraints of 

these discursive practices.   

 

“Discursive procedures” are the processes of genre construction (ibid: 128). 

These include three types of factors that can limit the procedural aspects of 

genre construction. These are “who contributes what to the construction” 

and interpretation of specific generic actions; “participatory mechanisms” 

which indicate at what stage and by which means one participates in the 
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genre construction and interpretation activities, and contributing genres 

which allow one to choose the appropriate and relevant generic knowledge 

and information to make the genre in question possible (Bhatia, 2004:128-

129). This study examines the discursive practices by looking at the 

process of hotel website design construction. The construction, 

interpretation, use and exploitation of hotel websites and the participants 

who took part in the website construction are investigated.   

 

“Disciplinary culture” provides information about the goals and objectives 

of the professional community, about the norms and conventions of the 

genres in use, and the nature of professional and organisational identity 

(Bhatia, 2004:130). Professional goals and objectives are useful for 

analyzing professional genres because they offer information about generic 

conventions which constrain the discursive practices of the professional 

communities (ibid: 130). Information about disciplinary culture is explored 

in this study through examining the goals of website design, the norms and 

conventions that the hotel practitioner observe when they design the 

websites, and how the identity or mission of the hotels are reflected on the 

websites.  

 

2.3.4.4 The world of analytical perspectives 

 

The main goals of Bhatia’s (2004) multi-dimensional and multi-

perspective framework on genre analysis are “to understand and account 

for the realities of the world of discourse” (ibid: 157); “to understand 

private intentions within professional genres” (ibid: 157); “to understand 

individual, organisational, professional and social identities constructed 

through discursive practices within specific disciplinary cultures” (ibid: 

158); “to understand how professional boundaries are negotiated through 

discourse practices” (ibid: 159); “to investigate language as action in socio-

critical environments” (ibid: 159); and “to offer effective pedagogical 

solutions and to negotiate interactions between discourse practices and 

professional practices” (ibid: 160). These goals can be realized through 

textual, socio-cognitive and social concepts of space. His multidimensional 
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and multiperspective framework, described below, is adopted as the major 

framework of the study of the genre of hotel homepages.  

 

2.3.5 The multidimensional and multiperspective approach 

 

The multidimensional and multiperspective approach to genre analysis 

includes four perspectives. The “textual perspective” (Bhatia, 2004) refers 

to how genres are a reflection of discursive practices of disciplinary 

communities. The “ethnographic perspective” refers to genres in action, 

grounded in narrated insightful experiences of expert members of the 

community. “Socio-cognitive” and “social-critical perspectives” examine 

the historical and structural conditions in which genres are constructed and 

interpreted by members of the discourse community to achieve their goals 

(ibid: 163, 167). Table 2.1 summarises the multidimensional analytical 

perspective and research procedures. The interpretation of information in 

Table 2.1 for the study is outlined in Section 3.3 of Chapter 3.  

 

Table 2.1 Bhatia’s (2004: 163 and 167) Multidimensional Analytical 

Perspective and Research Procedures 

Dimensions Analytical Perspectives 

 

Research Procedures 

Textual Analysis of 
 Statistical significance of lexico-

grammar 
 Textual corpora 
 Textualization of lexico-

grammatical resources 
 Discourse/rhetorical or cognitive 

structures 
 Intertextuality and interdiscursivity 
 Generic conventions and practices 
(ibid: 163) 

 
 Linguistic description and analysis 
 Corpus-based analysis of texts 
 Analysis of cohesion and 

intertextuality 
 Studies of generic conventions and 

practices 

Socio- cognitive Analysis and understanding of 
 Patterns of generic integrity 
 Patterns of audience reception 
 Nature and function of disciplinary 

cultures 
 Modes and patterns of professional 

practice 
 Appropriation of generic resources 
 Use and exploitation of rhetorical 

strategies 
 Patterns of interdiscursivity 
(ibid: 163) 

 
 Accounts of practitioner advice, 

manuals, etc. 
 Studies of social structures and 

interactions, etc. 
 History, beliefs, goals of disciplinary 

cultures, etc. 
 Analysis of texts intertextually linked 
 Analysis of other contributing genres 
 Studies of audience reception 
 Studies of relevant disciplinary 

cultures 
 Studies of reading and interpretive 
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behaviour 
 

Ethnographic Analysis and understanding of: 
 Critical sites of engagement or 

moments of interaction 
 Practitioner advice and guidance 
 Social structure, interactions, 

history, beliefs, goals of the 
professional community 

 Physical circumstances influencing 
genre construction 

 Modes available for genre 
construction & communication 

 History and development of genre 
(ibid: 163) 

 
 Observational accounts of expert 

behaviour 
 Lived experience of members of 

community of practice 
 Convergent narrative accounts of 

active professionals 
 Textography of discursive practices 
 Accounts of recipients of genres 

Socio-critical Analysis and awareness of: 
 Patterns of language, ideology and 

power 
 Interaction of language and social 

structures 
 Interaction between discourse and 

social changes 
 Discourse and social practices 
 Cross-cultural intercultural 

constrains 
(ibid: 163) 

 
 Accounts of language, ideology and 

power 
 Discussions of language and social 

structures 
 Studies of social changes reflected in 

discourses 
 Studies of social practices, identities, 

and motives 
 Studies of organisational power 
 Studies of socio-cultural backgrounds 
 

 

The following sections review the literature in relation to the textual 

perspective, ethnographic perspective, socio-cognitive perspective and 

socio-critical perspective.  

 

2.3.5.1 Textual perspective 

 

As shown in Table 2.1, building on Bhatia’s (1993) levels of linguistic 

analysis (analysis of lexico-grammatical features, text patterning or 

textualization and the structural interpretation of the text genre), Bhatia 

(2004) includes “intertextuality” and “interdiscursivity” in the linguistic 

analysis of genres.  

 

Bhatia (2004: 167) suggests that one may need to analyse intertextuality 

and interdiscursivity when investigating genre. Hence, this study includes 

the analysis of intertextuality and interdiscursivity of hotel websites by 

examining hyperlinks. Bhatia (2004) proposes that intertextuality includes  
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texts providing a context (a letter to which the one in question is a 

reply); texts within and around the text (a chapter in the context of 

a book); texts explicitly referred to in the text (references in 

academic journals); texts referred to implicitly in the text (The Sun 

never sets over Lufthansa territory used in an advertisement, with 

an implicit reference to The sun never sets over the British Empire); 

texts embedded within the text (conversation within a story), and 

texts mixed with the text (quotations etc.) (ibid: 127).  

 

Studies on intertextuality are found in business and professional 

communication; however, none of them investigate the intertextuality of 

hotel websites. For example, Louhiala (2002) studies intertextuality in the 

daily routine of a Finnish business manager. The findings show that the 

discourse activities (including emails) occur in sequences. Explicit 

intertextuality characterizes all messages and there is continuous cross-

referencing between texts. Similarly, Zhu (2004) points out that English 

and Chinese business faxes tend to interact with emails or telephone 

conversations by making a reference to them and professional genres 

sometimes complement each other. Zhu (2005) analyses intertextuality in 

English and Chinese sales letters, sales invitations and faxes. She states 

that there is a close relationship between persuasive orientations and 

intertextuality. For example, English sales letters embed postscripts to 

emphasise the product offer. Gimenez (2000) examines genre 

embeddedness in English business emails to demonstrate the complexity of 

emails which meet the new demands of the international business 

community. He defines embeddedness as having more than one message 

embedded into one email text. Similarly, Warren (2009: 1) examines how 

intertextuality can be signalled in a corpus of email discourse and other 

types of discourses such as meetings, telephone calls, informal discussions 

and reports by concgramming. This study has found identifiable 

phraseologies namely we can + the, we + need + to, could/would you, and 

to/you, which are used to signal intertextuality.  
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Apart from intertextuality studies in business communication, there are 

also studies in other professional settings. Bhatia, Langton and Lung 

(2004) , for example, investigate the intertextuality and interdiscursivity in 

legal discourse by using a corpus linguistics approach. The result of the 

study shows that non-lexical and pragmatic discoursal hedges play an 

important role in demonstrating legal reasoning and that many of the 

potentially epistemic lexical items present in the corpus are generally not 

hedges at all but indicators of intertextuality and interdiscursivity. Scollon 

(2004) investigates intertexuality across communities of practice in the 

academy, journalism and advertising. He argues that both intertextuality 

types and the amounts vary across these communities and the methods 

representing intertexuality are changeable. By dealing with the ways in 

which the discourse of polls and surveys is recontextulaized in newspaper 

editorials, Virtanen (2005) identifies the intertexuality and interdiscursivity 

of the media that reinforce the impact of public opinion polls and surveys 

which have significant implications for the construction of public opinion 

in society.  

 

Regarding interdiscursivity, Fairclough (1993: 137) points out that the 

concept of interdiscursivity which “highlights the normal heterogeneity of 

texts in being constituted by combinations of diverse genres and 

discourses”. He analyses the discursive aspects of marketization of public 

discourse in Britain. He adopts a three-dimensional framework of analysis: 

text, discourse practice and social practice, and discusses interdiscursivity 

in contemporary university discourses. The data in his study are 

advertisements for academic posts, his own resume and prospectuses. The 

results suggest that these texts constitute an interdiscursive mix of 

commodity advertising, prestige advertising and traditional advertising for 

academic posts. Fairclough (1993) indicates that the use of words 

constructs a hybrid corporate identity for the higher education institution, 

for example, self-promotional vocabularies in his resume and the adoption 

of a more personal style in contemporary prospectuses.  
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The analysis of interdiscursivity in Bhatia (1997, 2000) aims at 

investigating genre analysis in the business setting. Bhatia (1997) examines 

the role of promotional intentions in academic discourse and the 

manipulation of generic conventions resulting in the mixing of generic 

values from a utilitarian view of genre construction, interpretation and use. 

The findings suggest that genre mixing is very common in professional and 

academic communication. 

  

Building on Bhatia (1997), Bhatia (2005) investigates a range of 

professional and academic discourses to explore the complexity of 

promotional generic patterns and the mixing and embedding of non-

promotional generic elements to achieve promotional goals. He suggests 

that almost all the instances of genre-mixing do not conflict in 

communicative purposes. It is unlikely to mix the promotional purpose in 

advertising with a negative evaluation of the product being advertised. 

Moreover, informative functions are more likely to be colonized by 

promotional functions. The present study examines genre mixing on hotel 

homepages to explore whether the informative functions are colonized by 

promotional functions.  

 

Similarly, Erjavec (2004) studies hybrid promotional news discourse, 

showing how promotional journalism, through textual devices (generic 

structure, topics, perspective, choices of sources, over-lexicalization, 

coherence, choice of processes and participants), incorporates discursive 

elements of promotion in the news report discourse.  

 

Bhatia (2004) includes the idea of interdiscursivity from critical discourse 

analysis where he describes a number of examples of mixed genres such as 

infomercial, infotainment and advertorial (ibid: 60). A sales promotional 

letter is not just advertising in nature but is embedded in a letter format. 

This mixes the genre of advertisements with the genre of letters. Similarly, 

job application letters do not only share an embedded format with 

advertising but also the lexico-grammatical resources (ibid: 60). 
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Therefore, incorporating the analysis of intertextuality and interdiscursivity 

reflects the dynamics and complexities of genres. Bhatia (2004) also 

analyses the role of intertextuality and interdiscursivity in the linguistic 

analysis of genres. Storrer (1999:39, cited in Janoschka 2004:177), written 

in German, classifies three types of hyperlinks. “Intratextual” hyperlinks 

connect links in the same hypertext, usually on one and the same web page; 

“intertextual” hyperlinks can be found on the whole website and connect 

single pages within the same website; “extratextual” hyperlinks lead users 

to other websites. Text links function as an orientation for the users’ 

navigation and provide a contextual overview of the information that is 

expected on the target page (Janoschka, 2004: 177).  Similarly, Jones and 

Hafner (2012) explore hypertexts and the types of linking. Hyperlinks 

create associations between linked texts. They can organize webpages 

externally by connecting the text with other texts on the internet (ibid: 38) 

or linking different sections of the same websites internally (ibid: 37). 

Jones and Hafner (2012) suggest that readers are no longer passive 

recipients of information in which they are active collaborators in the 

process of creating knowledge. The present study examines the types of 

hyperlinks based on Storrer (1999) and Jones and Hafner (2012).  

 

2.3.5.2 Ethnographic Perspective  

 

The procedures for analysing the ethnographic perspective include 

considering “the observational accounts of expert behaviour; lived 

experiences of members of community of practice; convergent narrative 

accounts of active professionals; and the textography of discursive 

practices and accounting of recipients of genres” (Bhatia 2004: 167).  

 

Ethnography aims to understand the social world according to the lived 

experience of those who inhabit it (Bhatia, Flowerdew and Jones, 2008: 6). 

Data gathering commonly involves documenting, describing, interpreting 

social practices through observation and analysis of a selection of socio-

linguistic behaviours (ibid: 6). More recently, interviews are also included 

to account for the lived experience for participants (ibid: 6).  
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In the field of education, Lin (2008) conducts ethnographic research in the 

analysis of pedagogical practices in classroom by observing a Chinese 

language lesson in a low-banding secondary school in Hong Kong (ibid: 

72). Detailed notes were made during the observation. The results show 

that ethnographic data such as the community norms and the exchange of 

answer sheets and grades is needed in addition to conversational analysis 

in the activity system (ibid: 77). Erickson (2010) defines what makes a 

classroom study ethnographic. Classroom ethnography has to be in a long 

period and the researcher has to have close observation of and participation 

in daily activities; and regard the setting as having components of 

reciprocal influence which have relationships of power; the research also 

has to identify a complete range of activities and social situations in the 

setting, and the beliefs, values and identities of the setting (ibid: 325).  

 

Flowerdew and Wan (2010) adopt an ethnographic approach to investigate 

how communicative purposes are realized by the structuring of audit 

reports (ibid: 81). Observation of auditors and tax accountants and in-depth 

interviews are included. The findings show that auditors’ reports are highly 

standardized with a typical structure because a template is always adopted 

which is a common practice in the industry (ibid: 87). Although the reports 

are written in English, a mixture of English, Cantonese and Putonghua is 

used by the practitioners of the audit team during the report production 

(ibid: 78). The study illustrates that linguistic and contextual approaches to 

genre analysis can be combined and adopted effectively (ibid: 78).  

 

Press releases are examined by Sleurs and Jacob (2005). They present an 

ethnography-based work to investigate how press releases are being 

written at the public relations department of a major Belgian bank. They 

spend six weeks observing the public relations activities at the bank and 

attend the meetings, listen to telephone conversation, observe the practices 

of writing and also interview the staff members in the scene (ibid: 1256). 

The press releases are read by both journalists and the general public, 

however the findings show that press officers do not consider the diversity 
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of the potential readers the use of “you” creates confusion about who is 

being addressed (ibid: 1262). Focusing on the complex story of the bank’s 

operation, Sleurs and Jacob (2005) conclude that ethnography enables 

researchers to obtain more contextual background information about some 

practical concerns (ibid: 1269).  

 

Louhiala-Salminen (2002) conducts a one-day “fly-on-the-wall” study of a 

Finnish business manager’s discourse activities to collect authentic 

business discourse data and first-hand information by shadowing a middle 

manager of an international corporation for one to two days (ibid: 214). 

Audio tapes are used to record most of the day and the researcher makes 

notes about the discourse activities such as the participants, time and 

purpose of the activity during the observation (ibid: 214). The findings 

show that the discourse activities (including emails) occur in sequences 

and are interrelated and multimodal, and that explicit intertextuality 

characterized all messages and there is continuous cross-referencing 

between texts.  

 

In line with others, Lloyd (2000) analyses the development of discourse in 

the engineering design process by observing a design and manufacturing 

company for two weeks. He tape records and makes notes of activities and 

conduct interviews with the personnel (ibid: 360). Lloyd (2000) concludes 

that ethnography can provide considerable insights into behaviours that are 

usually taken for granted; and storytelling (i.e. a description of events and 

on-going experience) is important in developing a common language in 

design teams and constructing social agreement in the design process (ibid: 

357, 370). The continuation of telling and re-telling of design experience 

helps to construct a language which is useful for the negotiation of the final 

design (ibid: 371).  

 

Although ethnographic research enables researchers to gain a deeper 

understanding from the insiders’ perspectives, there are some drawbacks. 

Firstly, the researchers of most of these studies just collect a fraction of the 

ethnographic data (see Flowerdew and Wan, 2010, Sleurs and Jacob, 2005, 



50 
 

Louhiala-Salminen, 2002) and fail to fully situate themselves in the 

complex contexts. This observation is supported by Lloyd (2000: 358) who 

notes that “pure” ethnography characterized by years of observation has 

mutated into various types of “quick and dirty” approaches where a 

number of weeks are thought sufficient to understand the working practices 

of an organisation whereas, the time required for collecting extensive data 

is considerable. Secondly, the “observer’s paradox” exists as the presence 

of the observer may influence the results (Louhiala-Salminen, 2002). 

Thirdly, there may be subjectivity as the observers may have personal 

interpretations of the objective contexts. Analysis may not be neutral as 

observers may cope with the data according to their own perspectives 

which may be different from the culture being studied. Smart (2008) 

discusses what “qualifies” as ethnography (ibid: 57). He suggests that 

ethnography should not be “the work of a day or a week or a month” (ibid: 

58) because the aim of ethnography is to examine the discourse of a social 

group in a profound and wide way so as to gain a “quasi-insider’s 

understanding” (ibid: 58) of the group’s world; and ethnographic-based 

discourse analysis needs a great commitment of time (ibid: 58) and should 

maintain an objective point of view (ibid: 60). The present study does not 

include ethnography as the researcher was not permitted to observe hotel 

website design process but it conducted interviews with website designers 

to obtain insider’s information. Further details are presented in Chapter 3.  

 

2.3.5.3 Socio-cognitive Perspective  

 

The socio-cognitive aspect of genre study is investigated by Berkenkotter 

and Huckin (1995). They state that “genres are inherently dynamic 

rhetorical structures that can be manipulated according to the conditions of 

use, and … genre knowledge is therefore best conceptualized as a form of 

situated cognition embedded in disciplinary activities” (ibid: 3). Similarly, 

“situated cognition” as discussed by Brown, Collins and Dugid (1989) and 

Rogoff (1990), has two major components: the cognitive aspect explains 

the processes of learning and the structures of the individuals’ knowledge, 

and the situated aspect emphasizes the interactive system and the resulting 
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trajectories of individual participation in real-life situations. This means 

that the activities of a person and the situated environment are mutually 

constructed as a whole.  

 

Some examples of socio-cognitive studies of genres are reviewed in the 

following (e.g., Bazerman, 2000; Bhatia, 2000, Myers, 2000, Trosborg, 

2000, Zhu, 2005, Osman, 2006). Trosborg (2000) suggests that the 

inaugural address of American presidents is a special genre involving 

special symbolic functions. She analyses Clinton’s 1993 address paying 

special attention to communicative functions and rhetorical strategies. The 

findings point to specific characteristics of the address such as confirming 

the presidential role, constructing the presidential identity, and speaking 

with the official voice. Myers (2000) studies the relations between old 

genres and new technologies. For example, lectures have been revised to 

use Powerpoint presentation packages. This change in technology has 

changed the format, structure and reception of lectures. He concludes that 

neither institutional pressures nor technological changes alone determine 

the development of genres; genres are better seen as resulting from the 

interactions of the various strategies of multiple factors. Similarly, the 

development of the genre of hotel homepages may also be affected by the 

change of technology, institutional pressures and also other multiple 

factors which need exploration.  

 

Osman (2006) investigates the socio-cognitive strategies used in a 

promotional professional genre of university brochures (ibid: 39). She 

identifies ten rhetorical moves and three types of socio-cognitive strategies 

used to realise the moves: 1) informative strategies, 2) promotional 

strategies; and 3) corporate strategies. Informative strategies are shown in 

the moves which provide general information about the universities; 

promotional strategies are the use slogans and the way that the universities 

highlight the quality of the academic programmes and facilities; and 

corporate strategies are realised by the overall visual presentation of the 

universities’ images and mission statements (ibid: 42). The analysis shows 

that the moves are affected by the consumer culture and appear to promote 
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the universities more than to inform readers about the university. Out of 

the ten moves examined, seven moves use promotional strategies and one 

uses corporate strategies (ibid: 49). Osman (2006) provides a useful 

example of analysing socio-cognitive strategies which can be integrated 

into Bhatia’s (2004) socio-cognitive perspective for the purposes of 

analysing hotel homepages. Osman’s (2006) definition of corporate 

strategy could be integrated into the realm of promotional strategy. Osman 

(2006) only examines three of the ten moves (i.e. attracting readers’ 

attention, targeting the market, and establishing credentials) and does not 

examine images. 

 

2.3.5.4 Socio-critical Perspective  

 

The “socio-critical perspective” (Bhatia, 2004) is closely connected with 

critical discourse analysis (CDA). CDA is the study of “the relationship 

between discourse and power” (van Dijk, 2001: 363). CDA is critical 

because it seeks to discern connections between language and other 

elements in social life which are often opaque. It includes how language 

works within social relations of power and domination; how language 

works ideologically; and the negotiation of personal and social identities in 

its linguistic and semiotic aspects. Moreover, it is critical as it is committed 

to progressive social change (Fairclough, 2001). These ideas are similar to 

the socio-critical perspective of Bhatia (2004). The present study adopts 

this approach to examine how social change affects the design of hotel 

websites.   

 

Researchers investigate the role of discursive practices in constructing and 

constituting power relations among professionals and clients but none of 

them examine hotel websites. Todd (1989) and Fisher (1991) document 

how doctors’ medical and technical concerns prevail in interactions with 

patients. In the legal field, Walker (1987) investigates the interactional 

control exerted by questioners in legal settings; Ehrlich (1998) explores the 

discursive means by which a defendant in a sexual assault tribunal attempts 

to represent or construct himself as an innocent.  
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There are also studies of political interviews, counselling and job 

interviews using the critical discourse analysis approach. Fairclough 

(1989), for example, analyses an interview with Margaret Thatcher. He 

describes and explains how the discourse, that combines authority with 

popular solidarity, is able to create an “authoritarian populism” and 

effectively persuades Thatcher’s audience over to her vision by making it 

their vision. Brookes (1995) illustrates the neo-colonial racism evident in 

the portrayal of Africa and Africans in two British newspapers using the 

critical linguistic paradigm. Teo (2000) adopts the CDA approach to study 

the ideological construction of racism shown within the structure of 

newspaper reporting. These studies show that CDA considers the socio-

political elements which shape discourse.  

 

The above reviews discuss the three traditions of genre analysis and the 

multidimensional and multiperspective model of genre analysis (Bhatia, 

2004) which is adopted in the present study. The following section reviews 

the literature related to digital genre analysis.  

 

2. 4 Digital Genre 

 

“Cybergenre” is coined by Yates and Orlikowski (1992) to refer to 

electronic communication genres in organizations, such as electronic mails, 

fax and websites. Hotel websites may be regarded as one of the 

cybergenres. Yates and Orlikowski (1992) find that genres change over 

time with the advancement of technology and as communicators learn 

innovative techniques, for example, from memo genre to electronic mail 

genre. Building on Yates and Orlikowski (1992), Ryan, Field & Olfman 

(2002) examine homepage genres by analysing the evolution of U.S. state 

government homepages. Their findings reveal that “content shows greater 

difference as the web evolves, while functionality has shown decreased 

variation” (ibid: 1127). Content, i.e. the amount of information, has 

become the most crucial aspect and functionality i.e. the user interface or 

means or access on the webpage, has become similar over time as website 
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designers may have had the same functionality lessons (ibid: 1127). In the 

present study, the change of hotel website design will be investigated.   

 

In the analysis of “cybergenres”, Shepherd and Watters (1998) find that 

while these genres are characterized by content and form, cybergenres can 

be characterized by content, form and functionality (ibid: 1). They propose 

the following fuzzy taxonomy of the classes of cybergenres (ibid: 2).  

 

 
Figure 2.1 The Evolution of Cybergenres (Shepherd and Watters, 1998: 

2) 

 

Figure 2.1 shows that cybergenres can be extent or novel. Extant 

cybergenres are based on genres that have already existed in other media, 

for example, the earliest versions of electronic news are based on 

traditional newspapers with the same content and form. Similarly, the first 

computer-based dictionaries were a simple reproduction of paper 

dictionaries. If the genre is changed by the development of technology, it 

becomes a variant genre in which the content and form may be different 

with new functionalities, e.g., the inclusion of video clips and hyperlinks in 

electronic newspapers, and value added features such as hyperlinks of 

word search and multiple subject views in online math dictionary (ibid: 3). 

Novel genres that fully rely on the new medium include emergent and 

spontaneous genres (ibid: 3). Personalized news is an example of novel 

genres as they are emergent with personal agents filtering the incoming 

news to suit a particular reader’s interest. Another example is math 
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resource in which the genre has evolved up to the extent that it is no longer 

merely a math dictionary. It has new functionality which allows users to 

interact with the contents directly by drawing graphics, using 3D 

renderings and entering values for computation (ibid: 5). Spontaneous 

cybergenres have “no counterpart in other media”, such as homepage and 

hotlist (ibid: 3), and hotel websites may be regarded as spontaneous 

cybergenres.  

 

Similarly, Eriksen and Ihlstrom (2000) study the evolution of web genres 

by investigating three Scandinavian news sites from 1996-1999. Their 

analysis is based on the content, form and rationale of the new sites. Table 

2.2 shows the genre features that are typical for web news sites during the 

time period.  

 

Table 2.2 Genre features of new sites (Eriksen and Ihlstrom, 2000: 5) 

Element Function 

Headlines To present stories of highest general 

interest. 

News stream To present recent stories ordered by 

publishing time. 

Hard News sections To present recent stories related to 

specific theme. 

Soft news sections To present stories related to specific 

theme. 

Archive To allow access to historical 

articles.  

 

Out of the five features, the archive and the news streams have emerged as 

a new characteristic of the web news media (ibid: 8). Moreover, there is a 

hard news trajectory and a soft news trajectory on the web news sites. 

Elements of news stream, headlines and theme sections are the current 

features on hard news. Web news sites also offer archives and theme 

sections on soft news (ibid: 9). Eriksen and Ihlstrom (2000) conduct a 
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longitudinal rather than a snapshot study of newspaper genres as it is 

essential to investigate the developmental process of genres with the 

advancement of technology when analysing the evolution of genres. 

Similarly, Boese and Howe (2005) also examine the effects of web 

document evolution on genre classification. They analyse corpora of 

webpages the 1999 and 2005 versions available in the Internet Archive 

website. The finding shows that one genre could evolve over time to 

become another genre (e.g., student to faculty homepage). For instance, 

student homepage genre has changed greatly as students have graduated 

and students who become faculty members, resulting in the similarity 

between the old and new versions of a webpage (ibid: 8). The style and 

readability of the old and new webpages are rather similar, and 33 common 

features are found in both the old and new corpora which imply that some 

genres such as “download”, “site”, and “fax” rarely change over time (ibid: 

7). The present study will investigate the evolution of hotel homepages by 

comparing the old and new versions of website design to examine whether 

features of hotel websites have changed over time.  

 

Apart from the genre of online news websites, Crowston and William 

(1997) identify 48 different genres on 1000 webpages (Figure 2.2) and the 

count of genres found (Figure 2.3). 

 

 
Figure 2.2 48 different genres (Crowston and William, 1997) 
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Figure 2.3 Count of genres found (Crowston and William, 1997) 

Figure 2.2 and Figure 2.3 above show that most of the webpages are 

reproduced genres or combinations of genres in which genres are 

embedded in other genres e.g., ebooks with the same content and form as 

printed books, a newsletter combining a survey and one page that contains 

ratings for zines with links to longer reviews (Crowston and William, 1997: 

8). These show that technology leads to novel applications of webpages. 

There are few pages which seem to be novel genres, such as hotlist, 

homepage and web server statistic. There are genres, namely an online 

book and a glossary, that reveal signs of adaptation by links which create 

innovative variation of the traditional genre. An online book has a list of 

chapters and each of the chapter is linked by the table of contents while a 

glossary could be identified by hyperlinks from a document to a separate 

page. A small number of pages such as emails are unclassifiable because 

they are incomplete and not categorized by time or author.  

 

Later, Shepherd and Watters (1999) examine the content, form and 

function of web documents by conducting a survey to categorize the 48 

genres into the 5 cybergenres. They sample and categorize the randomly 

selected webpages. The sample has parts of documents and also whole 

documents. Table 2.3 shows the content, form and functionality of web 

documents found in the studies of Shepherd and Watter (1999) and 

Crowston and William (1997).  
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Table 2.3 Content, form and functionality of web documents 

(Shephard and Watters 1999: 2) 

 

Cybergenre 

 
Content  Form Functionality Shepherd 

& 

Watters 

(1999) 

Crowston 

& 

William 

(1997) 

Homepage information 
about 
person/company 

introduction 
hierarchical 
images 
animated 
images 

browsing 
e-mail 

0.40 0.10 

Brochure Products and 
services 

shallow 
hierarchy 
high-impact 
visual 

browsing 
e-mail 

0.17 0.06 

Resource subject-specific 
information 

hierarchical 
images 
video 
audio 

browsing 
e-mail 
search 
discussion 
interaction 

0.35 0.82 

Catalogue products and 
services 

hierarchical 
images 

browsing 
e-mail 
ordering & 
inquiry 
search 
on-line 
ordering 
on-line 
enquire 

0.05 0.02 

Game challenge to 
user 
scenarios 
rules 

animation 
audio 
video 
scenes 

high level of 
interactivity 
collaborative 
computing 

0.03 0.00 

 

A comparison of the findings of Shepherd and Watters (1999) and 

Crowston and William (1997) (Table 2.3) shows significant differences in 

the proportions of cybergenres with a larger proportion of the genres of 

homepages, brochures, catalogues and games in the study of Shepherd and 

Watters (1999). This suggests that significant changes have happened on 

the Web in two years, and personal/company homepages are gaining 

importance on the Web. These findings help to explain why the present 

study investigates hotel homepages and also make comparisons between 

the old (websites designed before 2008) and new versions (websites 

designed in 2010) of the hotel homepages as significant changes might 

occur on the Web within a short period of time. By combining the two 

classification schemes of Shepherd and Watters (1998) and Crowston and 
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Williams (1997), a greater range of web-based genre typologies is covered; 

they are: reproduced/replicated genre, adapted/variant genres, 

emergent/novel genres, spontaneous genres and unclassified webpages.  

 

Crowston and William’s (1997) study is only limited to the genres of 

single web pages. However, documents may spread across many webpages. 

Hence, Crowston and Williams (1999) examine the patterns of linkage in 

the Frequently Asked Questions file to see how the division of documents 

into pages affects document form. Four clusters of link usage are revealed 

from their analysis: no links, links primarily within the file, links primarily 

to other pages on the same host, and links primarily to other pages on 

another host (ibid: 2). They argue that only linking that affects the purpose 

of the document changes the genre of the document,  and that pagination 

changes do not affect the genre. Links that tie together document pieces 

just recreate the existing FAQ genre. Links that offer navigation within the 

document or link to other information sources extend and adapt the FAQ 

genre (ibid: 2). Since links affect online document form, the present study 

also examines hyperlinks in terms of the common types of hyperlinks on 

the homepages, their optionality, language, intertextuality and 

interdiscursivity. 

 

Similarly, Askehave and Nielsen (2005) investigate the functions of links 

that incorporate homepages. They propose that the communicative purpose 

of providing access to the website is realised by “hyperlinks that tie the 

text chunks together to form a web structure” (ibid: 132), and that “web 

genres cannot be characterized as genres in isolation from their medium” 

(ibid: 138). A two-dimensional model is established which is based on an 

extension of Swales’s genre model in which communicative purposes are 

realized in two modes: reading and navigating modes (Askehave and 

Nielsen, 2005: 123). The analysis of both the reading and navigating 

modes can be mapped into the textual analysis in the present study.  

 

The data analysed in Askehave and Nielsen’s (2005) study is a corporate 

homepage from the corporate website of a large European industrial 
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company. The findings of Askehave and Nielsen (2005) show that placing 

links to the homepage enables the navigator to “move on” and to connect 

items on the website meaningfully and sensibly (ibid: 138). They identify 

two types of links: “generic links” and “specific links” (ibid: 133). Generic 

links are links that offer “access to the main topics on a website” (ibid: 

133). They are static and descriptive (ibid: 133), often realised by a noun 

phrase, such as “investor” in the menu bar. Specific links are links that 

serve as “previews of what is to come” (ibid: 134), usually introduced by 

“leads” which explain “the relevance of the link” (ibid: 134). The lead 

“presents the topic” and is the actual ‘gateway’ (ibid: 126). These generic 

and specific links may also be found on hotel websites.  

 

Askehave and Nielsen (2005) identify nine moves from the corporate 

homepage. They are “attracting attention” which is the photograph of the 

homepage, “greeting” which establishes a welcoming feeling to readers, 

“identifying sender” which is often realised by a logo and informs readers 

about the web-owner, “indicating content structure” which is the menu bar 

of the homepages that provides readers an overview of the content of the 

website, “detailing (selected) content” which offers small news summaries, 

“establishing credentials” which builds up a trustworthy image of the 

company, “establishing contact” which provides contact information to 

readers, “establishing a (discourse) community” which is often realised by 

a login facility that allows frequent readers to establish communities, and 

“promoting an external organisation” which is in the form of banner 

advertisement that promotes another company (ibid: 131-132). The 

findings of Askehave and Nielsen (2005) are used in the analysis of moves 

of hotel homepages. However, they are merely based on “a brief look of 

various corporate homepages” (Askehave & Nielsen, 2005: 131). 

Askehave & Nielsen (2005) do not specify what kinds of corporate 

homepages they use as the data for the move structure analysis. Moreover, 

Askehave & Nielsen (2005) neither analyse the moves in detail nor explain 

if the moves are obligatory or optional. Their analysis is only an initial 

analysis with the aim of proposing and testing an analytical framework for 

genre analysis with consideration of the WWW medium (ibid: 129). They 
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attempt to extend Swales’ genre analysis model to account for the genre 

characteristics of non-linear, multi-modal homepages. Askehave & 

Nielsen’s (2005) concept of extending Swales’ genre analysis model, with 

the inclusion of navigating mode analysis, i.e. analysing links in web 

documents, can similarly be applied to the present study to extend Bhatia’s 

(2004) multidimensional and multiperspective model of genre analysis to 

hotel homepages with the addition of navigating mode analysis. 

Medina et. al. (2005) also investigate the digital genres of 27 computer 

hardware corporate websites by describing some linguistic, semiotic and 

pragmatic properties regarding function and functionality (ibid: 126). The 

analysis consists of images, linguistic markers and functionality. The 

analysis of images shows that photographs of hardware products occur 

most frequently, and that images with text are mostly located at the top, at 

the bottom and in the body of the page (ibid: 143). Imperative and present 

simple tenses are found to be dominant. First person pronouns “we” and 

“us” are often used. Internal links are mostly composed of text with a high 

frequency of text with images which are concentrated in navigation menus 

at the top of the page (ibid: 142-143). Medina et. al. (2005) offer general 

guidelines for the analysis of hotel homepages. However, the study is 

rather descriptive. Explanation to the reasons behind the use of different 

images, linguistic markers and functionality are not given. The present 

study goes beyond descriptive content analysis by exploring the use of 

language, images and hyperlinks from a multidimensional perspective 

(Bhatia, 2004).  

 

Finally, in addition to identifying the patterns of links, Medina et. al.’s 

(2005) framework for analysing the software company websites can be 

applied to hotel website analysis. The following aspects can be included to 

analyse hotel websites.  

Images:  

- Type: whether it is a banner, a logo, a photograph, an icon or other. 

- Content: product, person, own logo, other company’s logo or 

other. 

- Position within the web pages 
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- Whether it is animated or not. 

Linguistic marker: 

- Verbs: person, number, tense, voice and semantic content. 

- Personal pronouns: person, number and function. 

- Adjectives: position, semantic content. 

Functionality: 

- Hypertext: internal and external links (type, position and 

syntactical structure) (Medina et.al, 2005: 127-128).  

 

Medina et. al. (2005: 127) suggest that a website is expressed by images, 

linguistic markers and functionality. According to Bolter (1991, cited in 

Medina et. al., 2005), verbal text competes for readers’ attention with 

iconic elements in the visual space of a computer screen. Investigating 

images through their types, content, position, state and linguistic markers 

can illustrate how hotels present themselves and communicate with 

audiences through their websites. Moreover, examining the functionality 

through the types, position and types of hyperlinks will contribute to 

identifying the current functionality features of hotel websites. These three 

aspects can be integrated into the textual perspective of Bhatia’s (2004) 

multidimensional model of genre analysis to investigate the functionality 

and to characterize the genre of hotel websites. 

 

Also examining the structural and functional features of digital genres, 

Herring et. al. (2004) conduct a content analysis of 203 randomly selected 

US weblogs. They first investigate the demographic characteristics of the 

blog authors and the purpose of the blog, followed by the structure and 

popular definitions of blogs. Finally, they evaluate the claims about the 

frequency with which blogs are updated (ibid: 3). The results of the content 

analysis of Herring et. al. (2004) support some of the claims made about 

blogs. Their study finds that the primary purpose of the blogs is personal 

journal type, followed by filter blogs, k-log, mixed blog and others which 

serve miscellaneous functions (ibid: 6). There are also gender and age 

differences in blog purposes. Females and teens create personal journals 

more than males and adults (ibid: 6), and filter blogs, k-logs, and mixed 
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blogs are created almost exclusively by adult males. The most frequent 

structural features are archives, badges, images and comments (ibid: 7). In 

terms of the patterns of linking, most of the links lead to non-blog websites 

created by others. Only about half of the blogs link to other blogs and few 

links to news sites (ibid: 8). This is in contrast to the popular 

characterization of blogs as heavily interlinked to external events. The 

most frequent information contained in the entry header are the date and 

title of the entry. The footer typically contains the time of posting, the 

author’s name, and links to a permanent copy of the entry stored elsewhere 

on the site (ibid: 8). Moreover, entries do not continue to collect comments 

as time goes by, but are only commented on while they are new (ibid: 8). 

Herring et. al. (2004) conclude that “blogs share similarities with other 

digital genres, including the personal homepage” (ibid: 10). Blogs convey 

demographic information about their authors through sidebars and links. 

This suggests that blogs are “a hybrid of existing genres” (ibid: 10). They 

are neither unique nor reproduced, as suggested by Crowston and William 

(1997). The present study will also examine whether or not hotel 

homepages are one of the hybrid genres.  

 

Similarly, Dillon and Gushrowski (2000) examine the genre of personal 

homepages supplemented by a survey of user perceptions of the form and 

content of homepages. The print-outs of the pages are presented to fifty-

seven students in three graduate level classes in Information Science who 

are asked to rank their preferences of homepage design, select the elements 

that they think should be included in a good personal homepage, and add 

further suggestions for inclusion (ibid: 3). The findings show that there is a 

good fit between user preferences and the presence or absence of 

common/rare elements” (ibid: 4). The email addresses, title, external links 

and a page with one to four graphics are found to be the most preferred 

elements of a good homepage (ibid: 5). The study concludes that users’ 

ideas of what a personal homepage should contain are “broadly agreed 

upon” and the study reflect existing homepage contents (ibid: 6). The 

shared matching of expectation and preference suggests that “the personal 

homepage might be the first unique digital information genre” (ibid: 6).  
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Eriksen and Ihlstrom (2000) conduct a longitudinal study of online 

newspaper genres. Apart from looking at the purpose, content and form of 

news sites, they examine the opinions of the website producers (ibid: 2). 

Their study shows that web news genre changes over time, and that the 

production of genre is related to social practices where one has to include 

the views of producers when analysing digital genres. This suggests that it 

is important to investigate the production of hotel websites when analysing 

the genre of hotel homepages.  

  

Hyperlinks do not only affect the communicative purpose of digital 

documents, but also change the genre of the documents and extend the 

existing genre (Crowston and William, 1999: 2) because the structure of 

corporate websites is hybrid in nature and commonly consists of various 

information nodes, some of which have different digital genres on their 

own (Medina et.al., 2005: 126). The implication of Crowston and 

William’s (1999) study is that apart from giving generic labels to 

hyperlinks, it is also important to investigate the change of genre types 

through the patterns of linking on hotel websites, for example, links that 

link to the same page, to other pages on the same host, or pages to other 

host. Hence, not only communicative purposes can be found from 

hyperlinks, but also intertextuality and interdiscursivity; for example, 

hyperlinks of awards on the hotel homepages. The analysis of 

intertextuality and interdiscursivity of hotel websites can be conducted 

through investigating the patterns of links and how links draw different 

sources together to form hybrid genres.  

 

Apart from examining genre evolution and identifying web genres, Yates 

and Sumner (1997) develop a theoretical model of factors that affects the 

production and consumption of digital documents. They suggest that 

technology, social practices, genre and social context affect the fixity in 

digital document production. Fixity refers to “the reliability of texts not to 

change over space and time” (ibid: 1). The evolution of documents is not 

only a result of technology. It also requires the consent of the discourse 
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community (ibid: 3). Hence genres provide fixity as they are based on the 

social practices of a discourse community. Yates and Sumner’s (1997) 

model is similar to part of the Bhatia’s (2004) multidimensional and 

multiperspective model of analysing genres which also accounts for the 

technology, social practices and context (modes available for genre 

construction) in the ethnographic and socio-critical perspectives. 

Genres are based on social practices. Luders et.al. (2011) examine online 

diaries and camphone self-portraits, suggesting that communication is a 

social process characterized by change and continuity. Their analysis 

shows that online diaries are different from paper diaries in that paper 

diaries are basically private while online diaries are not. Users need to 

learn the genre conventions from reading other online diaries and rely on 

the writing practices of others (ibid: 956). For example, camphone self-

portraits shares conventions with traditional self-portraits where they 

emerge from. However, they change from being an exclusive high art for 

bourgeois to an extensive common art form for ordinary people (ibid: 960).  

 

Luders et.al. (2011) argue that genre concept helps people to understand 

emerging communicative practices and that genre is influenced by both 

media and textual practices. Hence, analysing hotel homepage as a genre 

also helps us to understand the extent of stability and innovation of a 

particular type of professional text over time. It enables the research to 

examine the changes involved in digital media.  
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Based on the above review, Table 2.4 summarizes the areas that 

researchers have investigated in digital genre analysis.  

Table 2.4 A summary of digital genre research studies 

Areas Examples Data 

Identifying or 
classifying 
genres/sub-genres 

Crowston and William 
(1997), Shepherd and 
Watters (1999) Dillion 
and Gushrowski (2000) 

Net advert, random selection of 
webpages, personal homepages,  

Identifying 
features/textual 
patterns/ links 

Askehave and Nielsen 
(2005),  
Crowston and William 
(1999), Herring et.al. 
(2004) 

Industrial corporate homepages, FAQ 
webpages, weblogs 

Evolution of genre Yates and Orlikowski 
(1992), 
Eriksen and  Ihlstrom 
(2000), 
Boese and Howe (2005) 
Luders et.al. (2011) 

News websites,  Government 
homepages, corpora of random 
webpages, online diaries and 
camphones 

Developing models 
for digital genre 
analysis 

Yates and Summer 
(1997), 
Askehave, I. & Nielsen, 
A. E. (2005) 

Corpus of computer-mediated 
communication, 
Corporate homepage 

Functionality  Shepherd and Watters 
(1998), 
Medina et.al. (2005) 

Computer hardware corporate 
websites 

 

Table 2.4 shows common focuses of research on digital genre. Some 

research studies investigate the functionality of web documents and links 

(e.g., Askehave and Nielsen, 2005, and Crowston and William, 1999). 

Others attempt to identify genres and textual features of web documents 

(e.g., Herring et.al., 2004, Crowston and William, 1997, Shepherd and 

Watters, 1999). There are research studies looking at genre evolution 

(Yates and Orlikowski, 1992, Eriksen and  Ihlstrom, 2000, Boese and 

Howe, 2005), including how digital genres replicate genres of printed texts 

and how people exploit technology to form new types of genres, such as 

personal homepages, corporate homepages and online newspapers. 

However, none of the studies have investigated hotel websites. As 

mentioned in Chapter 1, the hotel industry is growing in Hong Kong and 

websites constitute a significant means of facilitating business, the present 
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study investigates the genre of hotel websites by using the 

multidimensional and multiperspective approach (Bhatia, 2004). 

 

The above reviews the literature related to digital genre analysis with the 

aim to identify common pages on digital texts which offer insights on the 

ways of identifying the genre of hotel homepages in the present study. 

Apart from reviewing digital genre research, Appraisal analysis, the study 

of evaluative meaning, is reviewed in the following section as Bhatia (1997: 

188) states that in most promotional and advertising genres, companies 

tend to evaluate products positively in order to form “the basis of selling 

power”. Thus, Appraisal analysis (Martin and White, 2005) is adopted to 

examine the attitudinal meanings of the hotels which could establish the 

interpersonal relationships with readers.  

 

2.5 Appraisal analysis  

 

The analysis of attitudinal meanings of the hotel homepages is conducted 

by using the framework of Appraisal analysis within a Systemic Functional 

Linguistics (SFL) approach. SFL have three basic functions of language i.e. 

ideational metafunction which makes sense of our experience, 

interpersonal metafunction which realizes our social relationships, and 

textual metafunction which constructs coherent texts (Halliday, 1985). The 

present study deals with the interpersonal meaning of the language (i.e. 

evaluation) of hotel homepages. Martin and White (2005) examine the 

language of evaluation. The framework they proposed is concerned with 

how writers align or disalign themselves with the audience and how they 

construct their texts for the intended audience (ibid: 1). Martin and White 

(2005) is adopted for examining the interpersonal values in the 

introductory texts of the hotel homepages. 

 

Appraisal refers to evaluation. Appraisal analysis is an approach to 

examine how language is used to evaluate and construct interpersonal 

relationships so as to explore how different genres may conventionally use 

different evaluative strategies Martin and White (2005). It helps 
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researchers to evaluate attitudinal meaning of texts in a systematic way. As 

shown in Figure 2.4, the system network of Appraisal framework has three 

domains: “attitude”, “graduation”, and “engagement”. The square brackets 

show a choice between either one or the other and the curly brackets refer 

to options with the “potential to be construed” (Hood, 2010: 25).  

 
Figure 2.4 Appraisal framework (Martin and White, 2005: 38) 

In the present study, Appraisal analysis is conducted to examine the 

different attitudes used on the texts of hotel homepages through lexico-

grammatical choices. “Attitude” is “concerned with our feelings” (Martin 

and White, 2005: 35). This includes “emotional reactions, judgments of 

behaviour and the evaluation of things” (ibid: 35), e.g., each one of the 

hotel’s opulent guest rooms is comfortable and stylish and equipped with 

advanced technology for the convenience of hotel guests. “Graduation” 

refers to the grading of phenomena where feelings are intensified and 

categories blurred (ibid: 35), e.g., impeccable food and service). 

“Engagement” is about “sourcing attitudes and the play of voices around 

opinions”. (ibid: 35), e.g., the legendary "Grande Dame of the Far East" 

continues to set hotel standards worldwide.  
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2.5.1 Attitude  

 

The language for expressing attitude is categorized into three systems: 

“affect”, “judgment” and “appreciation” (Martin and White, 2005: 40), 

which are the semantic domains related to emotional responses, moral 

assessments of behaviour and aesthetic judgments of things and can be 

found on the texts of the hotel homepages. Each system has a positive and 

negative dimension. The present study explores the types of attitude used 

in the genre of hotel homepages. “Affect” is about “registering positive and 

negative feelings” (ibid: 42), e.g., you”ll feel refreshed and inspired. 

“Judgment” is related to “attitudes towards behaviour”, which people 

admire or criticize, praise or condemn (ibid: 42), including “social esteem” 

which involves the assessments of people’s normality (how unusual 

someone is?), e.g., our legendary staff, tenacity (inclination), e.g., warm 

and caring people, capacity (how dependable people are?), e.g., expert 

guidance of the hotel’s Catering and Conference Services team, and “social 

sanction” which refers to more morally charged assessments of veracity 

(truth) and propriety (ethnics) (ibid: 42). 

  

Appreciation includes “evaluations of semiotic and natural phenomena 

according to the ways that they are valued or not in a given field” (ibid: 43). 

It evaluation things and is divided into “reaction” (impact and quality), e.g., 

Felix offers a sleek and stylish city rendezvous with stunning views across 

the harbor, “composition” (balance and complexity), e.g., ESPA is a 

harmonious combination of The Peninsula's legendary service and “social 

valuation” (the importance of the phenomena in a given social context) 

(ibid: 56), e.g., Renowned as one of the best French restaurants in Asia…. 

 

 

2.5.2 Graduation  

 

“Graduation” is concerned with gradability (Martin and White, 2005: 137) 

which is achieved by raising or lowering the “force” of the gradable 
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resources by means of intensification and quantification (ibid: 137). The 

present study investigates to what extent hotels employ graduation to 

enhance the intensity and quantity of the lexical features on the hotel 

homepages. Intensification can be divided into two broad lexico-

grammatical classes i.e. “isolating” and “infusing” (ibid: 141-143). The 

notion of differentiation refers to whether the up-scaling/down-scaling is 

realised by an individual item which merely carries out the function of 

setting the level of intensity, e.g., slightly, very greatly, or whether the 

up/down-scaling is fused with a meaning which serves some other 

semantic functions, e.g., happy ^ ecstatic; trickled ^ poured (ibid: 141, 148). 

Intensification can also be realised through repetition either by repeating 

the words, e.g., hot hot hot or by the assembling of lists of terms which are 

semantically closely related, e.g., stylish, timeless and elegant (ibid: 144). 

The realization of isolated intensifications is either grammatical, e.g., very 

stylish or lexical, e.g.,  ideally situated (ibid: 148). Lexical intensifications 

of qualities are typically attitudinal, e.g., amazingly, dreadfully, and 

beautifully and lexical intensifications of processes are not typically 

attitudinal, e.g., moved swiftly, stared intently (ibid: 148). Quantification 

includes the scaling of amount, e.g., size, weight, strength, and number, 

extent in time and space (how widely distributed, how long lasting) and the 

proximity in time and space (how near, how recent) (ibid: 148). It is 

typically made through an isolated term performing as a modifier of the 

graduated entity, e.g., many, large, heavy, near, recent, and long-lasting. 

Sometimes there are infusions which involve the use of metaphor, e.g., 

mountainous seas (ibid: 147).  

 

“Graduation” can also be made by “sharpening or softening the “focus” of 

the non-gradable resources according to prototypicality and the preciseness 

by which category boundaries are drawn” (Martin and White, 2005: 37). 

Under focus, we can up-scale or “sharpen” the specification so that 

prototypicality is indicated, e.g., a real father, a true friend or to down-

scale, or “soften” the specification to characterize a case as having only a 

marginal membership in the category, e.g., they sort of play jazz, they are 

kind of crazy (ibid: 137).  
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Martin and White (2005) graduation network focuses on entity. The 

graduation network has been later refined by Hood (2006) who examines 

values in academic writing. Focus not only applies to entities (Martin and 

White, 2005) but also to processes (Hood, 2006: 39). She suggested that 

processes can be focused by “fulfillment” with lack of “completion”, e.g., 

try to find or realization of propositional meaning of “actualization”, e.g., 

probably show, suggest. In terms of “valeur”, it can be divided into 

“authenticity”, e.g., in particular and “specificity”, e.g., real research. 

Based on the extended appraisal network, Hood (2010) examines the 

evaluative stance in academic writing through appraisal analysis of 

introductions of research articles. Inscribed attitude are found with 

attitudinal words which express affect, e.g., satisfied, appreciation of things, 

e.g., important, and judgment of people, e.g., ethical. Regarding graduation, 

abstract entity like, research is sharpened as real research and softened as 

sort of research; and processes can be softened by lacking in completion 

such as tried to show and possibly show or actualization such as seems to 

be arguing, indicates and suggests (Hood, 2010: 103, 104). The present 

study adopts Hood’s (2010) graduation network for the appraisal analysis.  

 

2.5.3 Engagement  

 

“Engagement” is the ways in which “resources such as projection, 

modality, polarity, concession and different comment adverbials position 

the writer/speaker in relation to the value position being proposed and with 

respect to the potential responses to that value position, by quoting or 

reporting, acknowledging a possibility, denying, countering, affirming and 

etc” (ibid: 36). “Engagement” resources are made between monoglossic 

and heteroglossic utterances (ibid: 104). The present study examines 

whether the texts of the hotel homepages are mainly monoglossic or 

heteroglossic. Monoglossic utterances are “bare assertions” (ibid: 98). In 

contrast, heteroglossic utterances are dialogized by which they “evoke 

other opinions” (ibid: 102). Heteroglossic utterances can be divided into 

two types: dialogic contraction and dialogic expansion (ibid: 102). 
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Dialogic contraction “closes down the space for dialogic alternatives” (ibid: 

103). The contractive resources can be further divided into two types: 

“disclaim” and “proclaim”. “Disclaim” rejects positions evoked or 

explicitly referenced by the author (ibid: 118). It includes “deny”, e.g., no, 

didn’t, never and “counter”, e.g., yet, although, but (ibid: 118, 120). 

“Proclaim” shows some degree of personal commitment of the 

speaker/writer’s proposition. It includes “concur”, e.g., of course, naturally, 

not surprisingly, “pronounce” (authorial emphases or explicit authorial 

interventions or interpolations, e.g., I contend…, The facts of the matter 

are that…, You must agree that… and “endorse” (formulations by which 

propositions sourced to external sources are construed by the authorial 

voice, e.g., show, prove, demonstrate, point out (ibid: 117- 118). Dialogic 

expansion allows “dialogically alternative positions and voices” (ibid: 102). 

The expansion resources are divided into “attribute” and “entertain” (ibid: 

117). “Attribute” is formulated by disassociating “the proposition from the 

text’s internal authorial voice by attributing to some external source” (ibid: 

111). It has has two sub-categories: “acknowledge” reporting verbs, e.g., 

say, report, declare, announce, believe and think (ibid: 112-113) and 

“distance” with “an explicit distancing of the authorial voice from the 

attributed material” to detach him/herself from the responsibility for what 

is being reported, that are report verbs, e.g., to claim and by certain uses of 

“scare” quotes (ibid: 113). “Entertain” refers to “how the authorial voice 

shows that its position is among one of the possible positions and therefore, 

makes dialogic space for those possibilities to a greater or lesser degrees” 

(ibid: 104). This is done with modal auxiliaries, e.g., may, might, could, etc, 

modal adjuncts, e.g., perhaps, probably, definitely, etc., modal attribute, 

e.g., it’s possible that, it’s likely that, etc., circumstances of the “in my 

view” type, certain mental verb/attribute projections, e.g., I suspect that, I 

think, I believe, and evidence/appearance-based postulations, e.g., it seems, 

it appears, etc. (ibid: 105). The distinction between “entertain” and 

“attribute” is that entertain values present the internal voice of the 

speaker/writer as the source, e.g., I believe, in my view while attributing 

values present some external voice, e.g., many Australians believe, in 

Dawkin’s view (ibid: 111).  
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The Appraisal frameworks (Martin and White, 2005 and Hood, 2010) 

reviewed above provide a way to analyse the types of language used to 

express evaluation in hotel homepages. They are highly relevant to the 

study with the aim to evaluate the interpersonal values through the 

semantic resources used by the website writers in the introductory texts (i.e. 

the short piece of written text which provides the general information 

about a hotel) of the hotels’ homepages.  

 

Martin and White’s (2005) appraisal framework is adopted by Gales (2011) 

to investigate interpersonal stance in threatening discourse. The analysis 

shows that threateners are emotionally detached from their acts and take 

stances to strengthen and weaken the degree of commitment. For example, 

using contracting utterances to close off the discourse so as to reinforce the 

threatener’s control, utilizing the modal expression may frequently to show 

a low level of probability which weakens the commitment of the authors, 

and using repetition as the graduation resource to support the authorial 

stance. Similarly, Hood and Forey (2008) draw on Appraisal theory 

(Martin and White, 2005) to explore the interpersonal intensity of call 

centre telephone conversations in the Philippines. The analysis shows that 

both callers and customer service representatives (CSRs) limit their 

expression of explicit attitude so as to avoid dichotomizing the effect of 

explicit positive and negative values. The callers are found to use force in 

terms of expressing the time taken, and the number of contacts, while 

CSRs tend to use resources of concessive contractors such as, just, actually, 

already. These studies illustrate that researchers can gain deeper 

understanding of the affective stances through Appraisal analysis which 

further justifies the rationale of using Appraisal analysis in the present 

study. 

 

Appraisal analysis is also used to evaluate medical discourse. Gallardo and 

Ferrari (2010) investigate how doctors view and evaluate their professional 

practice in a discussion forum. Attitude is found to be mostly negative. 

Doctors appraise their profession as a job with inscribed attitude of 
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appreciation such as risky, stressful and demanding, and affect of 

insecurity and uneasiness. They made negative judgment of social esteem 

towards the neglection of their own health. Gallardo and Ferrari (2010) 

illustrate how appraisal analysis is used for determining the ways that 

professionals perceive their job. Hence, appraisal analysis also be adopted 

to determine the attitude in construing the evaluative stance of the five star 

hotels in the present study.  

 

Hong (2008) examines the discourse of Mcdonald in responding to the 

unethical business practice criticism through appraisal analysis. The data 

analysed are CEO’s letters and a criticism leaflet. Appreciation is found to 

occur most in the 1997 CEO letters in which food is positively appraised in 

terms of quality and value such as “hotter, fresher and  better tasting” (ibid 

83), showing that McDonald arrogantly responds to criticism by focusing 

on its ‘taste’ to attract more business. In contrast, there is a change of tone 

in 2006 in which food is appraised by judgment e.g., “keep your eyes on 

the fires and  the right investment in new products” rather than 

appreciation so as to illustrate that McDonald evaluate food in relation to 

social sanction rather than its quality and value. Hong (2008) illustrates 

how Appraisal analysis helps analysts to examine the brand image of 

corporate discourse which could be useful for the analysis of brand image 

of the hotels in the present study.  

 

2.6 Multimodal research 

 

The present study also analyses visual images of the hotel homepages, 

following the view of Bhatia, Flowerdew and Jones (2008: 9) that 

multimodality is especially essential when one considers electronic media. 

van Leeuwen (2004: 18) states that linguists should pay attention to both 

verbal and visual communication as language is integrated with other 

semiotic modes in communication.  

 

The purpose of this section is to review the literature relating to research 

into multimodal discourses and communication, with a particular focus on 
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computer- and web-mediated communication. The first section focuses on 

reviewing Kress and van Leeuwen’s (1996, 2006) grammar of visual 

design and the second section deals with other aspects of visual image 

research studies, such as intersemiosis, corpus analysis of visual images, 

and multimodality analyses of advertisements and three dimensional 

objects.  

 

2.6.1 What is multimodality? 

 

Multimodality looks at representation, communication and interaction as 

something more than language. It extends the social interpretation of 

language and its meanings to the whole range of representational and 

communicational modes, such as image, writing, gesture, gaze, speech, and 

posture for making meaning that are used in a culture (Jewitt, 2009: 1). 

Kress and van Leeuwen (2001: 20) define multimodality as “the use of 

several semiotic modes in the design of a semiotic product or event”. 

Multimodality on hotel websites refers to different arrangements of 

semiotic modes, such as language, visual images and layouts, which 

contribute to meaning. 

  

Four assumptions of multimodality have been made. The first assumption 

is that “language is part of a multimodal ensemble” (Kress and van 

Leeuwen, 2001: 14). Representation and communication always draw on 

multiple modes and all of the modes contribute to meaning (Jewitt, 2009: 

14). This means that language is only one of the semiotic modes, among 

many, for hotel website designers to create meaning. The second 

assumption which is important to multimodal research is that each mode 

realizes different communicative work. All modes are shaped by cultural, 

historical and social uses to realize social functions and the choice of mode 

is “a major aspect of the epistemological shaping of knowledge and 

ideological design” (ibid: 15). The third assumption is that “people 

orchestrate meaning through their selection and configuration of modes” 

and hence “the interaction between modes is significant for meaning 

making” (ibid: 15). The final assumption is that the meanings of signs are 
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shaped by the norms and rules operating at the moment of sign-making and 

affected by the motivation and interests of a sign-maker in a specific social 

context (ibid: 15). The present study examines the norms and rules of hotel 

website design through interviewing the designers.  

 

2.6.2 Three approaches of multimodality  

 

According to Jewitt (2009), studies of multimodality can be generally 

divided into three main approaches: social semiotic approach (e.g., Kress 

and van Leeuwen, 2001); systemic functional grammar multimodal 

approach to discourse analysis (e.g., O’Toole, 1994, O’Halloran, 2004, 

O’Halloran, 2009, and Baldry and Tibault, 2006); and multimodal 

interactional analysis (e.g., Scollon and Scollon, 2003, Norris, 2004).  

 

2.6.2.1 Social semiotic multimodality  

 

Social semiotics is the study of signs and social semiotics is concerned 

with all human semiotic systems in which it investigates the social 

meaning conveyed by different signs and semiotic forms (Hodge and Kress, 

1988: 261). Halliday (1978) introduces social semiotics into linguistics by 

suggesting that researchers have to situate language in the social context 

and signs are material instantiation of three types of social meaning: the 

ideational, interpersonal and textual metafunctions. Thus, systemic 

functional grammar is part of the broad approach of social semiotics. 

Building on Halliday’s (1978) theories, Kress and van Leeuwen (1996) 

propose a framework for describing visual images and examine how the 

semiotic resources can be used to create interpersonal meanings.  

 

Kress and van Leeuwen (1996, 2006) introduce the concept of “semiotic 

landscape” which includes institutions, social groups and time periods that 

have their own history and specific features (ibid: 35). Their approach to 

analyzing image starts from a social base. Kress and van Leeuwen (1996, 

2006) explore the semiotic landscape by applying Halliday’s (1989) 

“metafunctions”. The framework will be explained in Chapter 3 Section 



77 
 

3.3.1. The social semiotics approach of Kress and van Leeuwen (1996, 

2006) is the most suitable framework for analysing images on hotel 

homepages for the present study as they regard discourse as macro-

political, social and institutional interests, which concurs with Bhatia’s 

(2004) framework that examines the social, professional and institutional 

practices  of genres. These two frameworks can be adopted together to 

analyse the genre of hotel homepages. Kress and van Leeuwen (1996, 2006) 

propose a useful model for analyzing images in the printed text, web-based 

text and moving texts. They offer the first comprehensive framework for 

analysing the grammar of visual images through investigating a wide range 

of examples, such as advertising images, drawings, and textbook 

illustration.  

 

Following the social semiotic approach to multimodality, Harrison (2003: 

46) illustrates Kress and van Leeuwen’s (1996) visual social semiotics 

framework for professional communicators to analyse images as there is an 

increasing demand for professional communicators to produce documents 

that include images. She analyses some imageries on multimodal printed 

documents and websites and suggests some simplified steps for novice 

image analysts. For example, she investigates a photograph from the 

homepage of the Supreme Court of the U.S. and shows that the use of high 

vertical angle “allows the photographer to glorify the Court by 

emphasizing the grandeur of its architecture and its classical elegance” 

(Harrison 2003: 48). Harrison (2003), based on Hammerich and Harrison 

(2002: 140-142), also provides definitions of index and icon on websites 

which could be applied to the analysis of visual images. An index is 

regarded as an image in which it is recognizable not because it is similar to 

an object or people, but because people could relate the image and the 

concept that it represents, for example an arrow  indicates “top of a 

page” (ibid: 50). An icon is regarded as an image which shows 

resemblance to an object or person, for example a house shape image  

represents the homepage of a website (ibid: 50). Harrison (2003) 
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presenting Kress and van Leeuwen (1996 and 2006) in an abridged way, 

illustrates the application of the framework on some multimodal 

documents which can be used as guidance for the image analysis hotel 

homepages. She also offers some suggestions for novice analysts to get 

started with visual image analysis, such as start with analysing simple 

images and use only one or two aspects of a chosen metafunction in early 

analyses (ibid: 58).  

 

Similarly, Machin (2007), adopting the complex framework of Kress and 

van Leeuwen’s (1996 and 2006) grammar of visual design and van 

Leeuwen’s (2006) typographic framework, and draws upon a wide range 

of samples, such as car advertisements, movie posters and photographs 

from the war in Iraq, to illustrate the applicability of the framework. His 

analysis shows that there are problems in the assumption that images are 

the same as language. It is difficult to divide images into individual 

components and the modality scales proposed by Kress and van Leeuwen 

(1996 and 2006) is unclear because the modality continuum is rather 

extreme in an “either or structure” (Machin 2007: 180). Machin (2007) 

offers an overview of Kress and van Leeuwen’s (1996 and 2006) 

framework and discusses whether images are exactly like language. The 

examples analysed in Machin (2007) can be used to compare with the 

findings of the present study. 

 

Almeida (2009) investigates the visual discourse of fashion doll 

advertisements retrieved from a toy website, by using Kress and van 

Leeuwen’s (1996) grammar of visual design. The analysis shows that the 

visual images aim to create the children’s group identity and promote 

values of positive self-fulfillment and fashion consumption. The dolls 

“represent contemporary teenage girls” and are mostly depicted as 

members of a group on a collective basis (Almeida 2009: 500). They also 

represent the image of upper middle class and ideal teenage appearance, i.e. 

“top-notch, funky, fashionable, cutting–edge and super-cool” (ibid: 500). 

Following Almeida (2009), the present study investigates the values that 

are promoted through the use of visual images on the hotel homepages.  
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Unlike Almeida (2009) which only focuses on analysing the 

advertisements on toys websites, Lemke (2002) investigates the overall 

organisation, the compositional unity of the image, background, colour, 

menu, logo and the cohesion of both text and visual images of the NASA 

website. He examines multimodality in hypertexts by looking at the 

presentational, orientational and organisational semiotic functions of the 

websites. For example, the menu icon and the displayed globe image on 

the website are cohesive visually, as evidenced in the similarity of the 

round shape and dominant colour of green (ibid: 316). The names of the 

links are cohesively tied by thematic collocation (i.e. “biosphere”, 

synonymy; “vegetation”, meronymy; “chlorophyll”, collocation) (ibid: 

316). Lemke (2002) suggests that text and image contextualize one each 

other and influence the interpretation of readers (ibid: 322), and unlike 

traditional texts which are monological, hypertextuality allows complex 

dialogical relationship with readers and authors have less power to make 

traditional monological arguments. This suggests that there is no default 

reading sequence for hotel websites. Moreover, the cohesion between text 

and visual images can be added into the compositional metafunction of 

Kress and van Leeuwen’s (1996 and 2006) framework for image analysis 

of hotel homepages. 

  

Knox (2009) explores the design of thumbnails on newspaper homepages 

by applying tools of systemic functional semiotics. He argues that 

“thumbnails function less as images” (ibid: 145, and finds that the use of 

thumbnails images on the newspaper homepage has increased over time. 

Thumbnail images on online homepage are of a small size. The small size 

and extreme close-up of thumbnails make the construction of interpersonal 

meaning less effective (ibid: 153). The thumbnails are embedded within 

their newsbites rather than standing separately or dominantly on the page. 

They are related to the verbal text in ways which are similar to the initials 

of manuscripts and the emoticons of computer-mediated texts (ibid: 165). 

Like online newspaper, hotel homepages also include thumbnails and 
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Knox (2009) analysis of thumbnails is applicable to the investigation of 

thumbnails on hotel homepages.  

 

In addition to website studies, other studies using Kress and van 

Leeuwen’s (1996) social semiotics approach to multimodality include 

Jewitt and Oyama (2001) who explore sexual health materials based on the 

social semiotic visual analysis. The analysis shows that “visual polarization 

of men and women conflicted with the verbal assertion” (ibid: 155). The 

images presented men in a negative way and women in a positive way. 

Men are shown as sexually knowing and irresponsible and women are 

innocent and responsible (ibid: 155). Jewitt and Oyama (2001) suggest that 

exploring the action processes, symbolic attributes and composition of 

images by adopting Kress and van Leeuwen’s (1996) is “effective in 

bringing out hidden meanings” of sexual health promotional materials (ibid: 

154). Hence, Jewitt and Oyama’s (2001) study provides insights on 

investigating the meaning behind the visual images of hotel homepages.  

 

Lock (2003) examines the cultural identities reflected in visual and 

linguistic resources by looking at a corpus of 75 ads photographs taken in 

Hong Kong Mass Transit Railway. Halliday’s (1991) perspective on the 

relationship between text and context and Kress and van Leeuwen’s (1996) 

framework are adopted for analysis. The analysis of the JobMarket 

advertisement, for example, suggests that it is difficult to say whether an 

image evokes just one cultural domain at just one point on the international 

to local continuum. An image may express very local meanings to those 

who can interpret them, but at the same time still saying something to the 

readers who do not share the cultural contexts needed to interpret the local 

meanings (ibid: 204). In other words, the Chinese may recognize the 

dragon in the JobMarket ad as symbols for power and success. Readers 

with no knowledge of the local culture would notice the product that the ad 

is selling by reading the English words in the advertisement (ibid: 205). 

Lock (2003) concludes that an image may show local meanings to those 

who can interpret them but at the same time convey some meanings to the 

readers who do not belong to the same cultural contexts. Similarly, readers 
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of the visual images on the hotel homepages may interpret the images 

differently depending on their cultural contexts. Thus it is necessary to 

examine audience reception of websites as stated by Bhatia (2004).  

 

Also from a social semiotic perspective, Jewitt and Jones (2008) 

investigate multimodality in the classroom by analysing the interaction of 

the classroom visual display, arrangement of space, pens, texts, the posture, 

gesture, talk and gaze of the teacher and students. The study focuses on a 

class in which students are studying poem (ibid: 160). Mavers (2009) 

examines children drawing by investigating how children classify 

meanings of different modes and establish meanings within the modes as 

they present their experience and ideas (ibid: 241). These studies focus on 

the interactional processes of participants and examine multimodality from 

another perspective.  

 

The above studies are in the area of social semiotic multimodality. The 

following reviews systemic functional grammar multimodal approach to 

discourse analysis.  

 

2.6.2.2 Systemic functional grammar multimodal approach to 

discourse analysis 

 

Social semiotic approach to multimodal analysis looks at discourse from 

the macro-social/institutional interests (Jewitt, 2009: 31). In contrast to the 

social semiotic approach, systemic functional grammar multimodal 

discourse analysis investigates discourse particularly at the micro-textual 

level (ibid: 31). Halliday’s (1985) social systemic functional grammar 

provides the foundation of multimodal discourse analysis (SF-MDA) 

(O’Halloran, 2004). SF-MDA approach is to establish a framework for 

describing the semiotic resources, (e.g., language, visual images, gesture, 

sound, music and architecture and the intersemiotic relationship.  

Building on Halliday’s (1985) systemic functional grammar, O’ Toole 

(1994) investigates architectures and paintings by using a constituent 

structure approach with ranks which involves picture, figure and member. 
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This approach is proposed by O’Halloran (2004) who examines dynamic 

images through the use of a video-editing software to discuss the unfolding 

of semiotic choices in the visual images from the film Chinatown, 

mathematical symbols (O’Halloran, 2005 and 2009), metaphor in 

mathematics discourse (O’Halloran, 2008) and mathematical classroom 

discourse (O’Halloran, 2000).  

 

Applying Halliday’s (2004) concept of rank in linguistic analysis, Kok 

(2004) analyses multisemiosis of the website of Singapore’s Ministry of 

Education and suggests four levels of abstraction for analysing hypertext: 

item, lexia, cluster and web. Based on these four levels of hypertext 

analysis, Kok (2004) discusses the relation of semiotic resources on the 

website of Singapore’s Ministry of Education with the context of situation 

and culture and analyses the order of lexia and item. He defines hypertext 

as a kind of electronic text with “non-sequential writing” which sets the 

working definition for the present study. He analyses the order of item 

through a “reading path” by dividing the reading path of the homepage into 

twelve steps (ibid: 145). The findings suggest that there is an increasing 

importance associated with the items with the “main subject” at the top of 

the website (ibid: 145). Regarding the order of lexia, the website follows 

the reading practice of English texts which is from left to right. The 

graphic bullets draw the eye to the right and to signal the intended 

discreteness of linguistic instantiations (ibid: 145). The MOE shield at the 

top left corner calls attention as the main point of the homepage. This 

layout increases the credibility to readers to “buy” what is offered on-

screen (ibid: 145). Kok (2004) concludes that not only linguistic meanings 

that anchor visual meaning but also the reverse as well (ibid: 156). Kok 

(2004) explains why certain semiotic choices are made, the kinds of 

meaning that are conveyed and how these semiotic choices work together 

to give meaning.  

 

Echoing the idea that texts and images are interdependent to form meaning, 

Eckkrammer (2004) argues that pictorial and verbal elements do not make 

meaning independently but through a process of interaction between the 
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semiotic layers involved. Eckkrammer (2004) applies Hoek’s (1995) inter-

semiotic layering theories to analyse hypertexts. Hoek (1995) proposes 

four dimensions of inter-semiotic layering. They are transposition, i.e., the 

transformation of image into verbal text or vice versa; juxtaposition, i.e., 

pictorial and verbal elements coexist in a text without blending; 

combination, i.e., pictorial and verbal elements are combined in a text; and, 

i.e., pictorial and verbal elements fuse or amalgamate in a text (ibid: 217). 

Eckkrammer (2004) shows that inter-semiotic layering is restricted to a 

limited number of texts and the verbal texts dominate in both the 

traditional print and hypertext samples. In most of the texts, the role of 

images is purely illustrative as a reference to something stated in the verbal 

text (ibid: 219). These images are of the juxtaposition type. Only one of the 

forty-five contemporary Spanish hypertexts in the corpus includes visual 

images, suggesting that (hyper)texts are often still much less multimodal 

than one would expect (ibid: 219). The present study will examine the role 

of visual images and whether they dominate hotel homepages.  

 

Other research studies of SF-MDA use the corpus approach to analysing 

images and texts (e.g., Baldry 2004, Bateman el. at. 2004). Baldry (2004 

and 2007), for example, describes the online multimodal concordancer, the 

Multimodal Corpus Authoring (MCA) system, which is used to analyse 

film and videotexts. He investigates the organisation of phases and 

transitions of film texts (car advertisement) to identify patterns and 

functions in the multimodal realization of meaning by adopting O’Toole’s 

(1994) grammar of painting and architecture. MCA system enables 

researchers to view short pieces of film and write multimodal descriptions. 

Researchers can segment a particular film into functional units and note 

down detailed annotations of the semiotic resources and the functions they 

serve in the film. Similar to a linguistic concordancer, a multimodal 

concordancer can also show patterns that relate to a series of texts. It is 

possible, for instance, to find the ratio of female to male drivers in 

advertisements or to identify texts relating to cars (ibid: 96). The findings 

of analysing sixty car advertisements with the use of multimodal 

concordancing show that the car is stationary or a driver is driving the car, 
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and that most of the advertisements are male drivers (ibid: 99). The 

findings show three types of car adverts: car-drive adverts, car-stationary 

adverts and hybrid storytelling adverts. Car-drive adverts show the car is in 

an ideal world, moving in a glorified way and go beyond the daily grind of 

the ordinary world. Car-stationary adverts show a motionless car, a statue 

to be “worshipped” with people surrounding the car talking about the car 

(ibid: 100). Hybrid storytelling adverts show that both car-drive and car-

stationery elements are exploited to meet the advert’s own needs (ibid: 

100). The present study does not adopt multimodal concordancers as there 

are some limitations of using them. Researchers have to describe the 

advertisements and transcribe them to form a corpus. Unlike lemma-based 

linguistic concordancers such as WordSmith, a multimodal concordancer 

needs to be built around the idea of the relationship between resources, 

events and participants which makes the task of transcribing texts difficult. 

 

Similarly, Bateman et. al (2004) propose multimodal corpus analysis to 

argue that multimodal discourses are impressionistic and interpretative. 

They describe the design of multimodal annotated corpus, the GeM (Genre 

and Multimodality) Model. Documents are annotated with tags of 

traditional corpus linguistics and new annotation procedures which provide 

information about the multimodal design and structures of documents, such 

as headings, photos, icons and text in pictures. These help the analysis of 

the relationship between different document genres and their realizational 

formats. However, Bateman et. al (2004) do not provide a detailed 

annotation of the contents of pictorially realized elements of pages. Further 

annotations are needed to make the model more useful.  

 

Some studies of multimodal discourse analysis focus on analysing 

multimodality of some three-dimensional material objects, such as Sydney 

Opera House, museum exhibitions and other architecture, by using the 

systemic functional approach (e.g., O’Toole, 2004, Pang, 2004, Alias, 

2004). O’ Toole (2004), for example, investigates the Experiential, 

Interpersonal and Textual functions of the architect of Sydney Opera 

House and its parts in relation to the physical and social context. Their 
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findings show that the qualities of the building can be realized by the 

experiential (i.e. practical), interpersonal (i.e. aesthetic) and textual (i.e. 

functions). In another study, Pang (2004) examines a museum exhibition in 

Singapore. He suggests that museum is a discursive site which powerfully 

maintains social structure, and that the multimodal representation of 

history positions visitors to the nation. Alias (2004) studies the ideology in 

the society of Singapore through investigating the built forms of the 

Orchard Road and Marriott Hotel. The spaces in and around Singapore are 

arranged to show a sophisticated image of the country. The analysis shows 

how Singapore is constructed as a shopping paradise, a tropical island and 

a food haven (ibid: 77). These studies illustrate how multimodal analysis 

can be extended to analyse three-dimensional objects rather than only texts 

and visual images.  

 

There are some criticisms of multimodal discourse analysis. The idea of 

conducting micro-textual analysis and breaking images down into 

constituents and ranks is questioned by Machin (2009), who argues that 

readers do not read image and written text by grouping their 

comprehension from separate units. Instead, when readers look at visual 

composition, any element can come to represent a whole personal 

interpretation (Machin, 2009: 186). The framework of O’Toole (1994) 

adopted by the studies mentioned above regards elements as “not what 

they are but are treated as symbols that can be assigned straightforward 

functions” (Machin, 2009: 186). Images are polysemic in which multiple 

meanings or interpretations can be derived, and thus it is impossible to 

make a systematic inventory (Machin, 2009: 187). Moreover, the analytical 

focus of multimodal discourse analysis places heavy emphasis on the 

textual features rather than the social, historical and cultural contexts (ibid: 

187).  
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2.6.2.3 Multimodal interactional analysis 

 

The third approach to investigating multimodality is multimodal 

interactional analysis. This approach places great emphasis on context and 

situated interaction. Multimodal interactional analysis focuses on “the 

action taken by a social actor with or through multimodal meditational 

means” (Jewitt, 2009:33). It examines the way in which different modes 

are established to create social interaction and identities (Jewitt, 2009: 33). 

This perspective shifts the emphasis from Kress and van Leeuwen’s (1996 

and 2006) and O’Halloran’s (2004) representation and communication to 

interaction which extends interaction to gesture, gaze, posture, movement, 

space and objects to mediate interaction in a given context (ibid: 34).  

 

Scollon and Scollon (2003) integrate interaction order, visual semiotics and 

geosemiotics together, and further develop the social function of choice in 

communication by adding action as “a form of selection that positions the 

actor as a kind of person who selects among different meaning potentials a 

subset pathway” (ibid: 205). They emphasise dialogicality in geosemiotic 

analysis of discourse (ibid: 205). Scollon and Scollon (2003) integrate 

interactional socio-linguistics, intercultural communication and 

multimodality analysis to examine how the physical and material features 

of language create meaning to actions of people (Jewitt, 2009: 33). Norris 

(2008) examines personal identity construction by looking at the posture of 

a social actor speaking on the phone with her employee and an 

ethnographic study of two co-owners of a business. These studies focus on 

investigating actions and body postures which give an overview of another 

aspect of multimodality research apart from investigating text and visual 

images.  

 

Social interaction is examined by Jones (2009) who investigates the impact 

of technology on multimodal communication by examining how gay men 

use their bodies to communicate in online social interaction and the 

affordance of “sites of display”. The findings suggest that the identity 

labels such as “average”, “chubby”, “curvy” and “large/solid” and the 
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“look” descriptors such as “casual”, “drag”, and “formal” on the gay 

website describe the physical and personality characteristics and also 

provide a taxonomy of social “types” in the gay community (ibid: 123). 

New technologies allow new types of social situations and social 

relationships. For example, the “friends list” of the social networking 

websites shows information which is not about one’s real social 

relationship but one’s “ideal” social relationships (ibid: 122), and the 

intention for sending hearts is to attract others to reciprocate rather than to 

show interest to a person. These studies of multimodal interactional 

analysis emphasize how the social actor performs an action and the 

moment of the situated sign-making. Jones (2009) argues that sites of 

display are influenced by social and cultural norms; and similarly, hotel 

websites are a type of display which are also affected by the norms of the 

discourse community.  

 

The above review of multimodality research shows different perspectives 

of analysing multimodality for different kinds of texts. There are studies of 

images on print texts, web texts, moving text, text and image inter-

relationship, development of the corpus approach to examine moving 

images, and how culture identities are reflected from text and images. 

Other researchers focus on such three-dimensional material objects as 

opera house, museum exhibition and other architecture by using the 

systemic functional approach (e.g., O’Toole, 2004, Pang, 2004, Alias, 

2004), and human actions and identity (Scollon and Scollon, 2003, Norris, 

2008, Jones, 2009). Although these studies examine how text and image 

work together to form meaning, there are some slight differences among 

them. Social semiotic multimodality mainly focuses on the sign-maker by 

exploring how semiotic resources are employed to perform sign-making in 

social contexts. SF-MDA which builds on the principles of systemic 

functional grammar, which emphasizes the multimodal phenomenon. 

Multimodal interactional analysis stresses the context and situated 

interaction.  
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2.7 Summary 

 

Based on the above literature review, the present study conducts a critical 

genre analysis (Bhatia, 2004) of hotel homepages with a focus on language 

(Martin and White, 2005) and visual images (Kress and van Leeuwen, 

1996, 2006 and van Leeuwen, 2006) of the homepages of five-star hotels 

in Hong Kong, the professional and social practices pertaining to website 

design, and the construction and use of these hotel homepages. The study 

also conducts a diachronic comparison of the visual design and language of 

six of the old and new hotel homepages in order to examine the underlying 

business ideology of the hotels, the changes in the power relationships 

between readers and the hotel websites, and the consumers’ perception of 

luxury hotels. 
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Chapter 3  

 

Research methodology  

  

This chapter presents the methodology of the study. The research scope 

(3.1), data collection procedures (3.2) and analytical frameworks (3.3) are 

described.  

 
3.1 Research scope  

The study examines the genre of hotel homepages which involves the 

examination of the textual perspective, insiders’ perspective, socio-

cognitive perspective, and socio-critical perspective (Bhatia, 2004:167) 

and also the visual images on the hotel homepages (Kress and van 

Leeuwen, 1996, 2006). Bhatia’s (2004) multidimensional and 

multiperspective approach to genre analysis was the primary model 

adopted to explore the genre of hotel homepages. Martin and White (2005) 

and Hood’s (2010) frameworks for appraisal analysis were used to 

investigate how the genre of hotel homepages may conventionally employ 

a particular evaluative strategy. Kress and van Leeuwen’s (2006) 

framework was adopted to analyse the visual images on the hotel 

homepages.  

 

With regard to the textual perspective, the textual features investigated in 

this study are moves, interpersonal meaning, and visual images. For the 

insiders’ perspective, interviews with hotel website designers were 

conducted to examine how the organizational context affects the 

construction of hotel websites. Regarding the socio-cognitive perspective, 

the communicative goals and moves of the twelve homepages were 

discussed with reference to the interviews with the hotel practitioners so as 

to include insiders’ perspectives about the appropriation of generic 

resources in the genre construction. Regarding the social-critical 

perspective, a comparison between the old and new homepages of six of 

the twelve hotels was carried out to study the “socio-cultural background, 
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organizational behaviour, power and ideology” of the hotel industry 

(Bhatia, 2004:167). 

 

3.2 Data 

 
Since there is no international unified rating system for identifying five star 

hotels (Kalashnikova, 2010), the data of the study are based on the 

websites of the twelve Hong Kong luxury hotels listed in the Five Star 

Alliance list. Hotel websites from the Five Star Alliance are chosen 

because Five Star Alliance is an organisation which offers reservation 

service for the world’s best hotels via a website. It offers comprehensive 

information on five-star hotels. The reasons for choosing five-star hotels 

were explained in Chapter 1 (Section 1.4). Although international hotels 

aim at targeting different visitors from the world with different languages 

on their websites, namely Chinese, English, and Japanese, only the English 

version was analysed in this study as English is the international language 

of the hotel industry. The first phase of data collection of old websites was 

in January 2007 and the second phase of data collection was in January 

2010 so that a comparison of changes in website design could be made. 

 

 

The following lists the hotels examined in the study and the corresponding 

location of the hotels in Figure 3.1. The details of the hotels are 

summarized in Table 3.1. 

1. Four Seasons Hotel Hong Kong  

2. Grand Hyatt Hong Kong 

3. InterContinental Grand Stanford Hong Kong 

4. InterContinental Hong Kong  

5. Langham Hotel, Hong Kong  

6. Langham Place Hotel Mongkok  

7. Le Meridien Cyberport  

8. The Excelsior, Hong Kong 

9. The Landmark Mandarin Oriental, Hong Kong 

10. The Mandarin Oriental, Hong Kong 
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11. The Peninsula Hong Kong 

12. Shangri-La Kowloon 

 

Among the twelve hotels, Mandarin Oriental Hong Kong, The Excelsior 

and The Landmark Mandarin Oriental Hong Kong belong to the same 

hotel chain, Mandarin Oriental Hotel Group; the InterContinental Hong 

Kong and InterContinental Grand Stanford Hong Kong are under the chain 

of InterContinental Hotels and Resorts; and Langham Hotel Hong Kong 

and Langham Place Hotel Mongkok belong to the Langham Hotels 

International. The hotels from the same hotel groups were included in the 

study because the selection criteria of the data were based on “external 

criteria” (Sinclair, 2004: 2) which mean the data selection was derived 

from the investigation of the communicative function of the data (ibid: 2). 

As mentioned in Chapter 1, the communicative functions of the corporate 

websites are to represent a company, promote the company’s name, attract 

more visitors, generate more business leads, sell the company’s products 

and services, and ultimately, help to gain more return on investment 

(Lepcha, 2006:1). In this study, all of the twelve hotel websites (100%) in 

the Five Star Alliance list were selected because they shared these 

communicative functions of informing readers about the features of the 

hotels and promoting their deals and special offers (Five Star Alliance, 

2012). However, the hotel websites were not collected based on any 

preconceived ideas as to the language and images that might contain, 

which are defined as “internal criteria” (Sinclair, 2004: 2).  
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Figure 3.1 Location of hotels in Hong Kong (Google map, 2010 

 

Table 3.1 Details of the hotels (Five Star Alliance 2007)  

Hotel Location Group Style Year of 

opening 

A. The Peninsula 
Hong Kong 

Salisbury 
Road, 
Kowloon 

Hong Kong and 
Shanghai Hotels 
Limited 

Super luxury 1928 

B. Grand Hyatt 
Hong Kong 

Harbour Road, 
Hong Kong 

Hyatt  Classic 
luxury 

1989 

C. Shangri-la 
Kowloon  

64 Mody 
Road, Tsim 
Sha Tsui East, 
Kowloon 

Shangri-la 
International 
Hotel 
Management 
Limited 

Classic 
luxury 

1981 

D. Four Seasons 
Hotel Hong Kong 

8 Finance 
Street, Central, 
Hong Kong 

Four Seasons Classic 
luxury 

2005 

E. Le Meridien 
Cyberport 

100 Cyberport 
Road, Hong 
Kong 

Le Meridien Classic 
luxury 

2005 

F. Langham 
Hotel, Hong Kong 

8 Peking Road, 
Tsim Sha Tsui, 
Kowloon 

Langham Hotels 
International  

Classic 
luxury 

1989 

G. Langham Place 
Hotel Mongkok 

555 Shanghai 
Street, Mong 
Kok 

Langham Hotels 
International 

Classic 
luxury 

2004 

H. 
InterContinental 
Hong Kong 

18 Salisbury 
Road, 
Kowloon 

InterContinental 
Hotels and 
Resorts 

Classic 
luxury 

1980 

I. InterContinental 
Grand Stanford 
Hong Kong 

70 Mody 
Road, 
Kowloon 

InterContinental 
Hotels and 
Resorts 

Classic 
luxury 

1982 

J. Mandarin 
Oriental Hong 
Kong 

5 Connaught 
Road, Hong 
Kong 

Mandarin 
Oriental Hotel 
Group 

Classic 
luxury 

1963 

K. The Excelsior, 
Hong Kong 

281 Gloucester 
Road, 

Mandarin 
Oriental Hotel 

Classic 
luxury 

1973 
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Causeway Bay Group 
L. The Landmark 
Mandarin 
Oriental, Hong 
Kong 

15 Queen’s 
Road, Central 

Mandarin 
Oriental Hotel 
Group 

Classic 
luxury 

2005 

 

Webzip 7.0 was used to save the hotel websites. Webzip 7.0 is a software 

which can download webpages or the entire websites, including images, 

sounds and other media files so that browsers can read websites offline. 

The study focuses only on homepages as many companies and 

organisations consider homepages to be their main gateway to the world 

(Callahan, 2005: 2). The data of hotel homepages consist of text, images 

and hyperlinks.  

 

Table 3.2 below shows the number of words of the introductory texts of the 

twelve homepages (i.e. the short piece of written text which provides the 

general information of a hotel).  

 

Table 3.2 Number of words on the twelve homepages 

Hotel Number of words 

The Peninsula Hong Kong 308 

Grand Hyatt Hong Kong 249 

Shangri-la Kowloon  93 

Four Seasons Hotel Hong Kong 82 

Le Meridien Cyberport 132 

Langham Hotel, Hong Kong 241 

Langham Place Hotel Mongkok 274 

InterContinental Hong Kong 722 

InterContinental Grand Stanford Hong 

Kong 

292 

Mandarin Oriental Hong Kong 172 

The Excelsior, Hong Kong 159 

The Landmark Mandarin Oriental, Hong 

Kong 

258 

Total 2982 
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The introductory texts on the twelve homepages have 2982 words (Table 

3.2). The different types and total number of images on the twelve 

homepages are described in Table 3.3.  

 

Table 3.3. Types of visual images on the twelve homepages  

Types of visual images Numbers Percentage 

Photographs 25 16% 

Logos 33 21% 

Thumbnails 24 15% 

Icons 18 12% 

Indices 56 36% 

Total 156 100% 

 

There are 156 images on the hotel homepages which consist of 

photographs (N=25), logos (N=33), thumbnails (N=24), icons (N=18), and 

indices (56). Apart from images, hyperlinks were also analysed by using 

Microsoft Excel to sort out the common types of hyperlinks on the 

homepages so as to examine their optionality and language.  

 

3.3 Analytical framework 

 

Bhatia’s (2004) multi-dimensional and multi-perspective approach to genre 

analysis was adopted as the primary model of critical genre analysis. It 

offers a comprehensive way of analyzing written discourse with the 

consideration of professional and social practices. Bhatia (2004) focuses on 

genre construction, interpretation, use and exploitation in professional 

settings. His multi-dimensional and multi-perspective approach to genre 

analysis is a comprehensive model which bridges the ideal world and 

world of application. As described in Chapter 2 Section 2.3.5, Bhatia (2004) 

suggests that researchers have to account for four perspectives: textual, 

ethnographic, socio-cognitive and socio-critical perspectives when 

analysing genres critically. Table 3.4 summarizes the research procedures 

of the present study. 
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Table 3.4 Summary the research procedures of the present study 

Research procedures 

Textual perspective 

1. Analysis of moves  

 move structures 

 appraisal analysis 

 

2. Analysis of hyperlinks  

 Types of hyperlinks 

 Function of links 

 

3. Analysis of images 

 Types of images: logo, photograph, icon.  

 

4. Studies of generic conventions and practices were conducted by 

interviewing hotel website designers  

Insiders’ perspective  

 Interviewed hotel website designers to understand the website design 

working environment, the disciplines involved, the design activities 

and decisions which occur in the whole cycle of design, 

implementation, evaluation and change. 

 (Observation of hotel website design process is not included as 

gaining access for field study was not permitted.) 

Socio-cognitive perspective 

1. Analysis of genre integrity  

 Analysis of moves in terms of the professional, organisational and 

social contexts 

 Analysis of the appropriation of generic resources 

2. Patterns of audience reception, disciplinary cultures and professional 

practice were investigated by interviewing both hotel website designers to 

gain an insider’s perspective and users to obtain information about 

audience reception of the websites.  

Socio-critical perspective  
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 Studied the social and organisational background that affects the 

design of hotel websites  

 Conducted language and image analyses of six redesigned hotel 

websites which reflect the social changes and practices of the hotel 

industry 

 Investigated organizational behaviour, power and ideology through 

interviewing hotel website designers as mentioned above.  

 

3.3.1 Textual perspective 

 

This study analyses the move structure and the interpersonal meaning 

construed in the introductory texts by appraisal analysis of texts of the 

hotel homepages as shown in Table 3.4.  

 

A move is regarded in this study as “rhetorical instruments that realize a 

sub-set of specific communicative purposes associated with a genre” 

(Bhatia, 2001: 84). 

Each move serves a particular communicative purpose. Table 3.5 shows an 

example of move structure analysis of the InterContinental Grand Stanford 

Hong Kong homepage from top to bottom.  

Table 3.5 Example of moves of the InterContinental Grand Stanford 

Hong Kong 

Moves Hotel Introductory Text 

Identifying the hotel 
 

Logo 

Clock showing local 
time 

This move shows the local time 

Introducing the 
content structure 

Navigation bar 

Attracting attention Photograph 

Establishing contact  

(This move provides 

the hotel address and 

contact details.) 

InterContinental Grand Stanford Hong Kong 

70 Mody Road 

Tsimshatsui East 

Kowloon 

Hong Kong 

P. R. of China 

Tel: +852 2721 5161, Fax: +852 2732 2233 
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E-mail: grandstanford@interconti.com 

Introducing the 

location and  views 

from the hotel 

(This move informs 

readers of the hotel’s 

favourable location 

and scenic views.) 

InterContinental Grand Stanford Hong Kong 

offers breathtaking views of Hong Kong's 

Victoria Harbour and is conveniently located in 

the shopping, business and entertainment districts 

of Tsim Sha Tsui East, in Kowloon. 

Establishing 

credentials (Bhatia 

1993:46) 

(This move establishes 

the international fame 

and strengths of the 

hotel.) 

Internationally renowned, the hotel offers both 

business and leisure travellers to Hong Kong the 

highest levels of service in a friendly, yet elegant 

five-star hotel environment. 

Introducing the 

accommodation 

(This move informs 

readers of the quality 

of the accommodation 

in the hotel.)  

The 579 luxuriously-appointed rooms and suites 

either present the best harbour views of any of the 

five star hotels in the Hong Kong or overlook the 

vibrant streets of Tsim Sha Tsui East. 

Introducing 

restaurants 

(This move shows the 

variety of food offered 

by the hotel.)  

InterContinental Grand Stanford Hong Kong 

offers a wide selection of world-class dining 

outlets (from Italian to regional Cantonese and 

international buffet),  

Introducing leisure 

facilities  

(This move informs 

readers of the leisure 

facilities of the hotel.) 

together with an array of hotel facilities that 

include a rooftop heated outdoor swimming pool, 

a hotel Fitness Centre and The Place for Body 

and Mind. 

Introducing meetings 

and events facilities 

Internationally renowned among the business 

hotels in Hong Kong, InterContinental Grand 
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(This move shows the 

facilities available for 

business meetings.) 

Stanford Hong Kong is perfectly located for 

meetings. The hotel provides extensive and 

sophisticated banquet and conference facilities 

under the expert guidance of the hotel's Catering 

and Conference Services team. A fully equipped 

Business Centre is also available for the 

convenience of hotel guests and meeting 

delegates. InterContinental Grand Stanford Hong 

Kong offers a variety of meeting and conference 

facilities to suit any occasion, from corporate 

meetings and full-scale conferences to gala 

dinners and wedding celebrations. 

Introducing guest 

service 

(This move informs 

readers of the 

transportation service 

provided by the hotel.) 

InterContinental Grand Stanford Hong Kong 

offers a complimentary shuttle bus service to the 

Star Ferry area and is ideally situated for hotel 

guests interested in exploring Hong Kong, as it is 

within easy reach of Kowloon-Canton Railway 

and the MTR underground. 

Introducing the awards 

received 

Thumbnail showing the certificate 
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Figure 3.2 Grand Stanford InterContinental Homepage 

 

After the identification of moves, the frequency of occurrence and 

sequence of moves were examined so as to determine whether the moves 

are obligatory or optional on the homepage. As positive evaluation is 

common in most promotional and advertising genres (Bhatia, 1997: 188), 

the language of the homepages was investigated by using Martin and 

White (2005) and Hood’s (2010) appraisal analysis for evaluating language 

in the introductory texts in order to investigate how meanings are made by 
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the choices in texts to promote the hotels and persuade readers.  

 

The moves and hyperlinks of hotel websites were analysed. Hyperlinks 

were analysed using Askehave and Nielsen’s (2005) two dimensional 

model which accounts for both the reading and navigating modes on digital 

genre analysis. Different types of hyperlinks on hotel websites are 

identified; the relationship between the texts connected by the hyperlinks 

and the functions of hyperlinks were examined. In addition to language, 

the visual images on the hotel homepages were explored by using Kress 

and van Leeuwen’s (1996, 2006) grammar of visual design and van 

Leeuwen (2006) to investigate the presentation of images and logos 

respectively on the hotel homepages.  

 

Based on Halliday’s (1989) notion of “metafunctions”, Kress and van 

Leeuwen (1996, 2006) investigate ideational, interpersonal and textual 

metafunctions of images. The ideational metafunction is to “represent 

objects and their relations in a world outside the representational system” 

(ibid: 42). The interpersonal metafunction refers to “the relations between 

the producers of signs and the receivers/reproducers of the signs” (ibid: 43). 

The textual metafunction is the “coherence of the signs both internally and 

with the context in and for which they are produced” (ibid: 42).  

 

As the ideational metafunction is the ability to represent objects and their 

relations, the term “participant” is used to represent “objects” of a visual 

composition (ibid: 47). Further dividing participant, Kress and van 

Leeuwen (1996, 2006) suggest that there are two kinds of participant in 

every semiotic act, the “interactive participant” and “represented 

participant” (ibid: 47). “Interactive participant” refers to “the participants 

in the act of communication, who speak and listen or write and read, make 

images or view them” (ibid: 47). “Represented participant” is “the subject 

of the communication; the people, places and things represented in and by 

the speech of writing or image” (ibid: 47). 
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Narrative representations have a “vector” between the participants. A 

vector is a line or an implied line that suggests direction (ibid: 47). What in 

language is realized by “action verbs” is in pictures realized by vectors. 

(ibid: 47). This idea can also be applied to moving images in modern texts. 

The role of vector is taken over by movement; for example, “the vector 

formed by an outstretched arm in printed text can be realized by the action 

of raising the arm and pointing the hand” (ibid: 258).  

 

Participants can play the roles of “Actor” and “Goal” if the narrative 

representations focus on “doing something” (ibid: 59). The participant 

from which a vector departs is the Actor and the arrival point is the goal. 

The meaning generated is a “transaction”. The process is “reactional” if the 

vector is formed by an eyeline or a direction of the glance of one or more 

of the represented participants (ibid: 67). In this case, the participants 

(actor) are called “reactors” and the (goal) is “phenomena” (ibid: 67). 

  

The relations between Actor and Goal are more complex. Actor and Goal 

may be represented in a single shot or two subsequent shots, the first 

showing the ‘Actor’ and the second the Goal or vice versa (ibid: 256). 

Moreover, the moving image can realize events that do not have Actor and 

Goal, for example, shots of shimmering light on softly rippling water (ibid: 

261).  

 

In addition to narrative representations, there are conceptual 

representations. Conceptual representation can be divided into 

“classificational”, “analytical” and “symbolic processes”. Classificational 

processes “relate participants to each other in terms of a “kind of” relation, 

a taxonomy” (ibid: 49). The participants belong to the same group or same 

member class, and at least one set of participants will be the subordinates 

and at least one other participant will be the superordinate (ibid: 49). For 

example, a group of models with the beauty products in the Revlon 

advertisement is classificational (ibid: 49). Another type of conceptual 

representation is analytical. Analytical processes “relate participants in 

terms of a part-whole structure” (ibid: 57). They have two kinds of 
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participants, one “carrier” which is the whole and “possessive attributes” 

which are the parts (ibid: 57). Some examples are maps, bar charts and 

circuit diagrams (ibid: 57).  

 

Symbolic processes refer to “what a participant means or is” (ibid: 105). 

Symbolic processes can be divided into “symbolic attributive” and 

“symbolic suggestive”.  Symbolic attributes are “objects which are made 

salient in the representation” (ibid: 105), for example, placing the objects 

in the foreground through exaggerated size, in fine detail or conspicuous 

colour or tone (ibid: 105). The objects are pointed at by a gesture which 

cannot be regarded as an action other than the action of “pointing out the 

symbolic attribute to the viewer” (ibid: 105). Symbolic attributive 

processes usually “pose for the viewer, rather than being shown as 

involved in some action” (ibid: 105). The participants can take up a posture 

which is not a narrative. For example, the participants display themselves 

to the viewer by making a standing or sitting posture (ibid: 106). Symbolic 

suggestive processes have only one participant which is the “carrier” and 

the details of the representation are de-emphasized to create a mood or an 

atmosphere (ibid: 106). For example, expressionist landscapes which have 

blurring representation of details in order to show the overall mood by 

using colour effect (ibid: 106). Based on Kress and van Leeuwen (1996, 

2006), the present study examines whether visual images on hotel 

homepages are narrative or conceptual.  

 

The interactive metafunction is realized through the interactive meaning; 

and that is, the social relationship between the participants. Interactive 

meanings can be realized by “contact”, “size of frame”, “social distance”, 

and “involvement” and “the angle” (ibid: 114).  

 

Contact is realized by “demand” or “offer”. Demand is realized when a 

represented participant has eye contact with the viewer; such as a 

represented participant looking at or smiling at the viewer (ibid: 115). 

Offer is realized when a represented participant has no direct eye contact 

with the viewer and the represented participant presents him/her/itself to be 
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“looked at” by the viewer (ibid: 120). The choice between offer and 

demand not only suggests different relations with viewers but also 

characterizes genres (ibid: 120). For example the demand picture is 

preferred in posed magazine photographs and television newsreading 

which show a sense of connection between the viewers and authority 

figures (ibid: 120). In feature film and television drama, the offer is 

preferred to show “a sense of disengagement” between the participants and 

the viewers (ibid: 120).  

 

Size of frame is about the use of close-up, medium and long shots (ibid: 

124). The choice of shot implies different degrees of social distance 

between represented participants and the readers (ibid: 124). At an intimate 

distance, only the face or head is shown. At a close personal distance, the 

head and shoulders are seen, and at far personal distance, the person from 

the waist up (ibid: 125). Through the distance of the shots, people are 

portrayed as though they are friends or strangers (ibid: 125).  

 

The size of frame suggests social relations between the viewers and the 

objects. At a close distance, the object is shown as if the viewer is 

“engaged with a particular object” such as using a machine or reading a 

book (ibid: 127). For an object which is displayed in full but without much 

space around, the object is regarded as at a middle distance and is shown as 

“within the viewer’s reach, but not as actually used” (ibid: 125). Regarding 

a long distance, “an invisible barrier between the viewer and the object” is 

found, and examples can be found in luxury items in advertisements (ibid: 

125).  

 

Involvement is realized through the use of angles (ibid: 136). A horizontal 

angle shows whether or not the image producer/viewer is involved with the 

represented participants (ibid: 139). A frontal angle suggests what the 

viewer is involved in the image and shares the same world (ibid: 136). An 

oblique angle suggests that what the viewers see in the image is not part of 

the represented participants’ world and viewers are not involved in it (ibid: 

136). 
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In addition to involvement, angles/perspectives also reveal power. The use 

of a high angle of the represented participant implies that the viewer has 

power over the represented participant (ibid: 140). If the represented 

participant is seen from a low angle, the represented participant has power 

over the interactive participants (ibid: 140). For an image at eye level, there 

is “no power difference” and the point of view is equal (ibid: 140). The 

present study explores the interpersonal features of visual images through 

contact, size of frame, social distance, involvement and use of angle.  

 

The term “modality” in linguistics refers to the “truth value or credibility 

of (linguistically realized) statements about the world” (ibid: 155). 

Modality, when applied to visual communication, refers to the “reliability” 

of images (ibid: 154). In visuals, people, places and things can be 

presented as real as if they actually existed or were just as imaginings, 

fantasies, caricatures, and so on (ibid: 156). The judgment of modality is 

“social, dependent on what is considered real in the social group” (ibid: 

156). The realization of modality, is “a complex interplay of visual cues” 

and different viewers have different degrees of judgment of modality (ibid: 

163). The idea of modality can also be used in moving images with the 

addition of the factor and movement. Similar to depth, light and colour, 

movement can be real or abstract. An example is the representations of 

walking that ranges from simple animations in which legs are raised and 

lowered to highly detailed animations with the movement of every muscle 

involved (ibid: 264).  

 

Textual metafunction is realized through compositional meaning. 

Compositional meaning is the relation of the representational and 

interactive meanings of an image to each other. It is realized through the 

interrelated systems of “information value”, “salience” and “framing” (ibid: 

209-210).  

 

Information value is “the placement of elements” from left to right, top to 

bottom, and center to margins (ibid: 177). The left of an image shows the 
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“given” knowledge while the right shows the “new” information (ibid: 

181). The top of an image shows the “ideal” and the bottom represents the 

“real” (ibid: 181). Visual communication can also be structured by the 

dimensions of centre and margin. If a visual composition makes significant 

use of the centre, the central element is regarded as centre and the elements 

around it are margins. The centre presents the nucleus of the information 

and the margins are subservient (ibid: 206).  

  

Salience means that the elements are given to attract the viewer's attention 

to different degrees (ibid: 177). It is determined by “the weight of the 

various elements of a composition” (ibid: 202). Salience is created through 

relative choices in color, size, sharpness and placement (ibid: 177). For 

example, borders between black and white create high salience; saturated 

colours and soft colours create a strong contrast; and foreground objects 

are more salient than background objects (ibid: 202). Kress and van 

Leeuwen (2006) state that the reading path of the readers of non-linear 

texts, such as websites and magazines, begins with the most salient 

element, and then move to the next most salient element, and so on (ibid: 

204). They assume “the most plausible reading path” is that readers first 

look at the photograph and then optionally move to the verbal text (ibid: 

205). However, since salience is “culturally determined” (ibid: 205), there 

may be more than one possible reading path depending on members of 

different cultural groups (ibid: 205).  

 

Framing refers to “the presence or absence of framing devices (realized by 

elements which create dividing lines, or by actual frame lines), disconnects 

or connects elements of the image, which signify whether the participants 

belong or do not belong together in some sense” (ibid: 177). The use of 

frame lines conveys individuality and differentiation while the absence of 

frame lines suggests group identity (ibid: 203). For example, photos of the 

managers of a company brochure in which these managers are shown in a 

group portrait marked off by frame lines or empty space (ibid: 203).  
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The above three aspects of the compositional metafunction, information 

value, salience and framing, play a crucial part in integrating the 

representational and interpersonal metafunctions in the multimodal 

analysis of hotel homepages. The analysis of the images on the twelve 

hotel hompeages is based on these three metafunctions of visual image 

analysis (Kress and van Leeuwen 1996 and 2006). Including visual 

analysis in the genre analysis is important since all the hotel websites 

collected include different types of images. 

 

van Leeuwen (2006: 139) suggests a social semiotic approach to 

investigating the ideational, interpersonal and textual meaning of letter 

forms which is applicable to the analysis of typography of the logos on the 

hotel homepages. 

  

Typography is more than just letter forms. It is “multimodal, integrated 

with other semiotic means of expression such as colour, texture, three-

dimensionality, and movement” (van Leeuwen 2006: 144). van Leeuwen 

(2006) identifies distinctive features of letter forms, namely “weight”, 

“expansion”, “slope”, “curvature”, “connectivity”, “orientation”, 

“regularity” (ibid: 148-150).  

 

Weight refers to “the difference between bold or regular typefaces” (van 

Leeuwen, 2006: 148). Increased weight leads to increased salience (ibid: 

148). Bold can mean “daring”, “assertive”, or “solid”, “substantial”, or 

may mean a more negative meaning such as “domineering” and 

“overbearing” (ibid: 148). Expansion refers to typefaces which are 

“condensed”, “narrow”, or “expanded” and “wide” (ibid: 148). Wide 

typeface may be regarded in as positive, as it provide room to breathe and 

move, while condensed typefaces may be seen cramped, overcrowded and 

restrictive of movement (ibid: 148). Slope is “the difference between 

cursive, sloping, script-like typefaces and upright typefaces” (ibid: 148). 

Depending on the context, the meaning may signify a contrast between the 

“organic” and the “mechanical”, the “personal” and the “impersonal”, the 

“formal” and the “informal”, the “mass-produced” and the “handcrafted”, 
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the “new” and the “old” (ibid: 148). Curvature refers to angular or curved 

typeface (ibid: 151). Roundedness can signify “smooth”, “soft”, “natural”, 

“organic” or “material”, while angularity “ abrasive”, “harsh”, “technical”, 

“masculine”, and so on (ibid: 149). Connectivity refers to letter forms that 

can be connected to each other as in running script or letter forms that are 

quite separated and self-contained (ibid: 149). External disconnection can 

suggest “atomisation”, or “fragmentaion”, and external connection may 

suggest “wholeness”, or “integration” (ibid: 149). Disconnection may also 

suggest individuality. Internally disconnected letter forms create a sense of 

not being “buttoned up” or may be negatively valued as “unfinished”, or 

“sloppy”, or positively such as “easy-going” (ibid: 149). Orientation refers 

to “typefaces that are oriented towards the horizontal dimension, by being 

comparatively flattened” or “stretched in the vertical direction” (ibid: 149). 

Horizontal orientation could suggest “heaviness”, “solidity”, but also 

“inertia”, “self-satisfaction”, while vertical orientation could suggest 

“lightness”, “upwards aspiration”, but also “instability” (ibid: 149). 

Regularity refers to “regular and irregular typefaces” (ibid: 150). Some 

typefaces have deliberate irregularities through the distribution of some 

features (e.g. playful flick or ligature) (ibid: 149). The present study will 

adopt van Leeuwen (2006) to examine the logos on the hotel homepages.  

 

3.3.2 Insiders’ perspective 

 

The researcher was only able to obtain insider informants’ data about the 

context of website design through interviewing one hotel practitioner and 

two hotel website designers, instead of conducting an ethnographic study. 

The hotel practitioner (Interviewee 1) was an Associate Professor from the 

School of Hotel and Tourism Management, The Hong Kong Polytechnic 

University who had been a former Vice President of the marketing 

department of Shangri-la Hotels and Resorts and a website designer of a 

tourism convention and exhibition centre. The two hotel website designers, 

were from the Peninsula Hong Kong (Interviewee 2) and the 

InterContinental Grand Stanford Hong Kong (Interviewee 3) respectively. 
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Interview invitation letters were sent to the twelve hotels and only two 

hotels responded positively. The letter was attached in Appendix VIII.  

 

Conducting interviews is a way to gain insiders’ information, namely the 

practitioner advice, history, beliefs, and goals of disciplinary cultures and 

audience reception of the hotel websites that cannot be obtained by direct 

observation (Edley and Litosseliti, 2010: 157). Semi-structured interviews 

were conducted in which set questions were asked for all respondents 

together with unstructured questions (Gray et. al., 2007: 161) so that the 

researcher can probe into a deeper level of information when necessary. 

Before the interviews, a series of questions were designed (Table 3.6). The 

questions were about the history of hotel websites; who was involved in 

making decisions; the functions and audiences of the website, what 

websites did for the organisation and who were target visitors; the design 

process, such as the parties involved in designing and producing the site; 

the relation between decisions on the site and organisational policies; 

communication policies and other communication means of the 

organisation; what design activities took place and when; and evaluation 

data such as information about the visitors of the site, the way the visitors 

used the site, and the actual effects compared to the intended functions.  

 

The questions were related to language and image features of hotel 

websites, website design conventions and practices, the history, belief and 

goals of the culture of the hotel industry, audience reception of hotel 

websites, organisational behaviour of the hotels and also social changes 

reflected on the websites. These questions were based on Bhatia’s (2004) 

four perspectives model, covering the textual, ethnographic, socio-

cognitive and social-critical aspects of genre analysis. The interviews were 

conducted in 2009. Each interview lasted for about one hour and were 

tape-recorded so that the researcher could fully analyse all communication 

from the interviewees. The interviews were transcribed (Appendices IV, V 

and VI) so that the researcher could read through the responses and explore 

the themes among the interviewees. Quotes from the interviewees were 
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included in the discussion of findings to support the analysis of the present 

study. Table 3.6 below lists all the questions raised in the interviews.  

 

Table 3.6 Interview questions designed according to the 

multidimensional and multiperspective model (Bhatia, 2004) 

Questions 

Questions related to language and images  

 What are the communicative purposes of the hotel website? 

 What are the main content sections of a hotel website? 

 What are the purpose and goals of the homepage?  

 What are the anatomies (the breakdown of specific elements) of the homepage? 

 How do you convey the mission of the hotel through the logo? What message/ 

corporate image does the logo convey? 

 What is the overall thematic feeling of the presentation of the website such as 

professional/customer/family oriented, and etc?  

 How do you establish the character of the website visually and tonally?  

 What is the choice of colour of the website? How do you convey the mission of 

the hotel through the choice of colour? 

 Why do you place these photographs/images on the homepages? 

 What strategies have you used to attract readers to browse the content of your 

website namely through the use of language, appealing photographs/images and 

effective hyperlinks?  

 Are there any typography considerations?  

 Given the complexity in the organization of hyperlinks of the website, how do you 

help readers to find their way around when browsing the website?  

 

Questions about generic conventions and practices 

 Are there any conventions such as a standard template form in designing hotel 

websites in terms of the layout, colour, images and language? 

 Will the design diverge from the standard format? If yes, in what situation will the 

designers do so? 

 Did you refer to any other resources or information from the hotel industry when 

constructing the content of the website? 
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 Is the website purely a brochure site? How are the content and use of language 

and images of the websites different from brochures? 

 Do you use other party’s voices on the hotel websites? Why? 

 

Questions about hotel website designers’ advice, studies of history, belief, goals of 

disciplinary culture, the modes and patterns of professional practice. 

 When did the hotel start using a website? Why? 

 What are the procedures/stages of designing the hotel websites? 

 Are there any manuals/guidelines for designing hotel websites? 

 Who are responsible for writing and designing the hotel websites?  

 Do the PR and the website designer produce the website collaboratively? If yes, 

who contributes what at what stage and who makes the final decision? 

 What kinds of decisions were pre-planned, and which were taken at the designing 

moment when producing the content of the website?  

 

Questions related to audience reception and reading and interpretative 

behaviours  

 Who are the target audience of the hotel websites? 

 How does the concern of readership affect the presentation methods of hotel 

websites in terms of the use of colour, animation, language and images? 

 What is the proportion of guests booking online through the hotel website?  

 Does the hotel check the frequency of website visits or collect feedback of the 

website?  

 What do visitors feel about visiting the website? What are the actual effects 

compared to the intended outcomes or the function of the website?  

 
Questions about organisational behaviour  

 What is the mission of the hotel? 

 What are the physical circumstances that affect the construction of the hotel 

website? 

 What is the history of the development of your hotel website? 

 How were the decisions on designing the website connected with the 

organizational policy and communication policy and other communication means 
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e.g. brochures, advertisement of the hotel? 

 How many personal or interpretative ideas by the writers are included in the 

content? 

 

Studies of organisational, professional and social changes reflected in discourses  

 Has the hotel redesigned the website? Why? (e.g. internal pressure, development 

of new technology, influence of government policy, changing the visual brand) If 

yes, what are the changes?  

 How did the hotel plan the redesign? 

 What are the objectives and benefits of the redesign? 

 What skills are needed to complete the redesign? 

 If the hotel did not have any redesign of website, were there any changes of the 

website content and style of design in the past ten years? What are the changes 

and why?  

 How often does the hotel change its website? What is the policy behind the 

change?  

 How does the hotel position itself against the customers? How is it reflected in the 

content of the website? 

 The issue of accessibility of websites has appeared in some countries, some 

commercial sites are subject to lawsuits if they discriminate against people with 

disabilities, is there any policy to cope with the disabled people in Hong Kong?  

 Does the hotel aware of the problems of inaccessible websites and how does the 

hotel overcome these challenges?  

 

3.3.3 Socio-cognitive perspective 

 

The analysis of hotel websites from the socio-cognitive perspective 

involved investigating generic integrity, audience reception, disciplinary 

cultures, professional practice, the appropriation of generic resources, use 

and exploitation of rhetorical strategies (Bhatia, 2004: 163).  

 

Generic integrity refers to the “form-function correlations” which represent 

a particular professional, academic or institutional communicative 

construct and realize the communicative purpose of a genre (Bhatia, 2004: 
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123). The genre integrity of the hotel homepages is realized by text-

internal factors, namely contextual, textual and intertextual; and text-

external factors which are discursive practices, discursive procedures and 

disciplinary culture of hotel website design (Bhatia, 2004: 125, 127).  

 

In order to analyse generic integrity, text-internal factors, namely the 

moves, and language features of the hotel homepages, which are discussed 

under the textual perspective, were also analysed in terms of the social 

cognitive strategies (Osman, 2006) which take into account of the social 

context of the genre in use (ibid: 41). Since the present study only focuses 

on homepages, intertextuality of hyperlinks is not examined due to the 

complexity of the hyperlink system of the Internet.  

 

Regarding text-external factors, information about disciplinary cultures and 

professional practice was obtained through interviews with hotel website 

designers as mentioned in Section 3.3.2. Since the design of the website 

was also shaped by user preference, information regarding audience 

reception of hotel websites was collected by interviewing the hotel website 

designers about the details and feedback of the website audience. Seven 

potential users of five star hotel websites were also invited for interview to 

evaluate how they respond to the contents of hotel websites. The 

interviewees are all frequent travelers and potential five star hotel 

customers. They are professionals at the managerial level who stay in 

hotels routinely as part of the professional work. Five of them are from the 

industry of business, one from the surveying industry, and one from the 

interior design industry. Seven interviewees are male and two are female. 

Their age ranges from 40- 55 and their education background is at master’s 

level. As there has been a change in the design of five of the twelve hotel 

websites examined in the study (i.e. The Peninsula Hong Kong, Mandarin 

Oriental Hong Kong, The Landmark Mandarin Oriental Hong Kong, The 

Excelsior Hong Kong, The Langham Hong Kong and Langham Place 

Mongkok, Hong Kong), the old and new versions of these websites were 

shown to the interviewees for comments. Table 3.7 shows the user survey 

questions.  
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Table 3.7 User survey questions 

Please comment on the webpage you are currently viewing.  

 

1. Do you book rooms through a hotel website? 

2. What are the communicative purposes of the hotel website? 

3. What do you think are the core sections of a hotel website? 

4. What do you think a five star hotel website should have? 

5. Where do you first look on the screen of the homepage? 

6. What are the look and feel of this homepage? 

7. What do you think these photographs are trying to depict? 

8. How do you think the hotels differentiate themselves? 

9. Do you prefer flash to static photographs? 

10. Do you prefer hotel homepages with more visual images to more 

written text? Why? 

11. Any common features you found among these six websites? 

12. Do you think it is important to put human into the photographs? 

13. How do you receive hotel websites? Are they like advertisements? 

14. What do you find the biggest challenge when browsing the website?  

(e.g. new to internet, information is not available, not well organized, 

too much information, hard to navigate, too long to load, others) 

15. Any additional information needed? 

16. Suggestions for improvement 

 

The purpose of the user survey is to understand the audience reception of 

the hotel websites and whether the audience favour the redesigned websites. 

The present study did not include a large-scale web user survey as hotel 

websites belong to corporate public discourse (Fox and Fox, 2004: 2) 

which have a “mass and indeterminable audience” (Fairclough, 2001: 168). 

The users of hotel websites are diversified and unacknowledged such as 

global travelers, job seekers, investors, employees, customers, and business 

partners. Large-scale global sampling would have been needed when doing 

a survey in order to make general inferences on the web audience. 

However, this methodology is outside the scope of the present study.  
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3.3.4 Socio-critical perspective 

 

The procedures for socio-critical analysis included the accounts of 

language, ideology and power; discussions of language and social 

structures; studies of social changes reflected in discourses, social practices, 

identities, and motives, organizational behaviour and socio-cultural 

backgrounds (Bhatia, 2004: 167). Information on social structure, social 

changes and practices and socio-cultural backgrounds were obtained 

through interviewing hotel website designers and reviewing tourism and 

hospitality articles about the hotel industry in Hong Kong. Organizational 

behaviour and the accounts of language, ideology and power ideology 

were investigated through interviewing hotel practitioners (Section 3.3.2). 

Six case studies were conducted to compare the old (websites launched 

before 2007) and new versions (websites launched in 2010) of the hotel 

homepages to show the organisational, professional and social changes 

reflected in the discourse. These six hotels were the Peninsula Hong Kong, 

Langham Place Mongkok Hong Kong, Langham Hotel Hong Kong, 

Mandarin Oriental Hong Kong, Landmark Mandarin Oriental Hong Kong, 

and the Excelsior Hong Kong. 

 

3.4 Summary 

 

This chapter has described the research scope, analytical frameworks, data 

collection process, and method of data analysis. The following chapters 

present the analysis of the textual perspective, insiders’ perspective, socio-

cognitive perspective and socio-critical perspective (Bhatia, 2004).  
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Chapter 4  

 

Textual perspective 

 

This chapter investigates the move structure (4.1) of the introductory texts 

of the twelve hotel homepages, the types and language of hyperlinks (4.2), 

and interpersonal meaning by using the appraisal analysis (4.3) (Martin 

and White, 2005 and Hood, 2010).  

 

A corporate homepage generates numerous first impressions every day 

(Pott, 2007: 90) and is regarded as the “top-level document of a website” 

(Askehave & Nielsen, 2005: 123). It is the front page of a website and has 

two general functions. Firstly, it provides readers with “the general content 

of the site by presenting informative tables of contents and providing 

enticing text bits” (ibid: 124). Secondly, it serves as an “official gateway of 

the website” as it allows readers to navigate by providing links to the 

whole website (Askehave and Nielsen, 2005: 124). Readers search on a 

corporate homepage to check a company’s online presence before starting 

any business with the company (Nielson and Tahir, 2002), and thus 

explaining the company’s business should be the first priority for a 

homepage (Pott, 2007: 92). The explanation message can range from 

placing a simple block of text, taglines, photography, graphics, animations, 

and a combination of these elements to present the company’s services 

(Pott, 2007: 92). 

 
Since the first impression of a corporate homepage can be formed by web 

surfers within fifty milliseconds (Lindgaard et.al., 2006: 115) and a 

corporate homepage serves as an essential point of orientation of a 

company before readers are attracted to browse the homepage for a deeper 

level of information on other pages of the website, a well-designed 

corporate homepage is important to draw a reader’s attention. At the same 

time, the reader can gain a better idea about the company. In the following, 

the twelve hotel homepages will be explored to identify the communicative 

functions of the moves.  
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4.1 Move analysis of corporate homepages 

 

As stated in Chapter 3, Section 3.1, a move is regarded as “rhetorical 

instruments that realize a sub-set of specific communicative purposes 

associated with a genre” (Bhatia, 2001: 84). In this section, the moves of 

the twelve homepages of hotel websites are first summarised (Table 4.1) in 

terms of the types of moves, whether the moves are obligatory or have 

high/medium/low optionality, the relative frequencies of occurrence, 

followed by a discussion on each of the moves and the sequence of moves. 

The reasons for the move structure are given in Chapter 7, Section 7.2.  

 

The move analysis of each of the twelve hotel homepages can be found in 

Appendix I. Eighteen moves have been identified after analysing the 

introductory texts (Table 4.1) of the twelve hotel homepages. Moves which 

occur 12 times are regarded as obligatory moves, 8 to 11 times are low 

optionality, 5 to 7 are medium optionality and 1 to 4 are high optionality. 

Six moves are obligatory, four moves have low optionality, two moves 

have medium optionality, and six moves have low optionality.  

Table 4.1 Move Analysis 

Move Structure  Obligatory/Optional Frequency Percentage 

1. Identifying the 

hotel 

Obligatory 12 100% 

2.Attracting 

attention 

Obligatory  12 100% 

3. Indicating content 

structure  

Obligatory 12 100% 

4.Establishing 

contact 

Obligatory 12 100% 

5. Establishing 

credentials 

Obligatory  12 100% 

6. Introducing the 

location and views of 

the hotel 

Low optionality 9 75% 
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7. Introducing 

accommodation 

Obligatory  12 100% 

8. Introducing 

restaurants and bars 

Low optionality 10 83% 

9. Introducing leisure 

facilities  

Low optionality 10 83% 

10. Introducing 

meetings and events 

facilities  

Medium optionalily 5 42% 

11. Introducing guest 

service 

High optionality  4 33% 

12. Introducing the 

awards received 

Medium optionality 6 50% 

13. Clock showing 

local time 

Low optionality 11 91.6% 

14. Introducing 

activities and news of 

the hotel 

High optionality  2 16% 

15. Describing the 

renovation and 

enhancements the 

hotel has undergone  

High optionality  1 8.3% 

16. Introducing local 

attractions 

High optionality 1 8.3% 

17. Offering career 

opportunities  

High optionality  1 8.3% 

18. Introducing the 

consultant group of 

the hotel 

High optionality 1 8.3% 

 

 

Move one- Identifying the hotel (100%) 

 

In move one, the sender of the hotel is identified. It creates the image of 

the hotel and helps readers to find their way on the internet. This move is 

textualized by the logo of the hotel.  

 

All the hotels place their logos on the top of the homepages which suggest 

that the logo may be the most important element of a website. A reader 

may browse the top of the screen first before looking down for further 

details on the homepages, and the logo notifies readers about the brand of a 

hotel. Among the twelve hotel homepages, six of them place the logos in 

the top right hand corner; four in the top left hand corner; and two in the 

centre on the top of the homepages. Hotel homepages which belong to the 

same hotel chain place their logos in the same location. For example, the 

Langham Hong Kong and Langham Place Mongkok, Hong Kong both put 

their logos in the top right hand corner. The InterContinental Hotel and 
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InterContinental Grand Stanford Hong Kong place their logos in the centre 

on the top of the homepages. This suggests that the placement of the logo 

is institutionalized, that is, hotels belonging to the same hotel group follow 

the same web design convention to create a sense of unity.  

 

When readers browse other pages of the website, the logos of the hotels 

can be activated as a link back to the homepages. The logo link helps users 

to return to the homepage and orient themselves (Pott, 2007: 92) without 

getting lost on the website with numerous hyperlinks, mainly linking 

within the website and sometimes to external websites. The following 

shows the logos of some hotels.  

 

 

 

(2) Kowloon Shangri-

La Hong Kong  

 

(7) Grand Hyatt 

Hong Kong 

 

(12) Le Meridien 

Cyberport 

 

(9) Four Seasons Hotel 

Hong Kong  

 

(11) The Landmark 

Mandarin Oriental 

Hong Kong 

 

 

 
Among the twelve hotel logos, as shown in (2), (9) and (11), eight of them 

have a “visual symbol” (Gobe, 2007: 80) at the top and the name and 

location of the hotel in the bottom, except (7) and (12). None of the hotels 

has a logo with a name on the top and a “visual symbol” at the bottom. All 

the logos are simple and legible, showing the name and location of the 

hotels without many details of graphic design. Since a logo establishes the 
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hotel’s identity, it has to be easily recognized by readers. Further analysis 

of the logos is presented in chapter 5.  

 

Move two- Attracting attention (100%) 

 

Following Askehave and Nielsen (2005), move two attracts the reader’s 

attention when the reader enters the homepage, showing photographs of 

the hotels. Similar to the findings of Askehave & Nielsen (2005: 125) and 

Bhatia (2005: 215), the move is realised by photographs with an occasional 

combination of verbal and audiovisual elements. Five hotels place verbal 

elements on their photographs with a greeting, such as “Welcome to the 

Peninsula Hong Kong”, or a slogan “One step from the pulse of the city yet 

a million miles from the pressure” of larger font size to attract readers’ 

attention. Three hotels use flash on their pictures to create a more vibrant 

effect to grab the reader’s attention. The attracting attention move is mostly 

located on the top half of the homepages, with one instance of the move 

being located at the centre of the homepage, i.e. (9) Four Seasons Hotel 

Hong Kong. Askehave & Nielsen (2005: 125) suggest that this move may 

determine whether readers leave or stay on the homepage.  

 
Move three- Indicating content structure (100%) 

 

Move three, found on the navigation menu, shows the content structure of 

the website. The navigation menu gives an overview of the different parts 

of the websites. It includes all the main topics (i.e. links) such as the 

accommodation, facilities and restaurants in the hotel. The navigation 

menu is similar to a table of contents for print materials, which enables 

readers to quickly and easily identify content.  

 

Below (1), (4), (8) and (12) respectively shows the menu bars of the hotel 

homepages. All the hotel homepages include menu bars. Eleven hotel 

homepages have both horizontal and vertical menu bars. Only one of them 

has only horizontal menus. The use of both horizontal and vertical menu 

bars is commonly found on the eleven websites in which there are several 

pages. Links placed in the horizontal bar remain the same throughout the 

website 
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(1) Peninsula Hong Kong   

 

(8) Excelsior Hong 

Kong 

(4) InterContinental Hong 

Kong 

 
 

 

(12) Shangri-La Kowloon  

 
 

Move four- Establishing contact (100%) 

 

Move four provides contact information (address, telephone, fax and email) 

of the hotel. Corporate websites are created with the purpose of 

“representing a company, selling the company’s name, attracting more 

visitors, generating more business leads, promoting company’s products 

and services, and ultimately, helping to gain more return on investment” 

(Lepcha, 2006:1). The e-mail address, telephone, fax and postal address of 

the hotel can help readers to better trust the content provided. The 

company may be “obfuscating for a reason” if it only provides a simple 

contact form but no telephone number or address (Pott, 2007: 7).  

 

Having a postal address is crucial for a company because sometimes it is 

difficult to tell if the company advertised on a website is “a real or fly-by-

night company” (van Duyne, Landay and Hong, 2003: 342). It helps to 

relieve customer’s fears (van Duyne, Landay and Hong, 2003: 342). In the 

case of hotels, a physical address provides information for readers on 

where and how to find the hotel. Similarly, displaying phone and fax 
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numbers is important in case customers need immediate help or prefer 

phone and fax over email (van Duyne, Landay and Hong, 2003: 342).  

 

The order of the move of establishing contact is not consistent across the 

twelve hotel homepages. Some hotel put the contact information at the 

beginning, e.g., (2) Kowloon Shangri-La Hong Kong, (3) InterContinental 

Grand Stanford Hong Kong, (4) InterContinental Hong Kong, and (9) Four 

Seasons Hong Kong. Some hotels put this move at the end of the 

homepage e.g., (5) Langham Place Hotel Mongkok, (6) The Langham 

Hong Kong, (8) The Excelsior Hong Kong, (10) Mandarin Oriental Hong 

Kong, and (11) The Landmark Mandarin Oriental Hong Kong. Two hotels, 

i.e., (1) The Peninsula Hong Kong and (7) Grand Hyatt Hong Kong, put 

the move in the middle of the homepage. The difference shows that there is 

no convention about the placement of contact information of the hotel 

industry on the website.  

 

Move five- Establishing credentials (100%) 

 

According to Bhatia’s (1993: 49) analysis of sales promotion letters and a 

product review letter (Bhatia, 2004: 94), the move of establishing 

credentials in sales promotion letters is to fulfill the needs of the potential 

customer  and establish the company’s reputation in the market. Askehave 

& Nielsen (2005: 125) suggest that move of the establishing credentials on 

corporate homepages serves to establish the trustworthy image of the web-

owner. In the analysis of hotel homepages, the move of establishing 

credentials serves to establish a positive image of the hotel and inform 

readers of the competitive advantage of the hotel. Credibility is important 

to establishing a good relationship with customers (van Duyne, Landay and 

Hong, 2007). The hotels establish a positive image and describe some 

unique features of each hotel to earn readers’ trust and capture their 

attention. The following example is (1) The Peninsula Hong Kong.  

 

(1) The Peninsula Hong Kong 

The Peninsula Hong Kong has long been hailed as one of the finest hotels 

in the world. Created nearly 80 years ago in the glamorous 1920s, the 
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legendary "Grande Dame of the Far East" continues to set hotel standards 

worldwide, offering a blend of the best of Eastern and Western hospitality 

in an atmosphere of unmatched classical grandeur and timeless elegance.  

 

In (1) The Peninsula Hong Kong, the hotel introduces the long history and 

the international fame of the hotel and highlights the hotel as a place that 

offers a blend of the best of Eastern and Western hospitality with classical 

grandeur and timeless elegance. By describing the hotel as “Grande Dame”, 

the hotel portrays itself as an old lady who is respected because of her 

experience and knowledge and others have to conform to her high 

standards. This also suggests that the hotel has a long history in the Hong 

Kong hospitality industry. Similarly, (4) InterContinental Hong Kong also 

describes its fame.  

 
(4) InterContinental Hong Kong 

Internationally acclaimed as one of the world’s top hotels for business and 

leisure, InterContinental Hong Kong, with its unique and convenient 

Kowloon waterfront location, offers unrivalled views of Victoria Harbour 

and Hong Kong Island, and unparalleled service and facilities. 

 

In (4) InterContinental Hong Kong above, the hotel first describes itself as 

one of the internationally acclaimed world’s top business and leisure hotels 

to establish the reputation of the hotel. It also highlights the unique 

location, the “unrivalled” views of the hotel, and claims that the service 

and facilities of the hotel are “unparalleled” to attract web readers” 

attention. The following show another example (5) Langham Place, 

Mongkok, Hong Kong.  

 

(5) Langham Place, Mongkok, Hong Kong 

Langham Place, Mongkok, Hong Kong builds on The Langham legend of 

141 years while introducing a refreshingly modern five-star Luxury Hong 

Kong Spa hotel of clean lines and hi-tech delivery. Langham Place, 

Mongkok, Hong Kong is more than just a luxury spa hotel in Hong Kong, it 

is the PLACE. 

http://hongkong.langhamplacehotels.com/##
http://hongkong.langhamplacehotels.com/accom/Hotels_in_HongKong.htm
http://hongkong.langhamplacehotels.com/accom/Hotels_in_HongKong.htm
http://hongkong.langhamplacehotels.com/##
http://hongkong.langhamplacehotels.com/##
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In the descriptions, (5) Langham Place, Mongkok, Hong Kong, establishes 

a positive image by describing the long history of the hotel company and 

informing readers that the hotel is a five-star luxury hotel. Also, the hotel 

emphasizes that it is a spa hotel with modern technology and it is a place 

where readers can make themselves at home.  

 

Move six- Introducing the location and view of the hotel (75%) 

 

In move six, the hotel emphasizes the merits of the hotel location in the 

city and the view that the hotel overlooks to attract readers, as shown in the 

following examples (8), (10) and (12), all of which suggest the proximity 

of the hotel to the city centre.  

 

(8) The Excelsior Hong Kong 

The Excelsior, Hong Kong is in the heart of the entertainment, business 

and shopping district, with spectacular views over Victoria Harbour. 

 

(10) Mandarin Oriental Hong Kong  

With its breathtaking location overlooking Victoria Harbour, it has been a 

landmark at the heart of the financial district since 1963 

 

(12) Le Meridien Cyberport 

Minutes from Hong Kong’s centre, Le Méridien Cyberport is a stylish 

haven of modern technology and upscale amenities. 

 

In (8) The Excelsior Hong Kong, the hotel describes its convenient 

location with entertainment, business activities and shops nearby, and then 

introduces the Victoria Harbour view to the reader. (10) Mandarin Oriental 

Hong Kong also describes the harbour view and highlights the history of 

its location. Similarly, in (12), Le Meridien Cyberport describes its 

convenient location which is just minutes away from the city centre. Move 

six suggests that readers can have convenient access to the city centre.  
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Move seven- Introducing accommodation (100%) 

 

In move seven, the accommodation of the hotel is introduced. Among the 

twelve hotels, eight of them describe the number of rooms; six describe 

room views and room facilities. Examples of introducing accommodation 

are shown below: 

 

(3) InterContinental Grand Stanford Hong Kong 

The 578 luxuriously-appointed rooms and suites either present the best 

harbour views of any of the five star hotels in the Hong Kong or overlook 

the vibrant streets of Tsim Sha Tsui East. 

 

(10) Mandarin Oriental Hong Kong 

We offer our guests 502 rooms and suites with more space and every new 

luxury of contemporary first class travel. 

 

(12) Le Meridien Cyberport 

Each room features both cutting-edge technology and a panoramic view of 

the shimmering Pacific, putting guests at the centre of one of the world’s 

most exciting destinations. Beyond the 170 rooms, the hotel offers easy 

access to the adjacent Cyberport Convention Exhibition Centre… 

 

In (3) InterContinental Grand Stanford Hong Kong, (10) Mandarin 

Oriental Hong Kong and (12) Le Meridien Cyberport, the hotel uses 

numbers to present the exact number of rooms in the hotel such as 578 

luxuriously-appointed rooms and suites. This is because numbers present 

facts (Nielsen, 2007) which is a more compact representation of hard 

information than flowery words. Moreover, the shape of a group of digits 

stands out to users more than a group of letters (Nielsen, 2007). Stating the 

number as a numeral is distinctive even without the bold highlighting 

(Nielsen, 2007). Using numbers to present facts, therefore, increases 

usability for people who are looking for a particular piece of information or 

the gist of a page. It is also an easy way to improve credibility by making 

the homepage seem more useful (Nielsen, 2007). The use of number could 
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enhance interpersonal meaning and is related to graduation for the purpose 

of intensifying the effect of the statements which will be discussed later in 

Section 4.5.  

 

In addition to detailing room numbers, six hotels also describe the room 

views and facilities by saying that they have rooms with a Victoria 

Harbour view and a view over a busy district of Hong Kong. They also 

mention the facilities in the rooms, such as some advanced technology, 

television, home entertainment systems and bathrooms to present 

themselves as well-equipped hotels.  

 

Moreover, six hotels use hyperlinks to present information on 

accommodation as shown in (5) Langham Place, Mongkok, Hong Kong, (8) 

The Excelsior Hong Kong, and (10) Mandarin Oriental Hong Kong.  
 

(5) Langham Place, Mongkok, Hong Kong  

 

 (8) The Excelsior Hong Kong  

 
 

 (10) Mandarin Oriental Hong Kong  

 

 

As shown in (5), (8) and (10) above, the hotels make use of intertextual 

hyperlinks for readers to connect the homepage to another page to look for 

further information about hotel rooms so that the homepage does not 

contain too much text. Using hyperlinks to present accommodation 

information can help the hotel to give readers detailed information which 

can not be presented succinctly on the homepage.  
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Move eight- Introducing restaurants and bars (83%) 

 

In move eight, the hotel introduces the restaurants of the hotel. The 

descriptions of restaurants and bars vary from one hotel homepage to 

another. The following (2) and (3) are examples of introducing restaurants 

and bars.  

 

(2) Kowloon Shangri-La Hong Kong 

…a range of fine restaurants and bars enhanced by our warm and caring 

people. 

 

(3) InterContinental Gran Stanford Hong Kong 

InterContinental Grand Stanford Hong Kong offers a wide selection of 

world-class dining outlets (from Italian to regional Cantonese and 

international buffet). 

 

Some hotels generally mention the variety of eating outlets that the hotel 

provides, such as in (2) Kowloon Shangri-La Hong Kong and (3) 

InterContinental Grand Stanford Hong Kong. Other hotels just mention 

that there is a range of restaurants in the hotel. If readers are interested to 

search for further information, they could click on the link in the menu bar.  

 

However, some hotels, e.g., (1) The Peninsula Hong Kong and (4) 

InterContinental Hong Kong below, list on the homepage each of the 

restaurants and bars and introduce their unique attractions, such as the 

views from the restaurants and the special cuisine that the restaurants serve.  

 

(1) The Peninsula Hong Kong 

The restaurants and bars at The Peninsula Hong Kong are among the most 

exclusive and most elegant in Hong Kong. Renowned as one of the best 

French restaurants in Asia, Gaddi’s is Hong Kong’s most elegant dining 

experience while Felix offers a sleek and stylish city rendezvous with 

stunning views across the harbor. Afternoon tea at The Peninsula’s Lobby 
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is a Hong Kong institution, and the best authentic Cantonese food in town 

is served in Spring Moon. 

 

(4) InterContinental Hong Kong 

Dramatic dining options include SPOON by Alain Ducasse, Yan Toh Heen 

(Cantonese), THE STEAK HOUSE winebar + grill and Harbourside 

(popular for its extensive international buffets). The Lobby Lounge is 

renowned for its spectacular panoramic views of Victoria Harbour and 

Hong Kong Island. Drinks, snacks, afternoon tea or evening cocktails here 

with the Hong Kong skyline as the dramatic backdrop is a magical 

experience 

 

Similar to move seven introducing accommodation, five hotels, as shown 

in (8), (10), (5), (6) and (7) below, make use of hyperlinks to provide more 

information about their restaurants.  

 

(8) The Excelsior Hong Kong  

 
 

(10) Mandarin Oriental Hong Kong 

 

 

(5) Langham Place, Mongkok, Hong Kong  

 
 

(6) The Langham Hong Kong  
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(7) Grand Hyatt Hong Kong  

 
 

The use of hyperlinks varies across the twelve hotel homepages. Some 

hotels briefly describe the link “restaurants” like in (8) The Excelsior Hong 

Kong and (10) Mandarin Oriental Hong Kong and let readers decide if they 

would like to click the link for further details about the restaurants of the 

hotel. However, in (5) Langham Place, Mongkok, Hong Kong, apart from 

providing the links of the restaurants, the hotel also describes each 

restaurant and the service it provides on the hotel homepage. In (6) The 

Langham Hong Kong and (7) Grand Hyatt Hong Kong, the hotels provide 

the links of the restaurants and also list out each of the restaurants/bars so 

as to offer a brief preview of the content before readers clicking the links. 

 

Move nine- Introducing leisure facilities (75%) 

 

In move nine, the leisure facilities are introduced such as swimming pool, 

fitness studios, jogging track and spa facilities.  

 

Five hotels use hyperlinks for the leisure facilities description. Among 

these five hotels, four hotels highlight the spa facilities by using a 

hyperlink. In (8) The Excelsior Hong Kong, the hotel uses the hyperlink 

“pleasure” to lead readers to its Spa webpage. (10) Mandarin Oriental 

Hong Kong and (11) The Landmark Mandarin Oriental Hong Kong also 

show the “spa” link on the homepage which suggests that Spa is an 

important facility.  
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(8) The Excelsior Hong Kong 

 
 

(10) Mandarin Oriental Hong Kong 

 
 

(11) The Landmark Mandarin Oriental Hong Kong 

 
 

Spa is mentioned on seven hotel homepages. Two hotels, (1) The 

Peninsula Hong Kong and (4) InterContinental Hong Kong, do not use any 

links to describe their facilities. Instead, they describe facilities in 

paragraphs. 

 

(1) Peninsula Hong Kong 

The hotel features a state-of-the-art fitness center and a huge Roman-style 

swimming pool. The pool opens onto the hotel’s sun terrace, providing an 

incredible view of Victoria Harbour and Hong Kong Island. The new 

Peninsula Spa by ESPA is a harmonious combination of The Peninsula’s 

legendary service and the world’s leading spa consultancy, ESPA, offering 

luxurious bespoke treatments for both body and mind.  

 

(4) InterContinental Hong Kong 

Superb leisure facilities include a large outdoor heated swimming pool and 

unique trio of infinity spa pools. The luxurious I-Spa, with its feng shui 

inspired ambiance, is Hong Kong”s ultimate spa retreat with private spa 

suites  

 

According to The New York Times 2007, spas are requisite facilities at top 

hotels now and the next generation of the spa is moving directly into the 

guest room. Moreover, in a 2007 report Lynne Walker McNees, president 
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of the International Spa Association, stated that “living at the spa” is one of 

the leading trends. As a result, spa is mentioned on seven hotel homepages. 

This suggests that nowadays hotels also emphasize providing health 

experience for guests apart from merely accommodation. This 

phenomenon also occurs in (5) Langham Place, Mongkok, Hong Kong,  

 

(5) Langham Place Hotel Mongkok 

 
 

 

(7) Grand Hyatt Hong Kong 

 
 

The hotel in (5) highlights itself as a spa hotel and the Chuan Spa is not 

only a day spa but a luxurious residential spa with hotel accommodation. 

This suggests that guests who stay in this hotel can enjoy spa every 

moment like “living at the spa”, and in (7) Grand Hyatt Hong Kong, the 

hotel particularly highlights the Plateau Spa among all the other sports 

facilities and makes it a link for readers to search for further details. 

According to the New York Times 2007, the Plateau Spa is the outcome of 

the most ambitious proponent of spa rooms by Hyatt Hotels and Resorts. 

The Hyatt Hotels and Resorts first tried the concept in 2004 in Grand Hyatt 

Hong Kong with some rooms installing soaking tubs, massage futons and 
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steam baths installed in some rooms. By highlight the Plateau Spa, the 

hotel emphasizes that it is an important facility of the hotel.  

 

Move ten- Introducing meetings and events facilities (42%) 

 

Five out of twelve hotels introduce their facilities for meetings and events. 

The hotels describe the business facilities to highlight themselves as 

business hotels. In (3) InterContinental Grand Stanford Hong Kong, the 

hotel introduces the catering service and conference service team and the 

hotel’s Business Centre which provide banquet and conference facilities.  

 

(3) InterContinental Grand Stanford Hong Kong  

Internationally renowned among the business hotels in Hong Kong, 

InterContinental Grand Stanford Hong Kong is perfectly located for 

meetings. The hotel provides extensive and sophisticated banquet and 

conference facilities under the expert guidance of the hotel’s Catering and 

Conference Services team. A fully equipped Business Centre is also 

available for the convenience of hotel guests and meeting delegates. 

InterContinental Grand Stanford Hong Kong offers a variety of meeting 

and conference facilities to suit any occasion, from corporate meetings and 

full-scale conferences to gala dinners and wedding celebrations. 

 

In both (5) Langham Place Hotel Mongkok, Hong Kong and (8) The 

Excelsior Hong Kong, the hotel uses hyperlinks to introduce the business 

facilities.  

 

(5) Langham Place Hotel Mongkok, Hong Kong 

 
 

(8) The Excelsior Hong Kong  
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In (5) Langham Place Hotel, Mongkok, Hong Kong, the business facilities 

mentioned include conference rooms with advanced equipment, 

information on meeting packages and seating capacity. The hotel also lists 

out and describes different rooms for meetings, such as ballroom, large 

conference rooms and small conference rooms. In (8) The Excelsior Hong 

Kong, the hotel mentions the number of rooms and fitness centre for 

conference participants and also lists out and describes the restaurants for 

business meetings. There are restaurants catering for different cuisines 

such as Chinese and Italian, and English sports pub which offers 

international cuisines. Apart from business facilities, two hotels also 

introduce their ballrooms for holding events, as shown in (4) and (7) below. 

 

(4) InterContinental Hong Kong 

The InterContinental Ballroom (Hong Kong’s largest) and 11 harbourview 

function rooms, have a refreshed modern look and the latest technology.  

 

(7) Grand Hyatt Hong Kong 

 

 

 

The hotels describe the capacity of their ballrooms, such as a ballroom 

which can cater for up to 950 guests in (7) Grand Hyatt Hong Kong and 

also the largest ballroom in Hong Kong in (4) InterContinental Hong Kong.  

 

Move eleven- Introducing guest service (33%) 
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In move eleven, the hotel introduces guest services such as transportation 

service and personal service. This move appears on four of the twelve hotel 

homepages. In (1) The Peninsula Hong Kong, (3) InterContinental Grand 

Stanford Hong Kong and (7) Grand Hyatt Hong Kong, the hotel describes 

the special transportation service for guests.  

 

(1) Peninsula Hong Kong 

The hotel’s celebrated fleet of Rolls-Royce Extended Wheelbase Phantoms, 

together with The Peninsula’s helicopter shuttle service from the hotel’s 

rooftop helipad, offer hotel guests luxurious transportation to and from 

Hong Kong International Airport and around Hong Kong. 

 

(3) InterContinental Grand Stanford Hong Kong 

InterContinental Grand Stanford Hong Kong offers a complimentary 

shuttle bus service to the Star Ferry area and is ideally situated for hotel 

guests interested in exploring Hong Kong, as it is within easy reach of 

Kowloon-Canton Railway and the MTR underground. 

 

(6) Langham Hong Kong 

 
 

(7) Grand Hyatt Hong Kong 

 
 

(1) The Peninsula Hong Kong offers transportation in a Rolls Royce 

and special helicopter shuttle service to and from Hong Kong 

International Airport and around Hong Kong. In (3) 
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InterContinental Grand Stanford Hong Kong, the hotel provides a 

shuttle service from the hotel to the Star Ferry for guests to visit 

other parts of Hong Kong. The hotel in (6) The Langham Hong 

Kong describes the range of personal service by using the hyperlink 

“Langham Hotel Club” which includes personalised service, in-

room service and laundry service. Similarly, (7) Grand Hyatt Hong 

Kong, offers guest services such as shuttle and visa services, 

business centre and private yacht services. By clicking the “guest 

services” hyperlink, readers could search for services of air ticket 

confirmation, restaurant bookings, visa arrangements for travelling 

in China, sight-seeing tours, messages, car hire, bell-desk and 

parking services, mailing and photo-processing guest services. 

 

 

Move twelve - Introducing the awards received (50%)  

 

In move twelve, the hotel describes the awards and positive comments 

received. In (4) InterContinental Hong Kong, (6) The Langham Hong 

Kong, (9) Four Seasons Hotel Hong Kong, and (11) The Landmark 

Mandarin Oriental Hong Kong, the hotels mention awards stated in some 

popular hospitality or travel magazines such as Conde Nast Traveller and 

Travel and Leisure to strengthen the international status of the hotel.  

 

(4) InterContinental Hong Kong 

InterContinental Hong Kong, consistently ranks amongst the top hotels in 

the world in numerous readership polls by prestigious publications such as 

Condé Nast Traveler, Gourmet, Travel and Leisure, Andrew Harper”s 

Hideaway Report and Institutional Investor. 

 

(6) Langham Hong Kong 

International accolades received by The Langham includes “World”s Top 

500 Hotels” (Jan 2008 and Jan 2007) as well as “Top 50 Hotels in Asia” 

(Aug 2007)by US Travel + Leisure.   It is also named as one of “75 Top 

Hotels in Asia” by Conde Nast Traveller(Nov 2007). 

http://www.langhamhotels.com/awards_LHH.htm#LHH
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(9) Four Seasons Hong Kong 

 
 

 

(11) The Landmark Mandarin Oriental Hong Kong 

 

 
 

In (9) Four Seasons Hotel Hong Kong, the hotel directly quotes the 

favourable comment stated in a hospitality magazine. In (11) The 

Landmark Mandarin Oriental Hong Kong, the hotel first describes the 

complements received and then provides a link for readers to access the list 

of awards received by the hotel. Most awards and recognition come with a 

media kit which includes the logo of honour (Pott, 2007: 175). In (3) 

InterContinental Grand Stanford Hong Kong below, the hotel shows 

readers the certificates received to prove that the hotel is environmentally 

friendly.  

 

(3) InterContinental Grand Stanford Hong Kong 
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These certificates showing third-party validation are crucial to be 

mentioned on corporate websites and should be referenced as much as 

possible to establish credibility and prestige. The third-party validations 

help to build corporate brand value (Pott, 2007: 187-188). 

 

Move thirteen- Clock showing local time (91.6%) 

 

In move thirteen, the hotels provide the local time to the readers by 

showing a clock on the homepage. It facilitates readers in making travel 

arrangements. 

 

Move fourteen-Introducing activities and news of the hotel (16%) 

 

Move fourteen shows the upcoming activities and news of the hotel. Only 

two hotels include this move on their homepages, as shown in (8) and (10) 

below. 

 

(8) The Excelsior Hong Kong 

 
(10) Mandarin Oriental Hong Kong 

 
 

(8) The Excelsior Hong Kong informs readers about the 35th Anniversary 

of the hotel and invites readers to click on for details of the upcoming 

activities of the hotel. (10) Mandarin Oriental Hong Kong announces the 

arrival of a new hair stylist and invites readers to make an appointment 

with the salon of the hotel.  
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Move fifteen-Describing the renovation and enhancements that the 

hotel has undergone (8.3%) 

 

Only one of the twelve hotels mentions the renovation and enhancements 

of the hotel. (4) InterContinental Hotel Hong Kong describes the parts of 

the hotel which have undergone renovation.  

 

(4) InterContinental Hong Kong 

InterContinental Hong Kong has undergone major enhancements, which 

have positioned it as Hong Kong’s most stylish hotel. These have included 

the contemporary new-look Lobby, the state-of-the art Club 

InterContinental (Executive Lounge), the feng shui inspired I-Spa and 

Fitness Centre and SPOON by Alain Ducasse. The hotel also renovated the 

InterContinental Ballroom and harbourview function rooms, as well as its 

acclaimed Cantonese restaurant, Yan Toh Heen. In 2005 the hotel 

introduced THE STEAK HOUSE winebar + grill and has renovated all of 

our guest rooms and opened NOBU restaurant in 2006. 

 

The renovation project is part of the InterContinental Hotels Group’s 

ongoing renovation plan for the hotel since 2001. The company’s aim is to 

improve the hotel’s position as one of the world’s top properties. As shown 

in (4), the hotel has renovated its lobby, lounge, spa and fitness centre, 

ballroom, function rooms, and restaurants. According to Jean-Jacques 

Reibel, Managing Director of InterContinental Hong Kong, the goal of the 

hotel is to continue to “improve the hotel’s facilities and services with 

meaningful renovations, which enhance guests” experiences and provide 

them with the finest accommodations and latest technology 

(InterContinental Hotels and Resorts, 2010). Thus, the renovation 

information is highlighted so as to inform readers that the hotel is equipped 

with modern facilities.  
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Move sixteen-Introducing local attractions (8.3%) 

 

Move sixteen introducing local attractions is found in one hotel. (7) Grand 

Hyatt Hong Kong describes activities that tourists can do in Hong Kong 

such as shopping and introducing places for sight-seeing. The hotel lists 

out some local attractions such as the Aberdeen Harbour, boat trips, 

antique shops in Hollywood Road and the peak tram. 

 

 

(7) Grand Hyatt Hong Kong 

 
 

Move seventeen-Offering career opportunities (8.3%) 

 

(7) Grand Hyatt Hong Kong invites readers to search for career 

opportunities in the hotel by clicking the “Hyatt Careers”. 

 

(7) Grand Hyatt Hong Kong 

 

 

Move eighteen-Introducing the consultant group of the hotel (8.3%) 

(12) Le Meridien Cyberport introduces the consultant group of the hotel. 

 

(12) Le Meridien Cyberport  
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The consultant group forms a creative hub called LM100 which is a group 

of “cultural innovators and artists” such as visionaries, painters, 

photographers, musicians, designers, chefs and architects (Le Meridien 

Cyberport, 2010). The group provides cultural and artistic inspirations and 

experience for the management of the hotel.  

 

The discussion so far shows that eighteen moves are found on the twelve 

hotel homepages. They are identifying the hotel, attracting attention, 

indicating content structure, establishing contact, establishing credentials, 

introducing the location and views of the hotel, introducing 

accommodation, introducing restaurants and bars, introducing leisure 

facilities, introducing guest service, introducing awards received, clock 

showing a local time, introducing activities and news of the hotel, 

describing the renovation and enhancements the hotel has undergone, 

introducing local attractions, offering career opportunities, and introducing 

the members of the hotel.   

 

Not all the moves are the same as those identified by Askehave & Nielsen 

(2005). Out of the six obligatory moves found in the present study, five of 

them are similar to the moves identified on general corporate homepages 

namely identifying the hotel, attracting attention, indicating content 

structure, establishing credentials and establishing contact (ibid: 131-132). 

These five obligatory moves suggest that they are the crucial elements that 

have to be included when designing corporate homepages. These elements 

include the logo, the photograph of the hotel which attracts readers’ 

attention, website menu which indicates the website content structure, 

information about a company’s credibility and contact information. 

Introducing accommodation is an obligatory move found on hotel 

homepages but not on general corporate homepages because rooms and 

suites are one of the major products of a hotel.  

 

The moves of a clock showing local time, introducing restaurants and bars, 

introducing leisure facilities, and introducing the locations and views of the 

hotel have low optionality. Clock showing local time and describing the 
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location and views of the hotel are important to readers who wish to make 

reservation through websites. Similar to the move of introducing 

accommodation, the frequent presence of the moves of introducing 

restaurants and bars and introducing leisure facilities are important because 

restaurants, bars and leisure facilities are the core products of a hotel, not 

only for hotel guests, but also for the general public who are interested in 

dining and enjoying the fitness facilities of the hotel. These moves 

particularly occur on hotel homepages because the major purpose of hotels 

is to offer readers with accommodation, food, leisure facilities, refreshment, 

services and goods that are unavailable to people on a journey away from 

home (Lockyer, 2007: ix). Some hotels, e.g., (9) Four Seasons Hong Kong 

and (11) Landmark Mandarin Oriental, do not include these moves in the 

introductory text because readers could have access to the details through 

hyperlinks on the navigation bar.  

 

Two moves, introducing meetings and events facilities and introducing 

awards received, have medium optionality which means around half of the 

hotels display these information to guests. Five moves, introducing 

activities and news of the hotel, describing the renovation and 

enhancements that the hotel has undergone, introducing local attractions, 

offering career opportunities and introducing the consultant group of the 

hotel have high optionality. The moves which introduce news and 

activities, renovation and enhancements, and job recruitment have high 

optionality as these events do not happen often. Introducing the consultant 

group of the hotel only occurs on one hotel homepage (i.e. Le Meridien 

Cyberport). By showing this move, the hotel aims to emphasize itself as a 

chic hotel which has a group of artists and professionals as consultants that 

offers modern cultural and artist experience to readers. By showing itself 

as an innovative hotel, the hotel can stand out among the other competitors 

in the industry.  

 

Apart from investigating whether the moves are obligatory or optional, the 

sequence patterns of moves are also examined (Table 4.2).  
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Table 4.2 Sequence patterns of moves 

Sequence 

patterns 

of moves  

Moves (frequencies) 

1.  Identifying the hotel (12) 

2.  Introducing the content structure (5)/Establishing contact (3)/Clock showing local 

time (2)/Attracting attention(2) 

3.  Attracting attention (6)/ Introducing the content structure (6) 

4.  Attracting attention (4)/Establishing credentials (4)/Establishing contact 

(1)/Introducing content structure (1)/Introducing awards received (1)/Introducing 

locations and views of the hotel (1) 

5.  Establishing credentials (6)/Establishing contact (2)/Introducing locations and views 

of the hotel (2)/Introducing accommodations (1)/Introducing leisure facilities (1) 

6.  Introducing locations and views of the hotel (5)/Introducing accommodations 

(3)/Establishing contact (1)/Establishing credentials (1)/Introducing restaurants and 

bars (1)/Introducing guest service (1)  

7.  Introducing accommodations (6)/Introducing guest service (1)/Establishing credentials 

(1)/Introducing awards received (1)/Introducing leisure facilities (1)/Introducing 

locations and views of the hotel (1)/Introducing restaurants and bars (1) 

8.  Introducing restaurants and bars (3)/Introducing awards received (2)/Introducing 

leisure facilities (2)/Introducing meetings and events facilities (2)/Describing the 

renovations and enhancements that the hotel has undergone (1)/Introducing guest 

service (1)/Introducing accommodations (1) 

9.  Introducing restaurants facilities (4)/Introducing leisure facilities (3)/ Establishing 

contact (3)/Introducing accommodations (1)  

10.  Introducing leisure facilities (3)/Introducing activities and news of the hotel (2)/Clock 

showing local time (2) 

11.  Establishing contact (2)/ Introducing meetings and events facilities (1)/Introducing 

restaurants and bars (1)/Introducing local attractions (1)/Introducing the consultant 

group of the hotel (1) 

12.  Clock showing local time (2)/Introducing meetings and events facilities 

(2)/Introducing guest service (1) 

13.  Introducing awards received (2)/Offering career opportunities (1) 

 

As shown in Table 4.2, thirteen sequence patterns have been identified. 

Identifying the hotel is the first move of all the twelve hotel homepages but 

the sequence of the other moves varies. The obligatory moves, identifying 

the hotel, attracting attention, introducing content structure, establishing 
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credentials, establishing contact and introducing accommodation tend to 

cluster around the top (i.e. the first half of all the moves) while the moves 

with high optionality namely describing the renovations and enhancements 

that the hotel has undergone, introducing activities and news of the hotel, 

introducing local attractions, introducing the consultant group and offering 

career opportunities, cluster around the bottom (i.e. the second half of all 

the moves). Moves with medium and low optionality tend to cluster around 

the middle.  

 

Although Askehave and Nielsen (2005: 132) argue that “web documents 

(including homepage) are texts in which sequence and linearity seem to be 

suspended”, the order of moves on the hotel homepages still implies the 

importance of information organization which shows a preferred way of 

organising the text (Bhatia, 1993: 30) with the most important information 

(i.e. the six obligatory moves) placed first and the least important 

information placed at the bottom of the homepage.  

 

Placing the logo on the top of the homepage not only helps readers to 

identify the sender of a company, but the logo link also makes it easier for 

readers to go back to the homepage as they travel to a deeper level of the 

website. Usability experts and professional website designers recommend 

that clicking on the primary logo should return readers to the homepage 

because the link helps readers to return and orient themselves to the 

homepage (Pott, 2007: 92).  

 

The attracting attention move is regarded as one of the most important 

moves on a homepage. It determines whether the readers will continue to 

browse the website (Askehave & Nielsen, 2005: 136). The website menu 

serves as a roadmap to readers to find their way on the website. It is crucial 

to tell the readers where they can go and how they can get there (Pott, 2007: 

96). The hyperlinks presented on the menu bars overlap with the moves 

shown on the introductory text. If readers wish to search for further details 

about the accommodation, restaurants, leisure facilities and events of the 

hotel, they could click on the hyperlinks without going through the 
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introductory text. It implies that the hotel has considered the characteristics 

of communication via homepages, one of which being that readers may not 

read the whole page entirely.  

 

Regarding moves with optionality, some hotels vary the order of moves to 

suit their particular selling purposes. Seven hotels introduce their locations 

and views before the accommodations so as to highlight their favourble 

and unique locations as their major selling points. These hotels show that 

they can offer ease of accessibility for guests to the city centre and also the 

scenery of Victoria Harbour. One hotel, (8) The Excelsior Hong Kong, 

prioritizes the introduction of restaurants before accommodations to 

emphasize that their restaurants are award-winning. Another hotel, (5) The 

Langham Place Hotel Mongkok introduces, the leisure facilities before the 

accommodations because its spa and fitness facilities are outstanding 

which have received three awards and some guests solely check-in for its 

leisure facilities (The Langham Place Hotel Mongkok, 2010). (4) 

InterContinental Hong Kong stresses its newly renovated rooms by putting 

the move of describing the renovation and enhancements in front of the 

move of accommodations to reinforce itself as a contemporary and stylish 

hotel with continuous improvement.  

 

Unlike other hotels, (3) InterContinental Grand Stanford Hong Kong, (4) 

InterContinental Hong Kong, and (8) The Excelsior Hong Kong add the 

extra move of introducing meeting and events facilities after describing 

their accommodation, restaurants and leisure facilities to feature 

themselves as business hotels so as to target their market to business 

professionals. The hotels of Mandarin Oriental Hotels and Resorts, namely, 

(8), (10) and (11), add the move of introducing activities and news of the 

hotels after describing leisure facilities to promote their recent events and 

special offers so as to solicit business. The differences in the priority of 

moves and the placement of extra moves show the unique strengths that the 

hotels would like to emphasize.  
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4.2 Analysis of hyperlinks  

 

A hyperlink is “a clickable object which allows the navigator to go from 

one place to another on a webpage or a website” (Askehave and Nielsen, 

2005: 132). The hyperlinks found on the twelve hotel homepages were 

studied to investigate the types of hyperlinks and the language of 

hyperlinks used on the hotel homepages. Table 4.3 below shows the typical 

hyperlinks on the hotel homepages. 

 

Table 4.3 Typical hyperlinks on the hotel homepages 

Hyperlinks  Frequencies Percentage  Obligatory/Optional 

Accommodations, dining, Hong 

Kong information, leisure facilities, 

meetings & events, reservations, 

logo, hotels and resorts, contact 

information, photo gallery, privacy 

statement 

12 100% Obligatory 

Special offers 11 92% Low optionality 

Language, careers 10 83% Low optionality 

about us, news 9 75% Low optionality 

Home, site map 8 67% Low optionality 

Hotel development, spa 6 50% Medium optionality  

Best rate guaranteed, e-brochure, 

back to top, media centre 

5 42% Medium optionality  

Awards, legal notice, travel 

professionals 

4 33% High optionality  

Hotel”s anniversary, feedback, 

affiliate properties  

3 25% High optionality 

members club, ambassador priority 

club rewards, chatroom, gift 

certificates 

2 16% High optionality 

Customer service, event calendar, 

guest programme, help, investors, 

consultant, moodboard 

1 8.3% High optionality 

Obligatory  12 
Low Optionality 8-11 
Medium Optionality 5-7 
High Optionality 1-4 
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Eleven obligatory hyperlinks (i.e. accommodations, dining, Hong Kong 

information, leisure facilities, meetings & events, reservations, logo, hotels 

and resorts, contact information, photo gallery, and privacy statement) are 

found on the twelve hotel homepages as shown in Table 4.3. They are 

accommodation, dining, Hong Kong information, leisure facilities, 

meetings and events, reservations, logo, hotels and resorts, contact 

information, photo gallery and privacy statement (Table 4.3). These 

hyperlinks occur on all the twelve homepages as they present the core 

products of a hotel (i.e. rooms, restaurants, leisure facilities, and meetings 

and event planning service) and the contact information and reservation 

channels for readers to make bookings and handle transactions. The logo is 

also an obligatory hyperlink as it brings readers back from other pages of 

the websites back to the homepage. It is shown and repeated as a “motif” 

on all the subpages which shows the website identity (Boardman, 2005: 18) 

because the logo is shown when readers click into different pages of the 

website. The hyperlink “hotels and resorts” provides further information 

about the hotel group and other chain hotels in the world. A photo gallery 

which is a collection of the photographs of the different parts of the hotels 

is found on every homepage. The hotel industry is intangible in nature 

(Lockyer, 2007: 3) and photographs tangiblise the services and products 

that a hotel can offer. Customers will have a more positive attitude toward 

hotel websites with a variety of photographs of the hotel (Jeong and Choi, 

2004: 196) and project desirable conditions of products and services into 

the readers’ mind in advertising (Jeong and Choi, 2004: 196). Privacy 

statements are included on all the homepages so as to ensure that readers’ 

information is being protected if readers make online reservations and 

submit enquiries and feedback.  

 

Some hyperlinks (i.e. special offers, language, careers, about us, news, 

home, and site map) have low optionality which imply that they are of 

secondary importance. Special offers, job recruitment and news do not 

exist on every hotel. Not all hotels provide different languages for readers. 

The InterContinental Hong Kong and InterContinental Grand Stanford 

Hong Kong, for example, only use English as the medium. Language 



146 
 

options are only available on their corporate homepage (i.e. 

InterContinental Hotels and Resorts) and readers could only choose their 

preferred language by first entering into the corporate homepage and 

proceeding to its regional homepage. The “home” and “sitemap” 

hyperlinks occur on eight homepages as the home function, which is 

similar to the function of the “logo” link, is to bring readers back to the 

homepage. The “sitemap” shares a similar function with the menu bar on 

the homepage and “about us” provides information about the hotel which 

is similar to the function of the introductory text on the homepage.  

 

The hyperlinks of hotel development, spa, best rate guaranteed, e-brochure, 

back to top, and media centre have low optionality and the hyperlinks to 

awards, legal notices, travel professionals, hotel’s anniversary, feedback, 

affiliate properties, members club, ambassador priority club rewards, 

chatroom, gift certificates, customer service, event calendar, guest 

programme, help, investors, consultant, and moodboard have high 

optionality. These links are subservient and do not present the core 

products of a hotel. The use of “chatroom”, “feedback” and “moodboard” 

encourages readers’ involvement with the hotel by encouraging readers to 

give feedback about the hotel’s services. These functions help to establish 

customer relationship and the hyperlinks “investors” and “consultant” 

provide information about management and finance of a hotel so as to 

promote the hotel with a successful business image.  

 

Linguistically, similar to the findings of Askehave and Nielsen (2005), 

these links are realised by nouns (e.g. “Hotel information”, “Rooms & 

Suites”, Reservations”, “Meetings”, “CHI, The Spa”, “Careers”, “Press” 

and “Home”), verb phrases (e.g. “Contact Us”, “Find a Hotel”, “Plan an 

event” and “Create an account”) and prepositional phrases (e.g. “About 

Us”). These noun phrases show concise information about the topic of the 

next page and the verb phrases show motion and arouse readers to click 

into the links.  
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Another function of hyperlinks is that hotels use hyperlinks to combine 

different sections of information. Three types of hyperlinks are found, 

namely intertextual, intratextual and extratextual links. Each of these can 

be considered to belong to a different genre because they serve a different 

purpose (Garzone, 2009: 159). All of the above links are intertextual links 

which connect single pages within the same website (Storrer, 1999:39) and 

bring users from a general topic on the homepage to a deeper level of 

information on the website. These intertextual links are in linear structure 

in which readers have to follow a specific sequence to search for further 

deeper level of information (Jones and Hafner, 2012: 37). 

 

There are intratextual links which connect links on the same web page 

(Storrer, 1999: 39). Five hotel homepages (i.e. InterContinental Hong 

Kong, InterContinental Grand Stanford Hong Kong, The Excelsior Hong 

Kong, and Mandarin Oriental Hong Kong) have one intratextual link, e.g., 

“back to top” at the bottom left hand corner. “Back to top” links are 

formed on hotel homepages with long text with more than one screen 

which brings readers back to the top of the page. However, the text length 

of these five homepages is within two screens. One to two full screens is 

regarded as the optimal length for homepages and has been common 

advice for setting homepage length because scrolling can disorient web 

users (Jones, 2006). This shows that hotel web designers conform to the 

page length design convention.  

 

Most of the hotel homepages (10 out of 12) do not have extratextual links 

except the homepages of InterContinental Grand Stanford Hong Kong and 

InterContinental Hong Kong. Extratextual links lead users to other 

websites (Storrer, 1999:39). Hyperlinks connecting to external websites 

provide additional information which are relevant to the topics (Jones and 

Hafner, 2012: 38). The non-existence of extratextual link implies that 

browsers may not be lost to other external websites, and that the hotel has 

some degree of control in individual messaging linking. Readers are kept 

within the pages of the company’s website.  
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4.3 Appraisal Analysis  

 

In addition to the analysis of the language used in the hyperlinks on the 

homepage, appraisal analysis (Martin and White, 2005; and Hood, 2010) 

(Section 2.5 Chapter 2), was conducted to examine the evaluative language 

of the twelve hotel texts so as to explore how hotels align readers 

positively towards the hotels themselves. 

 

In order to justify the rationale for conducting appraisal analysis, 

WordSmith Tools 5.0 (Scott, 2007) was adopted to generate a wordlist of 

the data set. The corpus comprises the 12 hotel homepages with a total of 

2,982 words. By running the Wordsmith Tools Wordlist function, the data 

set was examined by identifying and counting the parts of speech of the 

words that are predominantly used in the texts of the hotel homepages. The 

words were categorized into common nouns, adjectives, verbs, 

prepositions, adverbs, proper nouns, articles, pronouns and conjunction. 

Table 4.4 shows the types and frequencies of words.  

 

Table 4.4 Parts of speech and frequencies of words 

Parts of speech Percentage of words Numbers 

Common nouns 40% 1193 
Adjectives 20% 596 
Verbs 9% 268 
Prepositions 8% 239 
Articles  7% 209 
Proper nouns 4% 119 
Adverbs 6% 179 
Pronouns 4% 119 
Conjunction 2% 60 
 

Adjectives constitute 20% (N=596) of the corpus, only second to common 

nouns. The adjective-noun ratio of hotel homepages is 1:2 which is higher 

than that of academic texts (i.e. 1:4), newspaper texts (i.e. 1:6), fiction texts 

(i.e. 1:7) and conversation transcriptions (i.e. 1:15) (Biber et.al., 1999: 235, 

506). Adjectives are used to “describe and positively evaluate products” in 

most promotional and advertising genres which are “the basis of selling 

power” (Bhatia, 1997: 188). Evaluating hotels positively is important 
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because it could align readers’ attitude towards the hotel positively, and 

can boost sales. With the aim to examine how the genre of hotel 

homepages may conventionally employ a particular evaluative strategy, 

appraisal analysis is discussed in this section. The details of the appraisal 

analysis are shown in Appendix II. Figure 4.1 summarizes the patterns of 

attitudes, i.e. appreciation, judgment and affect, used by the twelve hotels 

in construing evaluative stance.  

 

 

Figure 4. 1 Patterns of attitude  

Table 4.1 shows the percentages of appreciation, judgment and affect 

among all the instances of attitude used on the twelve hotel homepages.  

 

4.3.1 Appreciation 

 
Appreciation is concerned with the evaluations of things, particularly 

things people make and performances people give (Martin and White, 

2005: 56). Appreciation is categorized into people’s reactions to things (do 

they catch our attention; do they please us?), their composition (balance 

and complexity), and their value (how innovative, authentic, timely, etc.) 

(ibid: 56). As shown in Figure 4.1, most of the attitudes on the twelve hotel 

homepages are in the form of appreciation (92%) which is in line with 
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hotel homepages being promotional in nature and promoting things as 

positive entities. Expressing attitude in the form of appreciation implies 

that the hotels try to shift the evaluation of feelings from a personal 

orientation to an institutional one (Martin, 2000: 147) which makes the 

evaluation sound more like basing on real facts rather than personal 

feelings.  

 

Positive appreciation constructs the image of the hotel and persuades 

readers that their products and services are of a high quality. Using positive 

words is a key feature of promotional language (Cook, 1992). Such 

language shows the subject in question from a favourable point of view 

(Wernick, 1991). Figure 4.2 presents the distribution of different types of 

appreciation used on the hotel homepages.  
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Figure 4.2 Distribution of different types of appreciation  

 

When appreciation was examined, the hotels tend to use positive reaction 

for the aesthetic evaluation of the quality (59%) of the products and 

facilities when compared to the use of composition and valuation. The 

strong preference for positive reaction implies an interpersonal significance 

as reaction is related to the mental process type of affection (Martin and 
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White, 2005: 57). Reaction is related to affection for being emotive e.g. “it 

grabs me” or desiderative e.g. “I want it” (ibid: 57). Positive reaction about 

quality is found to occur in nearly all the moves of the twelve hotel texts. 

For example,  

 

(1) Each one of the hotel’s opulent guest rooms is comfortable and stylish 

and equipped with advanced technology for the convenience of hotel 

guests- 

(4) …all of which have highspeed broadband internet access and 24-hour 

butler service and in-room dining for all rooms… 

(6) Very stylish, timeless and elegant, the brand new Grand Rooms are 

beautifully presented using high luxury fabrics and textiles, including 

hardwood floors, rich, ornate hand woven carpets, silk drapes and gold-leaf 

artwork.  

 

The above examples show the description of the accommodation with a 

heavy use of positive reaction based on the notion of quality to portray the 

environment and facilities of the rooms. As shown in examples (1) and (4), 

the hotel evaluates its guest rooms in an interpersonal way by using 

positive reaction of quality e.g. opulent, comfortable, stylish, advanced 

technology, convenience, highspeed broadband, 24-hour butler service, 

and in-room dining so as to show to the readers that the guest rooms are 

well-furnished and equipped. Guests could be worry-free with the 

convenient facilities and enjoy their stay. The prosody spread through the 

clauses in examples (1) and (4) employ quantification which shows the 

extent of the scope of space of the facilities, e.g., each one of the and all of 

which have to convey an impeccable image that these positive attributes 

are evenly distributed and could be found in all the rooms. A similar way 

of evaluation can also be found in example (6) with words showing high 

quality of the rooms, e.g., very stylish, timeless, elegant and brand new 

with extraordinary items rather than merely describing the functions of 

items such as high luxury fabrics, hardwood floors, rich, ornate hand 

woven carpets, silk drapes and gold-leaf artwork to create a luxury image 

of the hotel.  
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In addition to positive reaction of quality, positive reaction of “impact” is 

used (7%). Impact is concerned with attention and the emotional impact it 

has on people (Martin and White, 2003: 63). Choices of impact persuade 

and trigger readers’ feelings to things and are related to emotion. For 

example, 

(2) …a floor-to-ceiling bay window commanding breathtaking harbour 

views or exciting city vistas. 

(3) InterContinental Grand Stanford Hong Kong offers breathtaking views 

of Hong Kong’s Victoria Harbour…or overlook the vibrant streets of Tsim 

Sha Tsui East.  

(4) …with spectacular views over Victoria Harbour…dramatic dining 

options include SPOON by Alain Ducasse… 

(7) …in the very heart of this vibrant and exiting city. 

(8) …with spectacular views over Victoria Harbour…you’ll be delighted 

by the warm and friendly service and amazing views…we will host a range 

of exciting activities through the year. 

(10) With its breathtaking location overlooking Victoria Harbour… 

(11) The bathrooms are quite simply spectacular… 

(12) …putting guests at the centre of one of the world’s most exciting 

destination. 

As shown in the above examples, positive reaction of impact tends to be 

used to describe the scenery of Victoria Harbour in (2), (3), (4), (8) and (10) 

and the city of Hong Kong in (2), (3), (7) and (12), with choices such as 

breathtaking, exciting and amazing which invoke the feeling of a person 

when experiencing the views, streets or city. Occasionally, positive 

reaction of impact is used to describe the dining choices in (4), the 

bathroom in (11), and the activities organized by the hotel in (8). The use 

of positive reaction of impact tends to focus on evaluating quality of the 

views and the location in which the hotels are situated rather than the 

services and facilities that they offer. It triggers readers’ positive feeling to 

the scenery and the city. The use of positive reaction of impact is 

significantly less than reaction of quality, e.g., huge swimming pool and  

fine restaurants, which shows that the hotels tend to focus on selling and 
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describing the services and facilities positively from the companies’ point 

of view rather than evaluating the aesthetic effect of their products and 

services on the readers’ feelings through the use of words with positive 

reaction of impact e.g. breathtaking and exciting as mentioned above 

which would grab readers’ feeling and involvement in the experience. 

 

Positive valuation has the second highest occurrence (23%) after reaction 

of quality. Valuation is used more frequently than reaction (see 

InterContinental Grand Stanford, InterContinental Hong Kong, Langham 

Hong Kong and Grand Hyatt in Appendix III), especially in the move of 

establishing credentials, or showing an equal frequency as reaction (see 

Shangri-La Kowloon, Excelsior Hong Kong, Four Seasons Hong Kong and 

Le Meridien Cyberport in Appendix III). The strong preference for positive 

valuation implies that it is highly favoured by the hotels for showing their 

value and worth. Positive valuation (23%) is adopted to describe the social 

significance and the status of the hotel in the move of establishing 

credentials. For example, 

(2) Shangri-La Kowloon 

The award-winning Kowloon Shangri-La, known for its legendary warm 

and friendly hospitality… 

(3) InterContinental Grand Stanford Hong Kong 

Internationally renowned, the hotel offers both business and leisure 

travellers to Hong Kong the highest levels of service in a friendly, yet 

elegant five-star hotel environment. 

 

In (2), Kowloon Shangri-La describes itself as an award-winning hotel 

which is famous for providing quality service. The use of positive 

valuation enhances the credibility of the hotel and so that readers have 

confidence in the hotel’s service. Similarly, (3) InterContinental Grand 

Stanford Hong Kong mentions that it is famous internationally and offers a 

high standard of service. Hence, positive valuation helps to construct a 

successful image and shape the positive ideational worth of the hotels. 
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Regarding composition, composition is about perception and shows the 

writers’ view of order (Martin and White, 2005: 57). It is divided into 

“balance (i.e. did it hang together?) and complexity (was it hard to 

follow?)” (Martin and White, 2005: 56). In the twelve hotel introductory 

texts, composition occurs rarely (3%) when compared to reaction and 

valuation. The following shows some examples.  

(1) The new Peninsula Spa by ESPA is a harmonious combination of The 

Peninsula’s legendary service… 

(7) The Grand Hyatt Hong Kong enjoys a central location on Hong Kong 

Island, in the very heart of this vibrant and exciting city. 

(8) The Excelsior, Hong Kong is in the heart of the entertainment, business 

and shopping district…. 

 

The use of composition in the introductory texts focuses more on balance 

(2%) rather than complexity (0.3%) to describe the centrality of the 

location of the hotels and the balance of different kinds of services. 

Example (1) shows that the hotel offers a balanced service e.g harmonious 

combination with both world class spa facilities and quality service, and 

examples (7) and (8) describe the convenient locations of the hotels, e.g., 

central location, very heart of and in the heart of, so as to persuade readers 

to make a purchasing decision.  

 

4.3.2 Judgement  

 

Judgement is about our attitudes to people and the way people behave and 

their character. There are two kinds of judgement: social esteem and social 

sanction (Martin and White, 2005: 52). Judgements of esteem are 

concerned with normality (how unusual someone is), capacity (how 

capable they are) and tenacity (how resolute they are). Judgements of 

sanction are about veracity (how truthful someone is) and propriety (how 

ethical someone is) (ibid: 52).  

 

Although the products, facilities and status of a hotel are important, hotel 

staff members are also crucial and greatly contribute to the success of the 
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business. However, hotels tend to focus on evaluating facilities more than 

the staff of the hotel. Only half of the hotels describe the hotel service 

provided by the staff members by using positive judgment. For example,  

 

(2) …a range of fine restaurants and bars enhanced by our warm and 

caring people. 

(3) The hotel provides extensive and sophisticated banquet and conference 

facilities under the expert guidance of the hotel’s Catering and Conference 

Services team. 

(5) …our events team cater for wedding banquets, business conference 

meetings, parties, corporate lunch’s, award ceremonies and gala dinners 

with equal experience and finesse. 

(7) …Dedicated Convention Services Team 

(10) Our restaurants have been recreated by epicurean maestros from 

around the world such as Pierre Gagnaire…Our legendary staff welcomes 

you back to our hotel and this unique destination, our home, Hong Kong 

(11) pure escapism delivered by fabulous design, professional therapists… 

(12) LM100 is a group of cultural innovators and artists who define and 

enrich the guest experience at Le Méridien. 

 

The above examples show positive judgement which is related to social 

esteem of capacity. All the above examples evaluate the capability of the 

hotel staff in a positive way, e.g., warm and caring people, expert 

guidance, equal experience and finesse, dedicated convention services 

team, etc. The hotel staff are professional and capable of offering warm 

and caring services to ensure that guests would be well taken care of 

during their stay. Judgement of social esteem of normality is also found in 

(10) for evaluating the fame of the staff as legendary who can provide 

exceptional service to guests. In (12), the hotel evaluates the behaviour of 

the staff who have the capability of improving the quality of experience of 

guests by using positive judgement, e.g. equal experience and finesse.  
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4.3.3 Affect 

 

Affect is concerned with registering positive and negative feelings (Martin 

and White, 2005: 42). It is used to express how people feel. Unlike 

appreciation, the hotels seldom use affect (4%) to express feelings. This 

implies that hotels tend to focus more on selling the facilities and services 

rather than arousing readers’ feelings towards the hotels. Only three hotels 

from the Mandarin Oriental group, i.e. the Excelsior, the Landmark 

Mandarin Oriental and the Mandarin Oriental Hong Kong, use more 

expressions of affect to describe how guests will feel if they stay in their 

hotel.  

 

Positive affect is only commonly used at the beginning of the introductory 

texts. For example,  

(1) Welcome to the Peninsula Hong Kong 

(2) Welcome to Kowloon Shangri-La Hong Kong 

(3) Welcoming to Four Seasons Hotel Hong Kong 

(4) Welcome to the all new legendary Mandarin Oriental 

 

The use of positive affect, e.g. welcome in the greeting move welcomes 

readers as if they are physically entering the hotel. It shows the caring and 

attentive service offered by the hotel and establishes a positive relationship 

with readers.  

 

4.3.4 Graduation  

 

“Graduation” is concerned with up-scaling and down-scaling of attitudinal 

meanings (Martin and White, 2005: 135). It examines whether “affect, 

judgement and appreciation construe greater or lesser degrees of positivity 

or negativity” (ibid: 135). It is divided into two types: force and focus. 

Force is about “evaluation as to degree of intensity and amount” (ibid: 140). 

Focus refers to grading according to “prototypicallity” and the 

“preciseness” (ibid: 137).  
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The twelve hotels use graduation to intensify the positive evaluation of 

their products and services. Hotels use various modes of intensification of 

force to scale up the intensity of their products and services. They also 

employ focus to strengthen the categorical boundaries of the experiential 

phenomenon (Martin and White, 2005: 137).  

 

4.3.4.1 Graduation as force 

Regarding grading as force, hotels use intensification to upscale the quality 

of their facilities so as to encourage readers’ positive perception of the 

brand. Below are the examples of the use of intensification of quality on 

the twelve homepages.  

 

(1) …The Peninsula’s legendary service… 

(2) …state-of-the-art fitness facilities… 

(3) A fully equipped Business Centre is also available… 

(4) The Lobby Lounge is renowned for its spectacular panoramic views… 

(5) …introducing a refreshingly modern five-star luxury Hong Kong Spa 

hotel... 

(6) …each Grand Langham room is highly intelligent… 

(7) …and with magnificent views of Hong Kong’s renowned Victoria 

Harbour. 

(8) …with spectacular views over Victoria Harbour 

(9) As part of the prestigious International Finance Centre… 

(10) ...retreat to our extraordinary spa space. 

(11) …to luxuriate in discreet serenity. 

(12) …room features cutting-edge technology  

 

The use of intensification adds further weight to the products and services 

that the hotels are describing. As shown in examples (3), (5), (6) and (11), 

attitude is graded with intensity by resources of pre-modification of 

adjectives fully equipped, refreshingly modern, and highly intelligent to 

amplify the quality of the hotel as well as pre-modification of nominalised 

quality discreet serenity. The use of pre-modifications makes the message 

more intense so as to enhance the persuasive power of the hotel. 
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In example (3), graduation fully is used as a separate lexical item to grade 

the business centre of the hotel as not just equipped or partly equipped but 

fully equipped which promotes a favourable image of the hotel. Example (5) 

intensifies the quality of being modern by the isolated word refreshingly to 

convey a contemporary image of the hotel. Similarly, highly is encoded 

separately to the attitudinal term intelligent to upscale the quality of the 

advanced technological facilities that the rooms are equipped with in 

example (6) for describing the accommodations.  

 

Infusion is also found in examples (1), (2), (4), (7), (8), (9), (10) and (12) 

in which hotels present themselves with a very high degree of quality. The 

hotel in (1) uses legendary which means very famous to highlight its 

reputation in order to convey a reliable image to the readers. Examples (2) 

and (12) employ the adjectives state-of-the-art and cutting-edge to promote 

a high-tech image of the hotels with newest facilities, and hence, create a 

superior image to readers. Examples (4), (7) and (8) use spectacular and 

magnificent rather than just ‘beautiful’ to upscale the quality of the views 

of the Victoria Harbour that the hotel overlooks. Similarly, example (9) 

employs prestigious to convey the idea that the hotel is located in a very 

respectable location and example (10) extraordinary to underline the 

uniqueness of the hotels’ spa facilities. The use of infused intensification to 

evaluate the attributes of the hotel can make claims more compelling for 

readers (Hood 2010: 86). Readers may be more willing to make purchase 

decisions as they know how the products and services of the hotels would 

benefit them. The choice of using infused intensification presents a 

stronger investment in the proposition, and hence, it helps to shape a 

positive attitude and response from readers.  

 

In (5), intensification is also used by grouping words which are closely 

semantically related (Martin and White, 2005: 144). The hotel uses 

refreshingly modern five star luxury which are all positive appreciations in 

which they are semantically related and assembled together so as to scale 

up the intensity that the hotel is contemporary and luxurious and to make 

the hotel more compelling.  
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4.3.4.2 Intensification: superlatives  

 

Unlike academic discourse in which attitude tends to be graded by 

resources of sub-modification, infusion or repetition (Hood, 2010: 86), the 

distinctive feature of the language of hotel homepages is that in addition to 

using the resources of sub-modification, infusion or repetition as 

mentioned above, hotels also tend to use superlatives to show that their 

products are of the highest quality (Martin and White, 2005: 142) to 

convey the sense of upscaling. According to Randall (2000: 13), the most 

crucial way of brand building is to provide “superior consumer value”. The 

use of superlatives and maximization shows that the hotel is not just good 

but has a superior identity. Superlatives and maximization implicitly 

compare the hotel against other hotels in the industry and also implicitly 

imply that other hotels are inferior. Hotels compete with each other motive 

to show that they are better than other competitors through the use of 

intensification to persuade readers to make room reservation through the 

websites or purchase products from their hotel.  

 

For example, on (1) The Peninsula Hong Kong homepage:  

 

The Peninsula Hong Kong has long been hailed as one of the finest hotels 

in the world……offering a blend of the best of Eastern and Western 

hospitality……with the most spacious hotel rooms and suites in Hong 

Kong……The restaurants and bars at the Peninsula Hong Kong are among 

the most exclusive and most elegant in Hong Kong……Renowned as one 

of the best French restaurants in Asia, Gaddi’s is Hong Kong’s most 

elegant dining experience……and the best authentic Cantonese food in 

town in served in Spring Moon…… 

 

The Peninsula Hong Kong uses superlative to appraise the experiential 

attributes (Hood, 2010: 86) of the hotel as one of the finest in the world. It 

also upscales the attributes of services as the best of Eastern and Western 

hospitality, the rooms and suites as the most spacious in Hong Kong, the 

restaurants and bars as the most exclusive, most elegant, one of the best in 
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Asia, most elegant, and the best in town to persuade readers that the hotel is 

positioned as the top in the industry in Hong Kong, Asia and even the 

world. The use of superlatives creates the notion of superiority so as to 

assign prominence to their claim of being a leader in the industry. However, 

these claims which are in the highest favourable scale are rather subjective 

as many other hotels, as shown in the following examples (2), (3), (7), (10), 

(11) and (12), are all presenting themselves as the best. The subjective 

slant may result in invoking positive attitudinal interpretations of readers. 

The claim of being superior may be true but could also be merely an empty 

rhetoric or a self-perception which could not be verified unless the hotels 

show specific evidence or figures of competitors to readers on their 

websites (Pollach, 2005: 295). Hotels do not specify in what terms they 

consider themselves superior. These claims are exaggerated but common in 

companies engaged in promoting products (Durant and Lambrou, 2009: 

96).  

 

Similarly, superiority is shown in example (2) Shangri-La Kowloon below 

in which the quality of its rooms and suites is intensified as the most 

spacious in Hong Kong.  

 

(2) Shangri-La Kowloon  

All its 700 guest rooms and suites, amongst the most spacious in town…… 

 

Example (3) InterContinental Grand Stanford below presents the superior 

value of its service, rooms and the hotel as a whole through superlatives to 

evaluate the quality of its service as the highest level, rooms and suites 

with the best harbour views, the hotel as the most stylish in Hong Kong, 

and the Presidential Suite as the most spectacular in Asia and the largest in 

Hong Kong. 

 

(3) InterContinental Grand Stanford 

the hotel offers both business and leisure travelers to Hong Kong the 

highest levels of service……rooms and suites either present the best 

harbour views of any of the five star hotels……which have positioned it as 
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Hong Kong’s most stylish hotel……the hotel has launched its stunning 

new Presidential Suite, one of the most spectacular in Asia and the largest 

in Hong Kong…… 

 

Similar examples can be found below in (7), (10), (11) and (12) in which 

the use of superlatives portrays hotels as the leaders in the industry (the 

finest luxury hotels in the world, the most valuable of today’s luxuries, 

situated in the most prominent address and most exciting destination, 

largest room, highest quality entertainment system) so as to enhance their 

positive image to readers.  

 

(7) Grand Hyatt Hong Kong 

Grand Hyatt Hong Kong Hotel in China is positioned among the finest 

luxury hotels in the world… 

(10) Mandarin Oriental Hong Kong 

And for the most valuable of today’s luxuries, serenity, retreat to our 

extraordinary spa space. 

 

(11) Landmark Mandarin Oriental Hong Kong 

The new Landmark Mandarin Oriental is situated at Hong Kong’s most 

prominent address……the largest room in Asia…….the entertainment 

system is the highest  quality. 

 

(12) Le Meridien Cyberport 

…putting guess at the centre of one of the world’s most exciting 

destinations. 

 

Through the employment of superlatives to evaluate the qualities of hotels, 

as discussed above, hotels are found to describe themselves as 

incomparable, offering the best products and services in the industry. 

Hotels attempt to establish their reputation by describing themselves 

favourably as the best hotel (e.g. one of the finest hotels, most spacious in 

town, the highest levels of service, the most valuable, the most prominent) 

in Hong Kong or in Asia and avoid the use of negative in order to shape a 
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favourable image. They offer the highest level of service and are the most 

exclusive, most elegant, and most stylish, Hong Kong’s largest, situated at 

the Hong Kong’s most prominent address, and offer the most valuable 

luxuries. These portray very positive images of the hotels. Moreover, 

hotels describe themselves as the ‘best’ hotel in the world or offering the 

‘best’ catering service e.g. (1) most exclusive and most elegant restaurants, 

and three refer themselves as top hotels in Asia e.g., (3) highest levels of 

service  to show themselves as leaders in the hospitality industry. This also 

shows the hotel’s confidence in making the assertion of their status in the 

industry. Some hotels describe themselves as an ‘expert’ in the industry 

e.g., (4) internationally acclaimed as one of the world’s top hotels. All 

these hotels make their superior claims because they all belong to the five 

star category and provide more or less identical products and services, i.e., 

high quality rooms, restaurants, leisure and meeting facilities, and caring 

staff, etc. Because of the similarity of the products and services, the claim 

of being the best might mean that the hotel is as good as the other superior 

hotels in the five star rank (Schrank, 1976).  

 

4.3.4.3 Intensification: maximization 

Infused maximization in which the scaling is realized through a single 

word (Martin and White, 2005: 143) is often adopted to describe the hotel 

facilities as being at the upper-most end in the scale of intensity so as to 

build up a superior brand image. For example, 

 

(1) The Peninsula Hong Kong offers the ultimate in luxury 

accommodations 

(2) …offer the ultimate in luxurious comfort.  

(3) InterContinental Grand Stanford Hong Kong offers breathtaking views 

of Hong Kong Victoria Harbour.. 

(4) …offers unrivalled views of Victoria Harbour and Hong Kong Island, 

and unparalleled service and facilities. 

(8) The Excelsior is the ideal place to stay on a visit to the island.  

(9) … impeccable food and service  

(12) Each room features both cutting-edge technology and… 
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Words (e.g. ultimate, breathtaking, unrivalled, unparalleled, ideal, 

impeccable and cutting-edge) imply that the hotels offer the highest 

grading of products and services. Examples (1) and (2) show that the hotels 

provide the best luxury. Example (3) implies that the hotel offers extremely 

beautiful views of the habour. Example (4) describes the view, service and 

facilities of the hotel as better than those of any of the other hotels. 

Similarly, example (8) suggests that the hotel is the best possible place for 

guests to stay in when they visit Hong Kong. Example (9) shows that the 

hotel offers perfect food and service and example (12) claims that the 

accommodation of the hotel has the most advanced technology. The use of 

maximization suggests that hotels try to highlight the uniqueness of their 

business by providing the highest quality of products and services. It shows 

that the hotels are maximally committed to evaluating themselves to be in 

the top position and also strongly align readers to this prestigious status.  

 

4.3.4.4 Intensification: metaphor 

Figurative meanings i.e. metaphors are occasionally used in the 

intensification of quality, as shown on the following five homepages.  

 

(1) …the legendary Grande Dame of the Far East continues to set hotel 

standards worldwide… 

(4) Other “around-the-clock” services includes… 

(5) …a sumptuous buffet (you’ll need to watch your waistline). 

(11) … enter a cocoon of private luxury… 

(12) …a stylish haven of modern technology.  

 

Example (1) uses the metaphor Grande Dame of the Far East to amplify 

the idea that the hotel is elegant, respectable and has experience in the 

industry because the term Grande Dame refers to “a woman who is 

respectable because of her experience and knowledge of a particular 

subject” (Cambridge Dictionaries Online, 2011). The hotel associates itself 

with Grande Dame and further intensifies its fame by describing itself as a 

famous and respectable leading hotel which can be a role model for other 
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hotels in the world with the infused attitudinal term of quality, i.e., 

legendary, which means very famous. These positive qualities of the hotel 

are then further amplified by evaluating their extent. The extent of the 

hotel standard is intensified in terms of scope and space (Hood, 2010: 105). 

For example, the hotel not only sets standards in the local region but also 

worldwide. 

 

The expression around-the-clock in example (4) implies that the hotel 

offers extensive twenty-four hours’ service to guests. Watch your waistline 

in example (5) exaggerates the idea that the hotel offers attractive and 

irresistible buffets and that guests may not be able to control their appetite 

and body weight. Examples (11) and (12) employ the metaphors cocoon 

and haven to show that the hotel is a safe and private place for guests to 

retreat into. All these metaphors scale up the qualities of the hotel so as to 

establish a positive image and boost business. In contrast to making 

straightforward claims in which readers may not be prompted to think 

about the message, the employment of metaphors to intensify qualities 

implies that hotels avoid making direct claims, and so as to establish a 

better interpersonal relationship with readers through giving space for 

readers to derive multiple positive inferences about the hotels before 

making their purchase decisions.  

 

4.3.4.5 Intensification: comparative 

 

In addition to the employment of superlatives, maximization and 

metaphors, examples of comparative are also found.  

 

(9) …in a city renowned for exceptional accommodations……with bigger 

rooms 

(10) We offer guests 502 rooms and suites with more space... 

 

Example (9) uses comparatives to compare itself with the other hotels to 

promote the idea that the hotel’s accommodations are providing better 

accommodation. However, the comparative is elliptical in which the hotel 
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does not state whether the rooms are bigger than before or bigger than the 

other hotels. This makes the claim vague. Similar to the use of superlatives 

and maximization, comparatives could be empty as they may not be 

verified unless the hotels compare themselves with a benchmark. Example 

(10) employs the word more to intensify the quality of newly renovated 

rooms to be more spacious, suggesting that the hotel is better than before.  

 

4.3.4.6 Intensifying processes attitudinally  

Apart from intensifying qualities, attitude is also expressed in processes. 

For example,  

 

(1) The Peninsula Hong Kong has long been hailed as one of the finest 

hotels in the world. 

(2) …fine restaurants and bars enhanced by our warm and caring people.  

(9) Four Seasons redefines luxury… 

(11) …they will be struck by the iconic design… 

 

In examples (1), (2), (9) and (11), processes are enriched by an infusion of 

manner which invokes an increased vigour. In example (1), the choice of 

hailed infuses a greater intensity of the action of praising. Combined with 

the pre-modification long which intensifies the extent of the scope of time 

(Hood, 2010: 105), the force of the claim the finest hotel in the world is 

graded up to impress readers about the hotel’s positive brand image. In 

example (2), the process enhanced construes an infused attitude which 

adds further weight to the positive quality of the fine restaurants and bars 

served by friendly staff. Similarly, example (9) conveys the hotel’s 

leadership and innovativeness in the industry by the infused intensification 

of process redefine. Redefine suggests that the hotel sets a standard of 

luxury better than other hotels, and also implies that the standard of other 

hotels in the past might not be good enough. Infused intensification of 

process is also found in example (10) with the employment of the process 

struck, which construes a strong feeling of guests being impressed by the 

design of the hotel. It conveys a positive affect on behalf of the guests’ 
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experience and at the same time, positively grades up the quality of the 

iconic design.  

 

Infusing processes which grade rigour (e.g. look at, consider, examines) 

(Hood, 2010:92) also occur in following examples.  

 

(4) The hotel features 495 guest rooms… 

(5) …one of the first luxury Spas to specialize in traditional Chinese 

medicine… 

(12) Each room features both cutting-edge technology and a panoramic 

view… 

 

Examples (4), (5) and (12) show greater intensity of activity. Instead of 

using words such as has, offers and provides, the process features 

highlights the 495 guest rooms in example (4) and the room with advanced 

technology and view in example (12) as an important and typical quality of 

the hotel, respectively. Similarly, in example (5), specialize is a process 

with infused intensification which conveys the expertise of the hotel. The 

employment of infusing processes of rigour encodes a degree of strength 

and underlines the uniqueness of the facilities and services of the hotels so 

as to distinguish itself from the competitors in the industry.  

 

In addition to infusing processes with attitudinal meaning, processes are 

also graded by circumstances of manner. For example,  

 

(3) …InterContinental Grand Stanford Hong Kong is perfectly located for 

meetings.  

(6) …Grand Rooms are beautifully presented… 

(7) The hotel is conveniently interconnected with the HKCEC 

 

Processes in examples (3), (6) and (7) are graded by pre-modification in 

the circumstance of manner. Perfectly located in example (3) and 

conveniently interconnected in example (7) intensify the process of located 

to the maximal highest quality by the pre-modification of perfectly and the 
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process of interconnected by the pre-modification of conveniently so as to 

highlight the convenience of the location of the hotels. The process 

presented in example (6) is also evaluated attitudinally by beautifully to 

intensify the quality of the Grand Rooms. These examples try to impress 

readers and motivate them to take actions to take the hotels’ offerings.  

 

4.3.4.7 Quantification of experiential meanings 

The above discussion on intensification shows how experiential meanings 

are intensified by means of superlatives, maximizations, metaphors, and 

comparatives. Hotels also use quantification to intensify the extent of the 

products or services that they offer. Quantification involves scaling 

according to amount, and with respect to extent or frequency. Extent 

covers distance and scope, and implicates time and space (Hood, 2010: 97).  

 

Unlike academic texts in which there is frequent use of “non-specific 

expressions of quantity” such as many, some and more in quantifying 

experiential meanings (Hood, 2010: 94), it has been found that hotel 

homepages tend to use exact numbers to show specific quantities of things. 

Eleven hotels describe the hotels’ facilities by providing numerical 

evidence to present the size and scope of their business so as to make the 

claims more credible to readers. For example, 

 

(1) The Peninsula Hong Kong has long been hailed as one of the finest 

hotels in the world. Created nearly 80 years ago in the glamorous 1920s. 

(2) All its 700 guest rooms and suites, amongst the most spacious in 

town… 

(4) The hotel features 495 guest rooms, including 92 harbourview suites, 

all of which have highspeed broadband internet access and 24-hour butler 

service and in-room dining for all rooms. Other "around-the-clock" 

services include 24-hour "Insider Concierge" and business services. New 

“Contemporary guest rooms and suites” all have 37" SHARP LCD 

televisions 
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Specific numbers in the above examples are used to invoke attitude. In 

example (1), the figures 80 years ago and 1920s belong to the positive 

evaluation of the co-text has long been hailed and has a positive value. 

This shows that the hotel has a long history and fine reputation. Similarly, 

the figure 700 guest rooms and suites in example (2) expresses attitude as 

it is within the prosodic domain of the positive appreciation most spacious. 

Example (4) employs figures to present the number of rooms and suite, the 

hours of service and the size of the room facility which suggest that the 

hotel is large in size with abundant facilities and offers extensive service. 

Like grading attitudinal lexis through repetition or listing of words in 

academic texts (Hood, 2010 and Martin and White, 2005), the listing of 

numbers, as shown in examples (1), (2), and (4), can also convey an 

amplified positive value of quality on the hotel homepages. Numbers also 

serve to make the homepage description sound credible and trustworthy. 

Using inflated figures can “create a sense that the company is successful” 

although the figures may not be verified by readers (Pollach, 2005: 293). 

These figures might be regarded as “quasi-objective” as they are 

compelling in the formation of public opinion to reinforce the readers’ 

opinion (Flowerdew et. al., 2002: 335).  

 

Alongside the employment of figures, hotels grade quantification through 

“extent” to amplify the distance (relative location) and scope (relative 

spread) of services. For example,  

 

(1) …offer hotel guests luxurious transportation to and from Hong Kong 

International Airport and around Hong Kong……stylish city rendezvous 

with stunning views across the harbor.  

(8) …the very first plot of land sold at auction when Hong Kong became a 

British Colony in 1841.  

(9) …with the famed Star Ferry steps away. 

(12) Minutes from Hong Kong’s centre… 

 

Examples (1) and (9) are graded in terms of the distance in space. In 

example (1), the hotel intensifies the convenience of its transportation 
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service by stating the specific places that the transportation service would 

cover. It amplifies the extent of the stunning views that guests could enjoy 

if staying in the hotel by using across the harbor. Similarly, the expression 

steps away in example (9) amplifies the distance in space which suggests 

the hotel’s proximity to the tourist attraction, Star Ferry. Grading in terms 

of the distance in time can also be found in examples (8) and (12). The 

clause when Hong Kong became a British Colony in 1841 intensifies the 

history of the plot of land given to the hotel some time ago. This implies 

that the hotel has a favourable location which has long been established. In 

example (12), minutes from Hong Kong’s centre implies that the hotel is 

located conveniently and very close to the city centre. Hence, 

intensification in terms of distance in space and time promotes the extent 

of products and services distribution as well as the convenience of the 

hotel’s location. This is important for potential customers because 

convenience could help guests to save time for sight-seeing and doing 

business. The above examples illustrate that hotels present their strong 

alignment of positive value positions and, at the same time, invite readers 

to share their positive views.  
 

Regarding the grading of scope, the following examples illustrate language 

related to  time and space.   

 

(1) the legendary "Grande Dame of the Far East" continues to set hotel 

standards worldwide … 

(3) …offers a wide selection of world-class dining outlets 

(4) Other “around-the-clock” services include 24-hour “Insider Concierge” 

and business service. 

(6) …provides exclusive and personalized services daily between 7:00am 

and 11:00pm 

(10) …our extensive knowledge and training will give you beautiful, 

healthy hair in an instant! 

 

In examples (4) and (6), both hotels intensify the extent of their services by 

stating the long time range, i.e., around-the clock, 24-hour, daily between 
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7:00 am and 11:00pm. Example (10) employs the expression in an instant 

which amplifies the idea that the hotel’s salon offers efficient service. 

These examples show grading in terms of scope in time to show the 

duration of the services offered, implying that guests would be served well 

all the time and projecting a customer–focus and hospitality image of the 

hotel. Grading in terms of scope in space are found in examples (1) and (3). 

The expression continues to set hotel standards worldwide in example (1) 

amplifies the extent of the fame of the hotel, i.e., it is renowned globally. 

In example (3), a wide selection of world-class dining outlets intensifies 

the extent of the dining choices that the hotel offers. These examples show 

the extensiveness of products and services that the hotels could offer and 

convey the image that the hotels are having a world-class standard which 

could suit the needs of guests across countries and cultures.  

 

4.3.4.8 Graduation as focus 

The above shows how experiential meanings are graded by force. Hotels 

also employ focus to strengthen the categorical boundaries of an 

experiential phenomenon (Martin and White, 2005: 137).  

 

Based on Hood (2010: 101), categorical boundaries of valeur can be used 

to sharpen or soften to grade experiential phenomenon. The following are 

some examples.  

 

(1) …and the best authentic Cantonese food in town is served in Spring 

Moon. 

(5) As a true five-star luxury Spa hotel in Hong Kong… 

(11) The Oriental Spa is an extreme experience; pure escapism… 

 

“Authenticity” (Hood, 2010: 105) which is the degree of being real is 

scaled up in examples (1), (5) and (11). In example (1), the hotel first 

employs force by both the superlative the best and positive appreciation 

authentic to intensify the quality. It also uses also the cline of 

prototypicality of the Cantonese food that they offer. The expression the 

best authentic as a whole construes a high degree of authenticity of the 
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Cantonese food. The expression true in example (5) sharpens the 

authenticity of the five-star luxury Spa hotel. Together with the next two 

instances of positive appreciation five-star and luxury, the expression true 

five-star luxury Spa hotel works together to form a strong prosody of 

positive values. Authenticity of escapism of the Oriental Spa in the hotel’s 

spa is also sharpened by pure as well as the employment of intensification 

by maximization of experience as extreme in example (11). These 

examples of authenticity function to strongly flag a positive assessment of 

the hotels, promoting the idea that the hotels are worthy of the name.  

 

In addition to authenticity, examples of grading of valeur in terms of 

“specificity”, i.e. the quality of being specific (Hood, 2010: 102), can also 

be found.  

(4) InterContinental Hong Kong, with its unique and convenient Kowloon 

waterfront location… 

(6) As the only member of The Leading Hotels of the World in Hong 

Kong……The Langham Hotel Club, located on the 11th floor, provides 

exclusive and personalized services… 

(7) …in the very heart of this vibrant and exciting city......personalized 

butler service… 

(8) The Excelsior, Hong Kong is in the heart of the entertainment, business 

and shopping district.  

(10) …and this unique destination, our home, Hong Kong. 

(11) This is the very nucleus of the city. 

 

Specificity is sharpened in examples (4) and (10) by the expression unique 

which implies that the hotels are located in a special area. Similarly, the 

very heart of in example (7), in the heart of in example (8), and the very 

nucleus in example (11) indicate that the hotel is positioned in the central 

or most important part of Hong Kong. The pre-modification very further 

strengthens the specific location of the hotel. These examples of sharpened 

specificity function to scale up the convenience and uniqueness of the 

location. Uniqueness of the hotel is also underlined through specificity in 

example (6) which presents the hotel as the only member of The Leading 



172 
 

Hotels of the World in Hong Kong. The nominal group amplifies the fame 

of the hotel, by saying that the hotel is the only one and there are no other 

hotels in Hong Kong that belong to the alliance of the Leading Hotels of 

the World. Specificity is also sharpened by exclusive and personalized 

services in example (6) and personalized butler services in example (7), 

suggesting that the hotels are able to offer services which are suitable for 

particular individuals. The employment of specificity in the context of 

hotel homepages functions to promote the attractiveness of the location and 

to scale up the tailor-made services that the hotel could offer. The grading 

of both authenticity and specificity, as discussed above, encodes a 

subjective positioning of the hotels and thus leading readers to interpret the 

text attitudinally.  

 

Moreover, processes of hotel homepages seem to show complete 

actualization. For example,  

 

(1) The Peninsula Hong Kong offers the ultimate in luxury 

accommodations 

(2) …offer the ultimate in luxurious comfort 

(3) The hotel provides extensive and sophisticated banquet 

(4) In 2005 the hotel introduced THE STEAK HOUSE winebar……The 

hotel has launched its stunning new Presidential Suite 

(5) …introducing one of the first luxury Spas 

 

Processes such as offer and provide are related to the different benefits that 

guests will enjoy in the hotel, and thus invoking attitude in which these 

processes may inform readers about the provision of different products and 

services and create the desire for readers to make purchase decisions. 

Similarly, processes of introduce in examples (4) and (5) and launched in 

example (4) construe the meaning that the hotel is the first one in the 

industry which puts something into operation for the first time. These 

processes convey the propositional meaning as fully actualized, implying 

that the hotels are capable of providing all the products and services, and 

thus aligning readers with a positive attitude of the hotels.  
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4.3.5 Engagement  

Analysis of engagement shows that the language of hotel homepages tends 

to be “monoglossic”, and so the texts are found to be “bare assertions” 

without overtly referring to other voices and alternative positions (Martin 

and White, 2005: 99). This is because the communicative objective of 

hotel homepages is to provide the details of the products and services that 

the hotels are offering rather than invoking other viewpoints or challenges 

from readers. The monoglossic evaluation of hotel does not invite other 

viewpoints to align readers with the views of the hotels. There are only a 

few examples of “heteroglossic” utterances in which the hotels include 

alternative voices (ibid: 99). For example, 

 

(1) The Peninsula Hong Kong has long been hailed as one of the 

finest hotels in the word. 

(4) Internationally acclaimed as one of the world’s top hotels for 

business… 

 

The above two examples are heteroglossic in which the hotels have a 

dialogic expansion of attribute by presenting the fame of the hotel from the  

external voice of the public so as to distance themselves from making a 

direct claim and to enhance credibility.  

 

In addition to expansion, there are also dialogic contractions. For example,  

 

(9) “The smart hotel is now the Four Seasons Hong Kong in the 

International Finanace Centre…with bigger rooms and impeccable 

food and service…”  Condé Nast Traveller (UK), March 2007. 

(10) “All who know it, love the place. It is more, far more, than 

merely a hotel. It is quite simply home” Condé Nast Traveller UK.  

 

The hotels in examples (9) and (10) contract by using proclaim through 

endorse (Martin and White, 2005: 98) to make reference to external 

sources (i.e. positive comments from a travel magazine) so as to illustrate 

to the readers that the propositions are valid and unquestionable, and thus 
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preventing subsequent negotiation. Another type of contraction is also 

shown in the following example.  

 

(1) Each one of the hotel’s opulent guest room is 

comfortable…underlined, of course, by the world-famous 

Peninsula service.  

In example (1), the hotel contracts (i.e. of course) by using proclaim 

through concur to affirm its quality facilities and services. The hotel 

presents its proposition as highly warrantable so as to engage readers 

positively to the hotel.  

 

There are also instances where hotels use contraction of disclaim to 

counter their proposition. For example, 

 

(3) …the hotel offers both business and leisure travellers to Hong Kong the 

highest levels of service in a friendly, yet elegant five-star hotel 

environment. 

 

(4) Langham Place, Mongkok, Hong Kong builds on The Langham legend 

of 141 years while introducing a refreshingly modern five-star Luxury 

Hong Kong Spa hotel of clean lines and hi-tech delivery. 

 

The hotel in example (3) invokes a contrary position by using yet to show a 

counter expectation of a five star hotel (i.e. both friendly and elegant) so as 

to align readers positively towards the hotel. Similarly, example (5) shows 

a counter expectation of the hotel while by stating that although the hotel 

has a long history of establishment, it offers modern facilities and services. 

The function of using disclaim of counter is to inform readers that although 

the hotels is a five star prestigious hotel with a long history, they offer 

friendly and modern services so as to align readers positively towards the 

hotels.  
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4.4 Summary 

From the analysis of moves, and hyperlinks and the appraisal analysis, the 

communicative purposes of hotel homepages are found to be introducing 

the hotel, promoting the hotel, establishing the image of the hotel, building 

relationships with readers, handling transactions, and informing readers 

about the events and news of the hotel which are similar to the 

communicative functions of corporate websites (Lepcha, 2006: 1).  

 

The move analysis has identified eighteen moves, based on both text and 

image. The obligatory moves, i.e., identifying the hotel, attracting attention, 

indicating content structure, establishing contact, establishing credentials, 

and introducing accommodation tend to cluster around the top of the 

homepages while the moves with high optionality cluster around the 

bottom. These show that establishing the image of the hotel, maintaining 

contact with readers, and providing accommodation and channels for 

reservations are important aspects of the hotels.  

 

Regarding the hyperlinks, eleven obligatory hyperlinks are identified, 

namely obligatory links are accommodation, dining, Hong Kong 

information, leisure facilities, meetings and events, reservations, logo, 

hotels and resorts, contact information, photo gallery and privacy statement. 

They represent the core products, services and pertinent information of the 

hotels.  

 

The appraisal analysis shows that in the genre of hotel homepages, positive 

appreciation dominates when compared to the other types of attitudes for 

evaluating the quality of the products and services and that graduation is 

heavily employed to intensify the positivity of the hotels. In the realm of 

graduation of force, superlatives and maximization are used to amplify the 

sense of superiority of the hotels while metaphors and comparatives are 

used to refrain from making direct claims. All these choices are rather 

subjective but function to the invocation of positive attitudinal 

interpretations of readers. In terms of grading of processes, processes 

which grade vigour and rigour function to encode a high degree of the 
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strength and uniqueness of the hotels, and grading of the circumstances of 

manner aligns readers’ towards the positive image of the hotels. 

Quantification by using specific numbers is a special feature of hotel 

homepages that functions to scale up the positive quality and credibility of 

the hotels. Similar to the sustained listing of lexis which could intensify 

attitudinal meanings (Hood, 2010 and Martin and White, 2005), the listing 

of numbers could also show an amplified positive value on hotel 

homepages. In addition, the extensiveness of the hotels’ provision of 

products and services is scaled up through the use of grading of distance 

and scope in space and time. Like academic texts (Hood, 2010), grading in 

terms of focus can also be found in the realm of authenticity and specificity, 

with instances of authenticity on hotel homepages functioning to invoke 

positive appreciation and, more importantly, promoting the notion that the 

hotel is worthy of the name, while the employment of specificity functions 

to promote the attractiveness of the location and tailor-made services 

offered by the hotels. Regarding engagement, hotel homepages are 

predominantly monoglossic with only a few instances of heteroglossic 

utterances, possibly serving to pre-empt subsequent challenges from 

readers.  
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Chapter 5 Visual image analysis 

 

5.1 Introduction 

 

Having discussing the results of analysis of the moves, hyperlinks and 

appraisal features in Chapter 4, this chapter discusses the visual image 

analysis of the twelve hotel homepages. The image analysis is based on 

Kress and van Leeuwen’s (2006) grammar of visual design and van 

Leeuwen’s (2006) semiotics of typography which investigate visual images 

according to the representational, interactive and compositional 

metafunctions as stated in Chapter 2 section 2.6. The detailed analysis of 

each of the hotel homepages according to the three metafunctions can be 

found in Appendix III.  

 

5.2 Discussion of images on the hotel homepages 

This section discusses each type of visual images used on the twelve hotel 

homepages. 

 

Figure 5.1 Visual images on the twelve hotel homepages 

As shown in Figure 5.1, the visual images on the twelve hotel homepages 

are namely indices (36%), thumbnails (15%), icons (12%), logos (21%), 

and photographs (16%).  
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5.2.1 Indices and icons  

 

According to Hammerich and Harrison (2002), an index is an image which 

is recognizable not because of its resemblance to an object or person but 

because people understand the image due to the relationship between the 

image and the concept that it represents. Indices like the arrow  on 

website 2 and  on website 4 (Appendix III) appear most 

frequently among all the images (36%) to indicate that the page is 

scrollable and that readers could unfold more information by clicking these 

arrows. Indices are commonly found not only on hotel websites but also in 

many Web texts (Harrison, 2003:50).  Apart from indices, icons constitute 

12% of all the images. An image is iconic if it shows a similarity to an 

object or person (Harrison 2003: 50). The icons on hotel homepages are 

images which resemble to the shape of printers , envelops , letters 

, calendars . These icons represent the objects in office and 

desktop space which show a quick display of the function of the hyperlinks. 

They help readers to navigate easily.  Web producers input these symbols 

for the purpose of enhancing the functionality of websites. Due to small 

size nature of indices and icons, it is difficult to exploit the semiotic 

potential through Kress and van Leeuwen (2006) framework. The 

interpersonal meaning is realized by the functionality of these indices and 

icons as they help readers to navigate the websites.   

 

5.2.2 Thumbnails  

 

Thumbnails (15%) which are reduce-sized images functioning as 

hyperlinks. They are an “increasingly ubiquitous presence” on the Web 

(Knox, 2009: 166). The reduce-sized images give a brief concept to readers 

about the content of the offers on the next page.  Thumbnails on newspaper 

homepages function are found to present the central theme of news stories 

(Knox, 2009), but in this study thumbnails on hotel homepages function as 
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showing the promotional features and offers of the hotels which entice 

readers to click into them.  

 

  

Figure 5.2 Hotel Special 

Offers 

Figure 5.3 Grand 

Deal 

Figure 5.4 Internet 

Rate 

 

For example, website 2 (Figure 5.2) shows the special offers of the hotel. 

The thumbnail is a “conceptual classificational” image (Kress and van 

Leeuwen, 2006: 47). Classificational images bring “things together in one 

picture” (Jewitt and Oyama, 2001: 143). The participants in the image are 

distributed symmetrically across the picture which shows that they have 

something in common and belong to the same class (ibid: 143). Figure 5.2 

shows a tray with a tea pot and glasses of drinks. The tea pot and drinks 

have something in common; they all belong to what is included in the 

“Plateau Plan” as stated in the caption. Plateau is the name of the spa of the 

hotel. The image depicts the spa plan of the hotel. However, one may think 

that the photograph in Figure 5.2 merely suggests food and beverage 

without looking at the text below or searching for further information 

about the Plateau on the website. As a result, the photograph in Figure 5.2 

adds further information about what the spa provides. The tray of a tea pot 

and drinks suggests that guests will enjoy refreshments in addition to the 

spa treatment service. The image link shows that if guests wish to enjoy the 

kind of special relaxation shown in the photograph, they have to click on 

the link to read more about the special offers.  

 

Similarly, the thumbnail website 5 (Figure 5.3) shows the offers of the 

hotel. It is a conceptual image which does not include vectors. It is 

analytical in which the room is identified through the part-whole structure 

(Kress and van Leeuwen, 2006: 57). The carrier is the room (i.e. the whole) 
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and its attributes are the bed, pillows, cushion and painting (i.e. the parts). 

The photograph presents a general picture of what the room looks like and 

the text further elaborates the details of the room. With the caption “Grand 

deal” below Figure 5.3, the image link suggests the promotional offers of 

the hotel rooms. As the meaning of thumbnail images depends heavily on 

the verbal text (Knox, 2009: 154), without the caption “Grand Deal”, 

readers would not know that the image link is about promotional offer of 

rooms. Another example is website 8 (Figure 5.4) which is a conceptual 

image which showing some pillows and a bolster on a bed. The image link 

with pillows and beds suggests the idea of bedrooms. With the caption 

“Internet Rate Book Now” at the top, the link suggests the provision of the 

Internet room rate to readers.  

 

Without the verbal elements, readers could hardly know that the 

thumbnails are about special offers. Thus, the context of the thumbnails on 

the hotel homepage is given by the verbal elements which are similar to 

that of online newspaper thumbnails (Knox, 2009: 154). This shows that 

both the verbal and non-verbal elements work together to help readers to 

interpret the message (Lemke, 2002). The function of these thumbnails is 

not to provide information that is not provided in the written text but to 

help readers to “predict the relevance of a new webpage” (Aula et.al., 2010: 

1). All the thumbnails are taken in close shots. However, thumbnails are 

very often in close-up shots because of their small size (Knox, 2009: 153). 

The use of close shot is because of the small size nature of thumbnails 

rather than showing a close distance relationship with readers as suggested 

by Kress and van Leeuwen (1996, 2006). The small size nature of 

thumbnails reduces the “effectiveness of other choices in construing 

interpersonal meanings visually” (Knox, 2009: 153). These other choices 

include the exploitation of the vertical angle which implies power and also 

social intimacy which is created by the distance of shots of visual images 

as proposed by Kress and van Leeuwen (1996, 2006). Hence, the 

interpersonal meaning of thumbnail tends to be realised by the 

functionality of thumbnails in which they could enhance readers’ 

navigation on a webpage and initiate interaction by enticing readers to 
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click on them rather than through the choices of visual presentations of 

angles and distance of shots. Compositionally, unlike larger photographs, 

thumbnails are also too small to exploit the semiotic potential through 

foregrounding, vectors, framing, or the placement of actors in relation to 

one another (Knox, 2009: 153-154). Readers have to relate the context by 

reading the captions.  

 

5.2.3. Photographs  

Photographs (16%) appear on all homepages to welcome readers to the 

homepage.  Table 5.1 shows the number of photographs on each of the 

homepages.  

 

Table 5.1 Photographs on the twelve homepages 

Hotel Number of photographs 

1. Four Seasons Hotel Hong 

Kong 

1 

2. Grand Hyatt Hong Kong 1 

3. InterContinental Grand 

Stanford Hong Kong 

1 

4. InterContinental Hong Kong 1 

5. Langham Hong Kong 1 

6. Langham Place Mongkok, 

Hong Kong  

4 

7. Le Meridien Cyberport 10 

8. The Excelsior Hong Kong 1 

9. The Landmark Mandarin 

Oriental Hong Kong 

1 

10. The Mandarin Oriental Hong 

Kong 

1 

11. The Peninsula Hong Kong 1 

12. Shangri-la Kowloon 1 
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Table 5.2 Representational metafunction  

Conceptual images Narrative images 

Symbolic Analytical Classificatory Action Reaction 

9 8 1 4 4 

Total=18 Total=7 

 

Among all the photographs, from the perspective of the representational 

metafunction (Kress and van Leeuwen, 2006), hotels mainly put 

conceptual images on their homepages (Table 5.2). Generally, the 

conceptual images (N=18) convey the idea of relaxation (e.g. Shangri-La 

Kowloon, Le Meridien Cyberport and Landmark Mandarin Oriental), 

prosperity of Hong Kong (e.g. InterContinental Hong Kong, 

InterContinental Grand Stanford Hong Kong and Excelsior Hong Kong), 

grandeur and elegance (Peninsula Hong Kong, The Langham Hong Kong 

and Shangri-La Kowloon) and hospitality (Mandarin Oriental Hong Kong). 

The choice of these conceptual images enhances the hotels’ intent as five 

star luxurious hotels. Based on Kress and van Leeuwen (2006), conceptual 

images can be categorized into symbolic, analytical and classificatory 

images. The following (Figures 5.5-5.7) discusses some examples of these 

images.  

 

Symbolic images  

 

Figure 5.5 Night scene of Hong Kong 

 

Figure 5.6 Causeway Bay 
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Figure 5.7 Langham Place Architecture 

 

Within the realm of conceptual images, hotels tend to use symbolic 

photographs in which participants show “what they mean” and the details 

of the image are de-emphasized so as to show the “mood” and 

“atmosphere” of the image (Kress and van Leeuwen, 2006: 106). For 

example, in Figures 5.5 and 5.6, symbolic images are used to convey the 

lively atmosphere of Hong Kong. In Figure 5.5, readers are positioned as if 

they were on The Peak which is a popular attraction on the Hong Kong 

Island overlooking the surrounding night view of the city, the Victoria 

Harbour, and skyscrapers, such as the Bank of China Tower and the 

Central Plaza with bright neon rods standing out among the high-rise 

buildings and the hillsides. The details of the buildings and harbour are de-

emphasized and blended together as the landscape of Hong Kong which 

show the “mood” of prosperity (ibid: 106). Similarly, in Figure 5.6, the 

commercial buildings and residential flats are grouped together and the 

details and names of each of the buildings are de-emphasized which 

conveys an overall atmosphere of a busy city. The photograph captures the 

promenade of Causeway Bay which is the selling point of the hotel. The 

use of symbolic images is common in advertisement (Harrison, 2003: 51) 

for showing the symbolic meaning of products. The function of the 

symbolic images (Figure 5.5 and 5.6) is to promote Hong Kong as a city 

and also the prime location of the hotels.  

 

The photograph in Figure 5.7 shows part of the exterior of the hotel (i.e. 

the carrier) through the blurred reflection on its glass wall with a close up 

of one of the metal fixtures of the mirrored glass wall of the building. It is 

also a symbolic image which conveys an artistic mood. The placement of 
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this symbolic photograph is to highlight the hotel as an art hotel. It shows 

the beauty of the exterior of the hotel because “hotel architecture has 

become ever more culturally iconic and architects are being asked not just 

to design an environment for temporary accommodation but to establish a 

landmark that will become a cultural identifier” (Watson, 2005: 7). Unlike 

the other hotels which place the whole exterior of the hotel on the 

homepages, namely websites 3, 4 and 11, the presentation of this hotel is 

more artistic realized by the angle of the shot and use of colours. The 

photograph is in monochrome. Monochromes, which are related to art 

(Machin, 2007: 56), can be used to suggest “timelessness” (ibid: 78) which 

makes images seem symbolic rather than descriptive. The image is in 

monochrome to create a “mood” (Kress and van Leeuwen, 2006: 106) of 

nostalgia and remind readers of the building. The use of monochrome 

underlines the design philosophy of the building which is to create 

“memorable places that are inspired by their context” (Business Wire, 

2005). The photograph informs readers that the hotel is modern in the 

outlook and its architecture is a piece of art as the Langham is a distinctive 

new building surrounded by old buildings in the district.  

 

Analytical images 

  

Figure 5.8 Suite Figure 5.9 Fitness room 
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Figure 5.10 Lobby Figure 5.11 Lobby 

 

Analytical images also occur on some of the hotel homepages to present 

the abundance of facilities of the hotels. In Figure 5.8, the represented 

participants are presented in a part-whole structure. The room is the whole 

and is a carrier which possesses the parts (i.e. the bed, pillows, telephone, 

television, modern lamp, dressing table and mattress) which are the 

attributes of the room (Kress and van Leeuwen, 2006: 57). It depicts a 

well-equipped bedroom with the above mentioned attributes. The use of 

analytical image in Figure 5.8 creates “the overall impression of an 

abundance of parts” which is common in advertisements showing the 

advertised product (ibid: 59). There is no placement of human participant 

in the photograph, suggesting that the photographer’s focus is to present 

the details of the room. Similarly, the “the abundance of part” (ibid: 59) of 

the fitness room is also shown (Figure 5.9). The room is presented as the 

carrier and the treadmills, cycling machines, barbells, table, chairs and 

windows as the attributes (ibid: 87). The absence of human participant 

suggests that the photographs emphasizes in informing the different 

components of the room. 

 

Part-whole structure is also commonly used in the photographs of lobby. 

Figure 5.10 shows an example which shows the lobby as the whole. The 

hotel lobby is the carrier of the attributes, i.e. the European style furnishing, 

marble floor, dome-shaped ceiling, the crystal chandelier, table, plant 

decorations, dim lighting, service counter and the hotel staff. These 

represented participants are grouped together to show the concept of an 

elegant and grand lobby and the image of the two staff members at the 
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service counter at the end of the lobby implies hospitality. The placement 

of the hotel lobby photograph with hotel staff on the hotel homepage hence, 

creates a virtual sense of arrival at the hotel. It also reflects its brand pillars 

“elegance in design” and “genuine service” (Langham Hotels International, 

2010). 

 

Hotels tend to place photographs of the lobby on the homepage. Websites 

2, 5, 7, 9 and 12 all display the hotel lobby. A hotel lobby is one of the 

most crucial servicescapes (the physical environment in which services 

take place) as it forms many of the first impressions by guests 

(Countryman and Jang, 2006: 534). Two of the hotels depict their lobbies 

as grand and expansive (websites 2 and 12). The hotels make use of a wide 

angle to capture a broad view of the lobby because nowadays people 

favour spacious lobbies. This is due to the fact that there is a changing 

concept towards the design of hotel lobby. The illustration of the 

expansiveness of the lobby in the photograph reflects a luxurious and 

grand impression to the readers. Moreover, elegance is conveyed through 

the generous use of space (Thapa, 2007: 24). Conventional hotel lobbies 

are small and designed based on economic principles. However, during the 

1970s, emphasis shifted toward larger lobbies (Berens, 1996 cited in Thapa, 

2007: 24). The lobby’s spatial design reflects the type of hotel and the 

amount of circulation within the public areas. Larger hotels require a great 

amount of space to accommodate their large number of guests and visitors 

(Thapa, 2007: 23).  

 

Website 7 (Figure 5.11) shows a hotel lobby in the contemporary style 

which is different from the other four lobbies mentioned above. Unlike the 

other four hotel lobbies, fall in the brown to orange spectrum signifying 

warmth, comfort and security (Feisner, 2006: 121). The sharp pink light 

which is radiating from the reception desk connotates healthy, pretty, 

feminine and sweet (Feisner, 2006: 121). Also unlike the hotels of websites 

5 and 12 which use chandeliers that convey a more traditional feeling, the 

use of modern light pillars on website 7 presents a contemporary style. The 

placement of the modern lobby photograph on the homepage suggests that 
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the hotel is trendy. Contemporary hotels are found to use bold colors, high-

technology lighting applications, and sculptural furnishings that typify the 

latest trends in lobby design (Thapa, 2007: 6). 

 

Classificatory image 

 

Figure 5.12 Peninsula Hotel 

 

There is only one classificatory image. Figure 5.12 is a conceptual image 

with a classificatory, overt taxonomy type of visual structure (Kress and 

van Leeuwen, 2006: 80). Classficiational visual structures show that the 

participants are presented in a “tree structure” in which the superordinate(s) 

are related to a number of subordinates in the hierarchy of taxonomy 

(Jewitt and Oyama, 2001: 81). The photograph in Figure 5.12 shows the 

exterior of the hotel with a fleet of Rolls Royce lining together and an array 

of hotel staff standing in front of it. The hotel is the “superordinate” and 

the Rolls Royce and staff are the “subordinates”. The taxonomy is “overt” 

as the superordinate participant is shown in an explicit manner. 

Classificatory images “relate participants to each other in a kind of 

relation” (Kress and van Leeuwen, 2006: 79). The arrangement of Rolls 

Royce and the hotel staff are placed at an equal distance from each other, 

with the same size and same orientation towards the horizontal and vertical 

axes of the photograph. Similar to the fashion doll analysis of Almeida 

(2009) which finds that when those dolls line up together, they represent 

something in common, the use of classificatory image shows that the hotel 

staff belong to the same group and present the services under the same 

brand identity “Peninsula”. Hence, “collectivisation” (Machin, 2007: 119) 

is realised by the group of staff and Rolls Royce in which they are shown 

by wearing the same uniforms and making the same posture. The Peninsula 

is regarded as one of the “colonial buildings” in Hong Kong (Hong Kong 
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Tourism Board, 2010). The setting of the photograph with the alignment of 

hotel staff and Rolls Royce suggests grandeur and luxury in the traditional 

British colonial style. 

 

 

Figure 5.13 Swimming pool 

 

Regarding narrative images, narrative images are defined by the presence 

of a “vector” that connects participants (Kress and van Leeuwen, 2006: 42). 

The vector suggests a “doing” or “happening” kind of relation, for example, 

the doorman is doing something to the door (Figure 5.15). Hotels tend to 

use narrative images to narrate the action of guests. Figure 5.13 shows a 

narrative image in which the direction of the man’s head forms a vector, 

connecting the man in the swimming pool with the harbour. The vector 

leads readers’ eyes from the man to the harbour view and the Hong Kong 

Island as shown by the arrow in the photograph. The photograph is 

reactional with the vector formed by the direction of the glance of the man 

and the harbour being the “phenomenon” as the object being looked at 

(Kress and van Leeuwen, 2006: 67). The use of a vector implies the 

narration of the man in a swimming pool, stretching out his arms and 

overlooking the harbour and commercial buildings on the Island side. The 

setting showing the swimming pool being attached to a tall commercial 

building, i.e. International Finance Centre, and the arm-spreading posture 

of the man which takes up physical space creates a relaxing atmosphere in 

a busy city with a hotel guest enjoying the harbour and city view from the 

swimming pool. There is no movement in the water which portrays 

tranquility and a calm atmosphere and juxtaposes the busy city on the 
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Island side. The rear view of the man may also lead readers to identify 

themselves with the man in the photograph and imagine themselves 

overlooking the Victoria Harbour, because showing the back of the 

participant “can have the effect of aligning the viewer with the represented 

person. We stand with them, viewing the world as they do” (Machin, 2007: 

114). By adding photographs with people, readers can visualize customer 

experience. They may also evaluate how others enjoy their stay at the hotel 

(Jeong and Choi, 2004: 202).  

 

Figure 5.14 is an example of narrative image which shows action. The 

vector of action is formed by the direction of the woman (i.e. the actor) 

walking towards the front door of the hotel (i.e. the goal). It brings readers’ 

eyes to the name “Meridien Cyberport” marked on the front door of the 

hotel. The vector of motion allows readers to create a story about the 

represented participants (Harrison, 2003: 51). Similarly, the choice of the 

rear view suggests that the woman plays the role of a tour guide and 

readers may follow the woman at the back to the hotel.  

 

In some photographs, the distinction between narrative and conceptual 

images is blur. Website 7 (Figure 5.14) shows a photograph with a woman 

walking towards the front door of the hotel. The woman’s handbag forms 

the vector directing the eye to the name “Meridien Cyberport” marked on 

the front door of the hotel to indicate the brand of the hotel. 

 

  
Figure 5.14 Front entrance Figure 5.15 Lobby 
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Figure 5.16 Room Figure 5.17 Swimming pool 

  
Figure 5.18 Hotel exterior Figure 5.19 Restaurant  

  
Figure 5.20 Suite Figure 5.21 Fitness room 

  

Figure 5.22 Conference room Figure 5.23 Hotel exterior 

 

The ten flash photographs (Figure 5.14-5.23) bring readers from the front 

door of the hotel into the lobby, and then the room and suite, restaurant, 

fitness centre, conference room and finally the back of the hotel. The first 

two photographs in Figures 5.14 and Figure 5.15 are narrative images with 
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vectors representing actions of the human participants and hence narration. 

The readers follow the rear view of the human participant walking into the 

hotel. As the readers have virtually entered the hotel, the rest of the eight 

photographs show the parts of the hotel. They are conceptual images 

(Kress and van Leeuwen, 2006) which help readers to visualize what the 

different sections of the hotel look like when analysed individually. 

However, in composition as a whole, the flash effect combines the ten 

photographs in sequence and makes the conceptual images “narrative”. 

The flash medium hence creates a narrative virtual tour of the hotel as if 

the readers were following the woman (Figure 5.14), visiting the different 

parts of the hotel. The narration is realized through the direction of the 

vector which is first obliquely formed by the walking direction of the 

woman in Figure 5.14 from the left and then the use of similar oblique 

angle shots from the left as showed by the dashed arrows for the rest of the 

nine photographs (i.e. Figures 5.15-5.23). The oblique angle serves more 

like an imaginary vector which is first formed by the woman in Figure 5.14, 

guiding readers to the rooms rather than creating detachment with readers 

(Kress and van Leeuwen, 2006: 136). As a result, not only the front door of 

the hotel (Figure 5.14) is the goal of the actor (i.e. the woman) as 

mentioned earlier, but also the lobby, rooms, swimming pool, hotel 

exterior, restaurant, fitness room, conference room, and the back of the 

hotel. Thus, the ten photographs are a narrative representation as a whole 

with the exploitation of the flash medium. Although the woman is not 

included in Figures 5.15-5.23, the exclusion of the woman starting from 

Figure 5.15 is to let readers focus on observing the ongoing activities of the 

lobby, the “abundance of parts” of the rooms (ibid: 106) as mentioned in 

the analysis. These suggest that unlike a printed page, the homepage has 

properties which make it like a video screen. It has “screeny properties in 

addition to pagey ones” (Baldry and Thibault, 2006: 105). With the web 

medium, the flashing photographs reflect the touring experience of 

ultimate accommodation and other leisure facilities of the hotel.  

 

Similarly, the hotel on website 6 (Appendix III) places the photographs of 

painting and sculptures in the hotel. Two of the four photographs are 
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narrative photographs. One of the narrative photographs is a painting 

which shows a Chinese court lady at leisure, watching a bird in a cage at a 

pavilion and the other photograph shows a Red Guard sculpture with its 

body going forward. The rest of the photographs are conceptual 

photographs which show the exterior architecture of the hotel and one of 

the sculptures in the hotel. The flash photographs create a narrative effect 

that readers are touring and experiencing the artwork in a gallery. The 

homepage conveys more than just the presentation of information and 

details about the hotel but also gives an interpersonal appeal (Baldry and 

Thibault, 2006: 119) through the creation of touring experience to the 

readers. The choice of using flash to create a narrative touring experience 

may be due to the fact that these two hotels are modern and hi-tech hotels 

which aim to appeal to the young market.  

 

Regarding the interactive metafunction, there are only two images which 

make a demand with a direct gaze on viewers like in Figures 5.24 and 5.25. 

 

 
 

Figure 5.24 Bell boy Figure 5.25 Hotel 

 

The visual direct address acknowledges the viewers explicitly. The 

bellboy’s gaze (Figure 5.24) “demands something from the viewer” and 

demands that “the viewer enter into some kind of imagery relations with 

him” (Kress and van Leeuwen, 2006: 250). The choice of a direct gaze 

creates a strong engagement between the readers and the participant. The 

demand image addresses the viewer directly, realizing a visual “you”. The 

demand photograph is more like the language of advertisement with 

“yous” abound but “Is” are rare (ibid: 122). It creates a closer relationship 

with the readers as if the man in the photograph was addressing each of the 

readers. Apart from the eye gaze which creates “social affinity” (ibid: 115) 
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with the readers, facial expression also creates interpersonal meaning (ibid: 

115). The smile “invites us in” (Machin, 2007: 111) and shows the hotel’s 

attempt to create a close social distance with the readers. 

 

 

 

Figure 5.26 Lobby Figure 5.27 Meeting 

 

The rest of the images make an offer with an indirect gaze to viewers 

(Figure 5.26 and Figure 5.27). Hotel homepages prefer offering goods and 

services to viewers as “items of information, objects of contemplation, 

impersonally, as though they were specimens in a display case” (Kress and 

van Leeuwen, 2006: 124). 

 

Table 5.3 Interactive metafunction  

Angle and 

Power 

High Angle Medium Angle Low Angle 

5 5 3 

Social distance Close Shot Medium Shot Long  Shot 

3 1 9 

Angle and 

involvement 

Frontal angle Oblique angle 

 

Table 5.3 shows that in terms of the use of angle and power relationships 

between the hotel and the readers, a low angle is seldom used which 

conveys the superiority of the participants of the hotel. Instead, hotels tend 

to establish a friendly relationship with viewers by the use of a medium 

angle or they invest viewers with greater power by the use of a high angle.  

 

Regarding the use of a particular shot, hotels tend to use long shots. 

According to Kress and van Leeuwen (2006), a long shot suggests a distant 

relationship between viewers and the viewed. There are cases in the data 
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for this study which show that Kress and van Leeuwen’s (2006) framework 

may not be applicable to all the photographs. 

 

 
 

Figure 5.28 Lobby Figure 5.29 Lobby 

In the photograph on website 2 (Figure 5.28), it seems that the purpose of 

the use of the long shot in this photograph, which is taken from the second 

floor of the hotel, is to convey the spacious environment of the hotel lobby 

as if readers were standing on the second floor observing the on-going 

activities of the hotel more than creating a distant relationship. The hotel 

does not seem to depict such a distant relationship with the readers. The 

depiction of the within reach idea is shown through the use of a high angle. 

The photograph in Figure 5.28 with a high angle suggests that readers have 

power over the represented participants (Kress and van Leeuwen, 1996: 

146). These suggest that although the hotel is a luxury hotel, it is not out of 

reach. Readers can perceive themselves as being part of the guests in the 

photograph and enjoy the hotel service. Similarly, the photograph with the 

long shot of the lobby website 7 (Figure 5.29) captures a broad view of the 

lobby up to the second floor and creates a spacious environment.  

 

Kress and van Leeuwen (2006) suggest that an oblique angle creates 

greater detachment. 

  

Figure 5.30 Front entrance Figure 5.31 Lobby 
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For example, in the photograph on website 7 (Figure 5.30), it seems that 

the producers make use of the oblique angle to capture a broader view and 

provide more details about the hotel in the photograph rather than trying to 

create detachment from readers. Imagine if the photograph is taken 

horizontally, the woman may block the entrance view of the hotel and the 

name of the hotel cannot be shown. Similarly, the photograph in Figure 

5.31 is also taken from an oblique angle in which the participants are 

presented obliquely to the viewers. However, the use of an oblique angle 

from the left may not really suggest that the producer wants to create a 

detached feeling with the readers. It can be argued that the intent is to 

create a consistent style with the use of angle in the first photograph with 

the effect that readers are following the woman all the way. 

 

These show that the interactive meaning created through the use of angle is 

dependent on how the other aspects (the social distance, involvement and 

power) of the framework co-ordinate and interact with each other. The 

interactive meaning can be observed through investigating which aspect, 

i.e. the angles that reflect social distance, involvement and power, is more 

prominent in the photographs at first glance. It also depends on what types 

of objects are depicted in the photographs. For example, if the photograph 

is showing broad natural landscape or scenery, it is very likely that the 

photographer will use a long shot. For instance, in the photograph of 

website 3 (Figure 5.5) shown previously, it shows the night view of Hong 

Kong and depicts a cinematic sense by using a long shot. The photograph 

is taken from a long distance and readers are from a “look-out” position, a 

place that is not in the landscape but affording an overview of it (Kress and 

van Leeuwen, 1996: 134), similarly website 8 (Figure 5.6) also shows the 

city view of Causeway Bay. 
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Table 5.4 Compositional metafunction 

 

Information value 

Top to bottom Centre to margin 

11 1 

 

Framing 

With frame lines No frame lines 

4 8 

 

Salience 

Salient Not salient 

12 0 

 

Modality 

High Low 

11 1 

 

For the compositional metafunction (Kress and van Leeuwen, 1996, 2006), 

as shown in Table 5.4, eleven out of twelve hotels use top and bottom 

approach on their homepage layout to provide information which is 

common to many different homepages (Baldry and Thibault, 2006: 105). 

They place the welcoming image of the hotel at the top and the text at the 

bottom. The hotel places the photograph of the hotel at the top to give 

readers a general idea on what the hotel looks like and elaborates the 

details in the text underneath the photograph. Only one homepage i.e. 

website 1 (Figure 5.32) uses a centre and margin design with the 

photograph  in the centre of the homepage. The homepage is in the “star 

pattern” with a “central element and a number of other elements arranged 

around it” (Martinec and van Leeuwen, 2009: 24). The photograph in the 

centre provides the “core information” and is “the most important part” of 

the homepage which “unifies the peripheral items in some way, and the 

peripheral items are dependent on it for their meaning” (ibid: 24). The 

peripheral elements are the logo, hyperlinks and contact information on the 

top frame, the navigation menu on the left which shows the different 

sections of the hotel, the introductory text of the hotel on the right, the 

travel magazine comment, and hyperlinks at the bottom. These elements 

“represent the attributes or characteristics of the central element, or define 

its identity” (ibid: 24-25). 
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Figure 5.32 Website 1 Four Seasons Hong Kong 

 

Unlike web advertising, earth science websites and children websites with 

a lot of animated images with pop ups (Janoschka, 2004, Lemke, 2002 and 

Baldry & Thibault, 2006), nine of the twelve hotels do not use flash images 

and none of them include a pop up on their homepages. This suggests that 

hotel website is different from other corporate websites which contain 

many dynamic images or pop up advertisements. There are fewer flashes 

and animations which create a more relaxing and simple style without 

distractions. From the psychological aspect, the simpler a message it is, the 

more likely the interpretation and understanding of its intended meaning 

will be. This principle is important on the fast pace Web (Janoschka, 2004: 

73). The use of a simple style design allows users to quickly find the 

information they need. With fewer flashes, viewers may become more 

focused. Moreover, hotels tend not to use frame lines to separate the 

photograph with the text. Eight of them make use of the contrast of colour 

of photographs against the background to convey different units of 

information. The photographs presented on the twelve hotel homepages are 
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large which cover one third of the homepage and have great salience to 

catch readers’ attention.  

 

All the hotels are found to use photographs to present their ideas on the 

homepage, the visual modality is high as photography is a copy of what we 

consider the “real” of all modes of representation (Shapiro, 1988: 124). As 

hotel website producers place photographs, the images presented on hotel 

homepages suggest a strong reality. The photographs on the hotel 

homepages are colourful instead of just using black and white which show 

that they have high modality.  

 

Hotels that belong to the same hotel group (i.e InterContinental Hotels and 

Resorts, Langham Hotels and Mandarin Oriental Hotels) share a similar 

homepage design in terms of the layout (websites 3 and 4, 5 and 6 and 8, 9 

and 10), the use of photographs (websites 3 and 4 and 5 and 6) and colours 

(websites 3 and 4, and websites 5 and 6) so as to show brand consistency. 

It also suggests that sister hotels may use the same design template from 

the corporate company for their websites. Apart from the layout, hotel 

websites 3 and 4 place the same photograph at the top of the homepage and 

share the same white background colour of the text and the dark colour of 

the menu bar. The icons of the logos are the same. Because of the 

similarity, the two hotels distinguish themselves by placing a thumbnail 

which shows the outlook of the hotel below the main big photograph on 

the homepage so as to lead readers to click on the thumbnail to search for 

more information of the hotel and also by describing themselves through 

the text below the photograph.  

 

Similarly, on websites 5 and 6, the layout and use of colours are the same 

and they share three similar image links at the bottom of the homepage 

which are links for offers, Hong Kong travel guides and e-brochure. On 

websites 8, 9, 10, the layouts of the homepage are the same. Moreover, one 

of the links for offering seasonal packages is commonly used on these 

three homepages. According to a website design company which has been 

working with several branded hotel chains such as InterContinental Hotels 
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Group, some brands allow for the development of independent websites 

with certain guidelines while others only allow a unified websites. The web 

designer has to understand the brand guidelines and integrates the 

guidelines and policies established by the hotel chains and at the same time, 

create some unique features for each brand which makes the hotel websites 

consistent with the “look and feel” of the brand while providing the hotel 

with a distinctive identity (Milestone Internet Marketing Inc., 2011).  

 

5.2.4 Logos 

The logo is a visual representation of a company (Biricik, 2006: 27 and 

Landa, 2006: 11). A well-designed logo helps easy recognition and quick 

association between the brand, the logo and the brand’s characteristics. It is 

central to the establishment of positive images in consumers” minds 

(Biricik, 2006: 35).  

 

Logos appear on all of the twelve hotel websites. Two different types of 

logos are found: logotype, which incorporates the name of the hotel with 

font design (Landa, 2006: 6) and combination marks which consist of both 

the name with font design and a symbol (Landa, 2006:11). 

 

5.2.4.1 Logotypes  

 
 

Figure 5.33  

Grand Hyatt 

 
Figure 5.34 

Langham Place, Mongkok, 

Hong Kong 

 

 
 

Figure 5.35 Le Meridien 

 

Figure 5.36  

The Peninsula Hong Kong 
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5.2.4.2 Combination marks  

 

Figure 5.37  

Four Seasons Hong 

Kong 

 
Figure 5.38 

InterContinental Grand 

Stanford Hong Kong 

 
Figure 5.39  

InterContinental Hong 

Kong 

 
Figure 5.40 

The Langham Hong 

Kong 

   
Figure 5.41 The Excelsior 

Hong Kong 

 

Figure 5.42  

Mandarin Oriental 

Hong Kong 

 

 

 

 

Figure 5.43 Kowloon 

Shangri-La Hong 

Kong 

 

Figure 5.44 The 

Landmark Mandarin 

Oriental Hong Kong 

 

Four hotels use logotypes (Figures 5.33-5.36) to show their names and the 

regions of the hotels. The other eight hotels use combination marks 

(Figures 5.37-5.44). The combination of a symbol and the name of the 

hotel create supplemental clarity and inform readers of not just the name 

but also the brand image that the hotel wants to project. Four hotel logos 

have a symbol that shows the initial of the name of the hotel. The other 

hotels use a picture to project their image, for example, the fan in the 

Mandarin Oriental logo suggests luxury, elegance, comfort and oriental 

culture (Mandarin Oriental, 2008). It also conveys oriental culture. The fan 
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is “classically simple, visually elegant and indisputably a part of the Orient, 

the eleven-bladed fan ties together each hotel into the single identity of the 

luxury hotel group”. (Mandarin Oriental, 2008). The same fan logo appears 

on all the websites of the Mandarin Oriental hotels as the hotels belong to 

the same brand. In addition to the trademark fan logo, each of the hotels in 

different regions has a unique fan to reflect the hotel’s individuality, taking 

into consideration the region in which the hotel is located in and the culture 

of the region (Mandarin Oriental, 2008) to show its uniqueness.  

 

The logo of the Four Seasons Hotel depicts a tree with four sections: spring, 

summer, autumn and winter. There are different degrees of blossom of 

leaves in these four sections. Under the tree, there is the name of the hotel 

“FOUR SEASONS HOTEL” in capital block letters and the region of the 

hotel, i.e. Hong Kong, in italics. All the texts and symbols have a simple 

design and are easy to identify.  

 

There are cases (websites 5, 6, and 7) that some hotels place more than one 

logo on their websites. These hotels also place logo links of other members 

of the hospitality group at the bottom of their homepages to inform readers 

of the other hotels or catering companies that they are managing. For 

example, on websites 5 and 6, the Langham Hong Kong and the Langham 

Place Mongkok Hong Kong place six logo links of the other hotels and 

restaurants of the Members of Great Eagle Hospitality Group and also the 

logo of “the leading hotels of the world” at the bottom of the homepage to 

show that the hotel group has a strong foundation, which managing many 

other hotels in the world. Similarly on website 7, the hotel also places nine 

logos of other hotels which belong to the same hospitality i.e. Starwood 

hotels and resorts.  

 

5.2.4.3 Typefaces of logos  

Logos can be examined in terms of the use of typefaces. Building on Kress 

and van Leeuwen (1996) who propose that images fulfill three 

communicative functions i.e. representational, interactive and 



202 
 

compositional metafunctions, Kress and van Leeuwen (2006) suggest that 

typography can also realise these functions.  

 

Typography is the “the art of skill of designing communication by means 

of the printed word” (Childers and Jass, 2002: 94). A typeface conveys the 

meaning of a word (Speikermann and Ginger, 2003: 103). It is important to 

select a typeface carefully because typefaces contribute to the visual 

language through different tones that they create (Crag and Bevington, 

1999: 2). Strizver (2001: 43) suggests that each typeface has a different 

personality and conveys different moods. Therefore, technical writers 

should consider the rhetorical effects that the typeface intends to create for 

the documents (Mackiewicz and Moeller, 2004: 304).  

 

With reference to the representational metafunction, five hotels use serif 

typeface in the logo (The Peninsula Hong Kong, Four Seasons Hotel Hong 

Kong, The Excelsior Hong Kong, Mandarin Oriental Hong Kong, The 

Landmark Mandarin Oriental Hong Kong, and Kowloon Shangri-La Hong 

Kong), four use san serif (Langham Place Mongkok Hong Kong, The 

Langham Hong Kong, Le Meridien and Hyatt), and two use a combination 

of serif and san serif typefaces (InterContinental Hong Kong and 

InterContinental Grand Stanford). These shows that sister hotels which are 

under the same hotel group (e.g. The Excelsior Hong Kong, Mandarin 

Oriental Hong Kong and  Landmark Mandarin Oriental Hong Kong belong 

to the Mandarin Oriental Hotel Group) share the same choice of typeface 

design to convey the same brand image. The use of serif typeface by The 

Peninsula Hong Kong, Four Seasons Hotel Hong Kong, The Excelsior 

Hong Kong, Mandarin Oriental Hong Kong, The Landmark Mandarin 

Oriental Hong Kong, and Kowloon Shangri-La Hong Kong suggests 

“Classicism” or “Neoclassicism” (Chevalier and Mazzalovo, 2004: 34). 

Some of the hotels (e.g. The Excelsior Hong Kong and Four Seasons Hong 

Kong) use script and calligraphic serif fonts to further intensify the 

classical image. These typefaces are similar to handwriting which are 

elegant in style (Mackiewicz and Moeller, 2004: 310). Hotels which aim at 

conveying a contemporary image tend to use san serif, and they are hotels 
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of the Langham Group (i.e. Langham Place Mongkok Hong Kong and The 

Langham Hong Kong), Le Meridien and Grand Hyatt. The use of san serif 

typeface connotes a modern image (Chevalier and Mazzalovo, 2004: 34). 

Professional publishing traditionally uses two types of typefaces: serif font 

such as Times New Roman and sans serif fonts such as Arial (Boardman, 

2005: 13). For many centuries, printing had been dominated by serif 

typefaces. The invention of sans serif typefaces in the nineteenth century 

finally led to professional typographers having a choice of the two main 

typefaces. Sans serif tends to give a contemporary feel to the text 

(Boardman, 2005: 13). The use of san serif typeface has also become 

common practice on institutional websites (ibid: 13). 

 

Regarding the interactive metafunction, the size of the typeface suggests 

the attitude towards what is being represented. For example, bold 

represents emphasis and joined-up writing suggests an informal style of 

address or giving a personal touch (Machin, 2007: 92). A “Sale” sign in a 

shop which appears as if it has been splashed on quickly with a paintbrush 

might suggest urgency while the font on a legal document is formal and 

permanent (Machin, 2007: 92). This means that the typeface can be used to 

express attitudes such as serious, official, fun etc. The use of bold fonts in 

the logos of the twelve hotels makes the name of the hotel stand out. Apart 

from that, unlike Comic Sans which is too informal and “fun” for 

professional writing (Mackiewicz, 2003: 215), all of the twelve hotels use 

regular font types, such as serif typeface which implies an official and 

formal attitude to project a professional image. 

 

For the compositional metafunction, the use of the same typeface in the 

logo and the descriptive text on the homepage form a coherent whole on 

the hotel homepage (i.e. websites 2, 5 and 7). However, on most of the 

hotel homepages (i.e. websites 1, 3, 4, 6, 8, 9, 10, 11 and 12), the typeface 

of the logo is different from the rest of the text. The size of the typefaces of 

the logos is always larger than that of the text. This creates a hierarchy of 

informational value and informs readers as to the order of information. In 

some cases, there are also differences in the font size within the logo. Six 
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of the hotels emphasize their names by using a larger font size on the first 

line of the logo and placing the region of the hotel with a smaller font size 

below the name. Moreover, the font size of the logos on the twelve hotel 

homepages is larger than that of the descriptive text below to indicate the 

difference in the order of information. For example, website 1 uses larger 

fonts and serif typeface in bold for the name of the hotel, and script writing 

in italics for the region in the logo to draw readers’ attention to the brand 

name of the hotel, and Verdana typeface with smaller font for the 

description of the hotel below. Similarly, websites 3 and 4 use Courier 

New in a large font size for the name, Corbel for the region in the logo, and 

Arial in smaller font for the text. Website 6 uses san serif for the logo and 

serif for the description of the hotel. Websites 8, 9, 10 and 11 use serif for 

the logos and Arial font for the hotel description. Website 12 uses script 

font for its logo and Arial for the text.  

 

5.2.4.4 Typographic meaning potential 

 

The meaning potential of the typography of the logos can be found based 

on the typography profile (Kress and van Leeuwen, 2006). There are eight 

features of letterforms i.e. weight, expansion, slope, curvature, connectivity, 

orientation, regularity and flourishes (Table 5.5). 

Table 5.5 Typographic profile of the letterforms in the twelve hotel 

logos  

Weight  Bold Light Regular 

6 3 3 

Expansion  Narrow Wide Regular 

3 2 6 

Slope Slope Upright Mix 

1 10 2 

Curvature Angular Curve Mix 

8 / 4 

Connectivity Touch Space Mix 

/ 9 3 

Orientation Horizontal Vertical Mix 

1 7 4 
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Regularity Regular Irregular  

12 / 

Flourishes Simple Embellished  Mix 

9 / 3 

 

Weight refers to the range from maximally bold to maximally light. The 

use of bold font may suggest substantial, stable and daring while light font 

could suggest insubstantial and timid (Machin, 2007: 104). Very often, the 

use of increased weight is for increasing salience (Machin, 2007: 94). For 

example, FOUR SEASONS HOTEL is more salient than FOUR 

SEASONS HOTEL which makes readers assume that this is the important 

information on the homepage. Six hotels (websites 1, 2, 6, 7, 11 and 12) 

use bold font in the logos which shows that the hotel’s attempt to depict a 

confident and powerful image to the readers. Apart from that, the bold type 

also helps to highlight the logo and attract readers” attention because of the 

increased salience. It also suggests the hotel’s attempt to create an image 

with solid foundation (Machin, 2007: 94).  

 

In contrast to the logos in bold, there are logos in a slimmer typeface 

(websites 2, 3 and 5) which create a different image with a sense of reserve, 

thoughtfulness or being more gentle (Machin, 2007: 94). The logo 

producers use a slimmer and lighter typeface as there are also icons which 

reflect hotels’ image on top of the words on websites 2, 3 and 5. The 

producers may want to draw readers’ attention to the icons.  

 

Expansion refers to the width of typefaces. Wide typefaces take up more 

space which may suggest confidence and arrogance or spacious, with room 

to move. Narrow typefaces suggest cramped, restricted or crowded 

(Machin, 2007: 104). Most of the hotels (websites 1, 3, 4, 5, 6, 7, 8, 9, 10 

and 12) do not use wide typefaces. Only two hotels (websites 2 and 11) 

show logos with letters which relatively spread out further apart. The 

expansion of typeface may suggest a luxury of space or the hotels want to 

depict themselves as confident and arrogant (Machin, 2007, 96).  
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Slope suggests the difference between slope and upright (Machin, 2007: 

104). The difference in slope is related to the idea of organic versus 

mechanical or the informal against the formal (ibid: 104). For example, 

Script is not a technical font and is not efficient in technical writing 

(Mackiewicz and Moeller, 2004: 309). Most of the hotels (websites 3, 4, 5, 

6, 8, 9, 10 and 11) use an upright font in their logos, i.e. a printed style to 

project a formal and serious image of the hotel, or with a mixture of 

upright and slope fonts (website 2 and 7) with the name of the hotel in 

upright and the region in slope in smaller font or vice versa (websites 1, 7 

and 12), to divide separate units of information.  

 

Curvature shows the difference between angular and curve typefaces. The 

use of angular typeface suggests harsh and technical while curve typeface 

suggests softness and the organic (Machin 2007: 104). Both may be 

positively or negatively valued. Most of the hotels use an angular typeface 

which implies strength (ibid: 104). There is no hotel that merely uses a 

curve font in their logos. Four of the twelve hotels (websites 1, 2, 7 and 12) 

use a mixture of curve and angular fonts. Two hotels (websites 1 and 12) 

make use of the mixture of curve and angular fonts to inform the readers 

that there are separate units of information, i.e. the name of the hotel and 

the region in the logo. Another hotel uses curvature as an ornament to the 

angular fonts in the logo.  

 

Connectivity shows whether the letters are touched or spaced apart. 

Disconnection may suggest fragmented or atomisation while connection 

can mean intimacy or unity (Machin 2007: 104). Connectivity is associated 

with handwriting and is similar to the idea of slope (ibid: 104). As most of 

the hotels use upright and angular fonts, they use letters that are separated 

by space. The use of upright and angular fonts creates a solid rectangle 

image which resembles a sturdy foundation, and space apart fonts suggest 

formality.  

 

Orientation suggests whether typefaces are oriented towards the horizontal 

dimension or flattened. Tall letters can imply lightness, loftiness, aspiration, 
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but also arrogance. Squat letters can mean heaviness, inertia or stability 

(Machin, 2007: 104). Seven hotels (websites 3, 4, 5, 7, 8, 9 and 10) use tall 

letters, implying elegance and loftiness.  

 

Regularity shows the difference between formality and playfulness. All the 

hotels use a regular typeface to suggest a formal image. There is absence of 

fancy flourishes in all the hotel logos. The hotel logos are simple and clean 

which help to convey a clear message to the readers.  

 

When all the above aspects are examined together, it is observed that logos 

share the following characteristics. They are bold in weight with regular 

typefaces which are neither wide nor narrow in expansion. Most of the 

logos are in printed style with an upright typeface, suggesting formality 

with space apart. Some of the hotels do not simply use curve font in their 

logos but a mixture of curve and angular fonts to convey different types of 

information to the readers. The hotels tend to use tall letters instead of 

squat letters to present a lofty image. The design of the twelve logos is 

conventional with the frequent use of serif typeface which creates a 

trustworthy and respectable image (Murphy, 2001: 19).  

 

Seven hotels use only one single typeface for the logo. This suggests that 

hotels prefer to use a simple and conventional style typeface. More than 

half of the hotels use combination marks for the logos and the rest use 

logotype. Logotype is legible. Using a logotype enhances the ease of 

recognition while combination mark provides concise text with the icon. 

These two types of logos provide a direct and concrete representation of 

the hotel with either text or text with a supporting icon. None of the hotels 

uses only an iconic logo, and hence allowing open interpretation leaving 

greater space for readers’ imagination.  

 

Half of the icons in the combination mark logos show the first letter of the 

hotel’s name which helps readers to literally visualize its name. For 

example, two of the logos of the Mandarin Oriental hotels are combination 

marks which show a fan with the hotel name and region below in capital 



208 
 

letters. However, one hotel (Excelsior Hong Kong) belonging to the 

Mandarin Oriental group does not use the fan as their icon in the logo. 

Instead, the logo shows a Chinese character “會” with the hotel name 

and region below. The hotel has a different logo and name (i.e. without the 

word ‘Mandarin Oriental’) because it was built by a different hotel 

company in the 70s before the Mandarin International Hotels Limited took 

over the management of the Excelsior. Its Chinese name “Yee Tung” 

which means “Jardines East” is still in use to celebrate the hotel’s founder 

and location (The Excelsior Hong Kong, 2010). There are some hotels 

using initials for the icon in the logo. For example, the two hotel logos of 

InterContinental hotel group use a capital letter “I” initial. The “I” symbol 

stands for InterContinental. Placing initials in logos helps readers to 

remember the name of the hotel.  

 

5.3 Summary 

 

The analysis in this chapter suggests some typical features of visual images 

on hotel homepages. Hotels mainly put conceptual photographs on their 

homepages and most of the logos have serif typeface which suggests an 

official and formal image. Generally, the conceptual photographs convey 

relaxation, scenery of Hong Kong, grandeur and elegance of the hotel and 

also hospitality of the service. Hotel homepages prefer using offer images. 

Low angle is seldom used so as to avoid showing a great power distance 

between the hotel and the readers and the use of long shot and oblique 

angle is common to capture a wide area of the hotel. Eleven of the twelve 

hotels use top and bottom approach on their homepage layout to provide 

information which is common to many different homepages (Baldry and 

Thibault, 2006: 105). They place the welcoming image of the hotel on the 

top and the text at the bottom. Moreover, the images presented on the 

twelve hotel homepages are large covering one third of the homepage and 

have great salience to catch the readers’ attention. Regarding modality, 

since all the hotels use photographs to present their ideas on the homepage, 

the visual modality is high. Photography suggests a reality that is far 



209 
 

stronger than that of drawings, illustrations and painting (Harrison, 2003: 

56) as it captures real sceneries in a better manner. 
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Chapter 6 Insiders’ Perspective on Hotel Website Design 

 

6.1. Introduction  

This chapter discusses the findings concerned with an examination of some 

insiders’ perspectives of hotel websites design obtained from three 

interviews, two with the hotel website designers and one with a hotel 

practitioner. From the interviews, the study aimed to elicit insiders’ 

information about the context of engagement, meaning the situation in 

which hotel website designers are involved in genre construction and 

interpretation (Bhatia, 2004: 145). The information obtained from 

interviews includes, the physical circumstances, i.e. the immediate context 

and the history and development of hotel websites which affect the nature 

and construction of hotel websites (6.2), website design conventions (6.3) 

which show the discursive procedures, practices and cultures of the hotel 

industry (Bhatia, 2004: 165), and audience reception (6.4) of hotel 

websites.  

 

Interviews were conducted with three specialist informants working in the 

hotel industry. Interviewee 1 was an Associate Professor from the School 

of Hotel and Tourism Department, The Hong Kong Polytechnic University 

who had previously worked in senior level sales and marketing positions 

with Shangri-la International Hotels in the USA and Asia in 1990s. 

Although he did not participate in designing the website of Shangri-la 

Hotels, he had involved in the website development of a tourist convention 

and exhibition centre in USA so that he could provide valuable insights of 

website design in the hotel and tourism industry. Interviewee 2, an E-

commerce and Revenue Manager, was the planner of the redesign of the 

hotel website of the Peninsula Hotel. He was responsible for directing the 

design team in all the stages of the website production. Interviewee 3 was 

the Director of Communication of the InterContinental Grand Stanford 

Hotel and she was responsible for developing the content of the hotel 

website, planning a redesign of the hotel website, and being in charging of 

the website design team of the hotel. The transcriptions of these interviews 

are shown in Appendices IV, V and VI. In addition to the three interviews, 
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seven users of five star hotel websites were also invited to evaluate the 

hotel websites to obtain data on user preferences for hotel websites. The 

findings obtained from these ten interviews will be used for the discussion 

of the socio-cognitive perspective and socio-critical perspective of the 

hotel homepage analysis in Chapters 7 and 8, respectively. 

 

6.2 Physical circumstances which influence the construction of hotel 

websites 

 

Corporate websites have existed for more than fifteen years (Garzone, 

2009: 157). During the early years, Mosaic which was the first graphical 

browser on the World Wide Web was launched (MacManus, 2004). It had 

limited functions and website design was only constrained to a single 

linear page of text. By 1995, Internet Explorer 2.0 was released and 

browser technology supported more features such as tables and forms. 

Later in 1996, Netscape featured new interactive elements and Internet 

Explorer 3.0 was released with powerful new functionality. Around this 

period, marketing departments began to be interested in the commercial 

potential of the Web, and the Web started to be regarded as a channel for 

sales and marketing in around 1997 and the medium to deliver information 

(see MacManus, 2004, Au Yeung and Law, 2006). Since that time, the 

World Wide Web has developed a strong impact on the hospitality industry 

and most hotels have established their own websites for promotion, 

marketing and online transaction in order to be competitive in the industry 

(Au Yeung and Law, 2006: 452). The Internet allows hotel customers to 

purchase services and products, and access information without any time 

and geographical constraints (ibid: 452).  

 

According to the interviewees of the InterContinental Grand Stanford 

(Interviewee 3) and the Peninsula Hong Kong (Interviewee 2), it is a major 

development for a hotel to have websites so that the hotel can reach those 

people who could not be reached in the past. This idea is also supported by 

The Associate Professor from the School of Hotel and Tourism 
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Department (Interviewee 1), he was working for Shangri-La Hotels and 

Resorts in the nineties.  

 

In the past, when there was no Internet, people usually searched for hotels 

through contacting travel agents, reading books and brochures. Nowadays, 

more and more people browse hotel websites before travelling. 

(Interviewee 1) 

 

This shows that there is a change in how hotel reservation information is 

obtained with a preference for people to search for hotel information online, 

implying that hotel websites are gaining importance in the hotel tourism 

industry as websites can reach out to people globally. Apart from 

Interviewee 1, both Interviewees 2 and 3 state that nowadays many 

customers book the hotel through the website. Interviewee 3 suggests that 

the online room booking rate has “increased tremendously” in the last few 

years. Right now the industry has “29% to 31% of hotel bookings directly 

from the Internet” and a hotel website would be “the first contact point in 

the Internet” (Interviewee 3). As a result, having a hotel website is 

important for a hotel because there are more and more people reserving 

accommodations directly through the website. The hotel website plays an 

important role in facilitating the business of a hotel. 

 

Similarly, according to Interviewee 2, around 6% of guests book the hotel 

through the website which is above average in the luxury market. The 

proportion of guests booking online is also dependent on the hotel chain. 

For large hotel chains such as Marriott which has established many hotels 

in the U.S. A., more guests reserve rooms through the website because 

Americans prefer purchasing online more than Asians and Europeans. The 

Marriott group has around 20% online booking which is far higher than 

that of the Peninsula. Since the number of high-ending customers is fewer 

than low-ending customers, the 6% online booking rate of the Peninsula 

Hong Kong is above average.  
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Based on the interviews with Interviewees 1, 2 and 3, it is observed that 

there is a growing trend in which travelers choose to search for hotel 

information and reserve accommodation directly through hotel websites 

apart from using the traditional modes such as travel agents, books and 

brochures. It implies the importance of establishing a hotel website as a 

mode of communication for handling transactions online. The importance 

of hotel websites is also supported by Kim and Mttila (2011: 612) who 

express that hotel websites facilitate the purchase of products without the 

need of a guest to visit a physical store. However with the growing online 

market, hotel websites have evolved during the past ten years to attract 

readers. In the past, a hotel website was very simple in design which is like 

a brochure.  

 

A hotel website is a ‘brochureware’ which means the website is produced 

by taking the content of the hotel brochure (Interviewee 1).  

 

Interviewee 2 echoed the idea that the old hotel website of the hotel was 

more like a traditional brochure which means the webpages were produced 

based simply on the content of the hotel brochure with very factual 

information because of technological constraints in the past. However, 

visual design is crucial for websites and “that can be done so much more 

than simply a brochure” (van der Geest, 2001: 85). Due to the 

advancement of technology in recent years, the hotel website is no longer 

just in the brochure format. Instead, the hotel wants readers to feel the 

experience of walking in the hotel with more photographs in flash format 

and less text.  

 

Similarly, based on the recent suggestion of the head company 

InterContinental Hotels and Resorts, the InterContinental Grand Stanford 

is also redesigning its website which has been used since 2000 with the 

aim to engage readers’ online experience with more photographs and 

shorter text. Interviewee 3 said, 
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It would be a waste if the hotel website is simply a brochure. With the 

interactive nature of the Web, the hotel will include online games and 

promotions in the new website. It will transform the website from long text 

to shorter text with more thumbnail photographs next to the text and 

readers may read the further details of the hotel by clicking to other pages 

on the website.  

 

The above shows the change of hotel website presentation. In the past, 

hotel websites were like brochures by just placing the content of brochures 

online. Nowadays, hotels start to exploit technology to create visual 

experience, with more flash photographs and interactive features and less 

text. The use of flash on websites can capture readers’ attention is also 

suggested by the findings of the analysis of online shopping websites of 

Hong, Thong and Tam (2004: 60).  

 

Another example of change of hotel website design is illustrated by 

Interviewee 2 of the Peninsula Hong Kong. He said that the hotel started 

using a website in 1995 in which the website was very basic and simple, 

without detailed information. The second website was launched in 1996-

1997 with more detailed information and a 2D floor plan, and the third 

website was launched in October, 2007. The third website includes more 

photographs and a 3D floor plan which gives a better idea to readers about 

organizing banquets and meetings. This makes the website more 

informative and helps readers to visualize the scene and make their 

purchasing decisions more quickly. These show that the placement of more 

visual images on hotel websites would positively affect purchasing 

decision as visual images enable readers to visualize the products and 

customer experience which is similar to the findings of Jeong and Choi 

(2004).  

 

As mentioned by Interviewee 2, a hotel homepage should not include too 

many words and too much factual information. It should better create a 

visual experience because “pictures worth a thousand words”. The 

homepage should let the readers feel the experience of the hotel through 
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the photograph (Figure 6.1 below) and show the history of the hotel which 

is stated by the description next to the photograph “finest hotels in the 

world…has been celebrating the city’s dramatic progress since 1928” 

which implies the idea that the hotel is “the most historical” and “grand” 

hotel in the city as stated by Interviewee 2 in which the hotel promotes 

itself as having a strong reputation historically. 

 

 
Figure 6.1 The Peninsula Hong Kong 

 

The above shows how the change of technology has led to the development 

of the change of hotel website design from the brochure-style to design 

which creates a visual experience. These changes will be used for the 

comparison of the old and new versions of hotel homepages in Chapter 8. 

The above also explains the importance of having a web presence in the 

Internet of the hotel industry as people nowadays make online booking. 

Hotel website design nowadays is more customer-oriented, and hence more 

interpersonal than in the past with the exploitation of advanced technology, 

as illustrated specifically by the Peninsula Hong Kong website which has 

changed gradually with the improvement of technology, from a very 

simple design in 1995, with 2D floor plan illustration in 1996-1997, to 3D 

floor plan with more large flash photographs.  

 

6.3 Website design conventions 

 

After describing the physical circumstances that affect the construction of 

hotel websites, the following section describes the practices, procedures 
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and cultures of website design in the hotel industry which includes the 

communicative purposes of hotel websites, design conventions, the use of 

language and images, and the design processes.  

 

6.3.1 Communicative purposes of hotel website 

 

A genre is defined by communicative purposes (Bhatia, 1993: 13). This 

section explains the insiders’ perspective on the communicative purposes 

of hotel websites which would better inform the genre analysis of the 

present study. Based on Interviewees 2 and 3, the communicative purposes 

of the two hotels i.e. The Peninsula Hong Kong and InterContinental 

Grand Stanford Hong Kong are more or less similar. Interviewee 2 of the 

Peninsula Hong Kong said that there are three communicative purposes for 

the website of the Peninsula Hong Kong. The first purpose is branding the 

hotel, i.e. to let readers know about the presence of the hotel on the internet. 

The second purpose is to inform readers about the products and services 

that the hotel offers. The third purpose is to promote the kinds of new 

products and services which are on offer.  

 

Similarly, the purpose of being able to support sales and the brand image 

are the major goals of the InterContinental Grand Stanford website, as 

mentioned by Interviewee 3. She stated that “information, conversion and 

engagement” are the three communicative purposes of their hotel website. 

Based on the assessment of the hotel website design team, the hotel is 

“doing the first two purposes very well”. The hotel provides enough 

information to make readers understand the “offers and the location” of the 

hotel. The conversion aspect is related to “the booking engine”. If readers 

click on the booking section, the website of the hotel group launches and 

people can book up to several months in advance. The hotel is currently 

“working on the engagement aspect” to lead readers to be more involved in 

using the website by attempting to place features which would “keep the 

customers coming back such as putting more promotions and games online 

to attract readers”.  
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The above implies that the hotel is very much concerned about readers’ 

online experience. It shows that nowadays hotel websites are becoming 

more than just a ‘brochureware’ in which the hotel is attempting to create 

more readers’ involvement with the website, and hence may become more 

customer-oriented which is similar to the change of design of the Peninsula 

Hong Kong as mentioned in Section 6.2.  

 

Moreover, the communicative purposes of their hotel websites stated by 

Interviewees 2 and 3 are similar to the findings of Chapter 4, namely to 

introduce the hotel, inform readers about the events and news of the hotel, 

promote the hotel, establish the image of the hotel, build relationships with 

readers and handle transactions.  

 

6.3.2 Hotel website design practices and cultures  

 

The Hong Kong Hotels Association does not set any standards governing 

the design of hotel websites in Hong Kong. Their mission is to manage the 

development of the hotel industry in Hong Kong; to promote and protect 

the lawful interests of the hoteliers; to act as a collective voice for the hotel 

management; and to encourage unity and friendly relationships between 

the members (The Hong Kong Hotels Association, 2010). As a result, the 

design of hotel websites is mainly based on individual hotels’ preferences.  

 

Interviewee 1, who has been working in the hotel marketing industry for a 

long time, stated that small hotels tend to design the websites by 

themselves. However, for chain hotel groups, such as Shangri-la Hotels 

and Resorts, the head office overseas is generally responsible for deciding 

on the content so that every website of the hotel group in different regions 

look the same with slightly different content so as to highlight the 

particular attractions of the hotel. Regarding who contribute to the design 

of hotel websites, Interviewee 1 expressed, 

 

The general PR/Marketing staff of the hotel are responsible for designing 

newsletters for guests, promote and advertise restaurants, handle media 
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requests and visit, and take care of visiting celebrities for public relations 

purposes. They rarely have any input into website marketing. The higher 

level marketing staff, such as the vice president or director of the 

marketing department of the hotel, may have more decision-making input 

in terms of website design (Interviewee 1).  

 

It shows that higher ranking staff in the marketing or communication 

department would be responsible for influencing the design of hotel 

websites. Echoing the idea of Interviewee 1, interviewees 2 and 3 both 

stated that the designers of the international five-star hotel websites have to 

conform to a single standard design from the head office. This justifies the 

findings in Chapter 5 where the layout, use of colour and photograph of 

Website 3 (i.e. InterContinental Hong Kong) and 4 (InterContinental 

Grand Stanford Hong Kong) are found to be similar, and also the similarity 

of the design of Website 5 (i.e. The Langham Hong Kong) and 6 (i.e. 

Langham Place Mongkok, Hong Kong) which belong to the Langham 

Hotels , and Website 8 (i.e. The Excelsior Hong Kong), 9 (i.e. The 

Landmark Mandarin Oriental Hong Kong) and 10 (i.e. The Mandarin 

Oriental Hong Kong) which are under Mandarin Oriental Hotel Group.  

 

According to Interviewee 2, the Peninsula Hong Kong, the head office has 

three types of website design guidelines in which all the Peninsula Hotels 

have to follow, namely “branding guideline”, “writing/stylistic guidelines”, 

and “content guidelines”.  

 

The branding guidelines of the Peninsula Hong Kong are about the design, 

font style and size, and colour. For example, The Peninsula is a traditional 

hotel and it prefers to use neutral tones rather than bright and sharp colours 

to covey a traditional feeling. The traditional style is realized by using 

black, white, charcoal and beige on the website as shown in the analysis of 

the website 11 in Appendix III. The use of neutral colours (i.e. black to 

grey) makes the photographs look more outstanding. Regarding the colour 

of hyperlinks, the hotel uses a different colour for hyperlinks to help 

readers to navigate more easily. The interviewee suggested that since the 
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website is mainly for hotel guests, the most important sections (links) on 

the new website, such as dining, are listed at the top with a bigger font to 

make the links more prominent. The less important links, such as job 

opportunities have a smaller font size and are placed at the bottom of the 

homepage.   

 

Regarding the font style, the Peninsula Hong Kong uses “Arial” for the 

“body” (Interviewee 2). Arial is used for the body text because “some 

browsers or computers, such as Apple, cannot show certain fonts and Arial 

is readable on all computers”. This shows that unlike the findings of van 

der Geest (2001: 62) in which most organisations have “sender focused 

communication” in their website design by totally focusing on what the 

companies want to achieve and disregarding how readers would see or 

experience on screen, the Peninsula Hong Kong seems to have a more 

“user-focused communication” (ibid: 62) in which the designers would 

consider the online experience of the readers.  

 

In addition to the branding guidelines, content guidelines are provided 

which are about the standard for describing the hotel. There is a standard 

and priority for describing a room. On the new website, the webpage of a 

room should have five sections (Figure 6.2), factual description of the 

room, list of general features such as minibar, work desk and coffee table, 

list of bathroom features, list of audio visual and communication facilities, 

and amenities and service. 

 
Figure 6.2 Webpage of the Deluxe Suite 
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With regard to the writing/stylistic guidelines, Interviewee 2 said that the 

writing/stylistic guidelines are about the grammar and the actual wording 

used on the websites. The use of words has to be consistent, for example, if 

the hotel uses British English as the official spelling there should be 

consistency. The guideline also includes the use of punctuation, capital 

letters and small letters. These guidelines are developed by public relations 

staff of the corporate hotel. The manager follows the branding guidelines 

for the redesign of the website and defines the scope of redesign for the 

vendor and asked them to follow the guidelines. They then submit several 

proposals and the management team chooses the most favourable one. This 

implies that the design of website has undergone a chain of decisions from 

public relation staff, manager, vendors to the whole management team. 

 

In the case of the InterContinental Grand Stanford, the hotel also follows 

the brand standards strictly when designing websites. As mentioned by the 

interviewee, “beige, charcoal grey, white and gold” are used because they 

are “elegant”, “professional”, “warm” and “reliable”. Regarding the 

standard fonts stated in the branding guidelines, “Gill Sans”, “Arial” and 

“Baskerville” are applied so as to create a sense of “luxury and space”. The 

hotel follows the default system when choosing the font of the text. The 

fonts of the text are “Verdana and Times New Roman”. These default fonts 

are “easy to read and consistent with the brand standard”. Regarding the 

layout, the layout has to be “consistent” with the other InterContinental in 

which “the logo has to be on the top, followed by the photograph and then 

the text, and the navigation bar has to be on the left”. These again explains 

the similarly of the design of Website 3 and 4 as shown in Appendix III. 

 

The above shows that big chain hotels impose their own guidelines and 

organizational constraints for the construction of websites of each hotel in 

different regions. All the design ideas have to be approved by the head 

office before publicizing the website. The design of website also has to 

reveal the brand character of the hotel through the use of layout, colour, 

photographs, fonts and languages. 
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6.3.3 Logos 

 

The logo of the Peninsula Hotel has undergone a redesign once. 

Interviewee 2 said that the hotel redesigned its logo in 2003. The old logo 

was three ‘P’s in circle. The ‘P’s stand for Peninsula. A branding company 

conducted a research and found that the word ‘Peninsula’ is the most 

recognizable thing in people’s mind. The name of the hotel is the most 

distinctive feature of the brand. Instead of using a symbol or icon to 

represent the hotel, the name of the hotel is used because it is simple and 

easy to remember. Interviewee 2 said that the hotel uses a standard font, 

Trajan Pro, which is similar to Times New Roman, for the new logo. 

Trajan Pro is “a bit artistic and not too complex” as stated by Interviewee 2. 

This supports the findings of logo analysis in Section 5.2.4 of Chapter 5. 

Trajan Pro is a type of serif typeface. As mentioned in Chapter 5 that the 

use of serif typeface is to convey “Classicism” or “Neoclassicism” 

(Chevalier and Mazzalovo, 2004: 34), Trajan Pro can be fit into the 

“traditional image” of the Peninsula Hotel. The hotel uses two fonts on 

the website. Trajan Pro is used for the typeface in the logo. Regarding the 

logo of the InterContinental Grand Stanford Hong Kong, Interviewee 3 

states that the hotel has the leverage of the existing brand with the “I” logo 

which stands for “InterContinental”. The hotel’s brand is a legacy brand. It 

exists for a long time and presents “a confident feeling”. As a result, both 

Websites 3 and 4 share the same “I” logo, as shown in Chapter 5.  

 

6.3.4 The use of language  

 

For the language on the hotel homepage, as mentioned previously by 

Interviewee 2 of the Peninsula Hong Kong, the new hotel website should 

not include too many words. It should create experience by writing in a 

stylistic way like a novel and placing more pictures on the website as a 

picture is worth a thousand words. The homepage should let the readers 

feel the experience; and unlike the old Peninsula website (Website 11 of 

Appendix III), too much factual information should not be included. As a 
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result, a number of large photographs are placed on the redesigned website 

to attract readers and the length of the text has been reduced. These imply 

that the role of photographs is more important on the new website, when 

compared with the old one. Similarly, the interviewee of the 

InterContinental Grand Stanford stated that the hotel has to change “the 

long text on the homepage for a shorter description”. The language of the 

website has to be “professional” by using “British English, elegant, clear 

and simple words”.  

 

6.3.5 Photographs 

 

Interviewees 1, 2 and 3 all said that photographs are very important. 

Interviewee 1 thinks that it is crucial to place “human beings” in the 

photographs. This is because the most important thing for a hotel to 

differentiate itself from the others in the industry is the people of the hotel 

rather than the physical features. Hotels usually like to place “fancy 

photographs showing physical features”, such as photographs of grand 

lobbies, rooms, restaurants and leisure facilities, to attract customers. 

However, this makes it difficult for readers to distinguish a particular hotel 

from the others because “most of the rooms or facilities look more or less 

the same” as said by Interviewee 1.  

 

Moreover, it is essential for the hotel to show photographs that “reflect 

reality”. Interviewee 1 said,  

Shangri-La maintains itself as a leading hotel by hiring the right people; 

putting the right training programmes and making sure the customers get 

what they expect. What they show on the website is the reality of what 

they deliver.  

 

Shangri-la hotels and resorts focus on providing “Asian hospitality” which 

means that “guest service is the priority”. This is realized through showing 

“the pleasure of serving the hotel guests” and “giving the guests a good 

face”. For example, as mentioned by Interviewee 1, “staff escort the guests 

to various places rather than just pointing or showing to the guests, smile 
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and greet guests with proper names and dignify people as individuals with 

personalized service”. Asian hospitality is about “caring people”. Staff 

treat their jobs with “a sense of respect and a sense of loyalty” to the 

organization, and feel please to provide good service. This is different from 

hotels with western culture in which staff just complete their daily task but 

they are “not really into their jobs”.  

 

Interviewee 1 illustrated his idea with the Eton Hotel in Shanghai, showing 

that the website does not reflect reality. The website takes some time to 

load information. The room page shows a big photograph of one of the 

rooms of the hotel with a paragraph of description. The description says 

that there is a panoramic view in each of the room but the photograph does 

not display any panoramic features. The website also shows the 

photograph of the countryside, with a man cycling up the hill. “The 

photographs do not really reflect the reality in Shanghai” and the scenery 

of the hotel and fails to differentiate the hotel from the others as stated by 

Interviewee 1. Placing photographs that reflect reality is important for 

hotel websites as it could be a way to visualize the actual products of a 

hotel before readers make their purchasing decisions. 

 

 
Figure 6.3 Eaton Hotel  

 

Similarly, putting human beings in the photographs is important for the 

Peninsula Hong Kong. The interviewee of the Peninsula Hong Kong said 

that The Peninsula is a family-run style hotel. The relationship between 
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employer and staff is very family-like. The hotel is not just the product and 

service provider, but it serves like a traditional European style guest house 

in which every guest can enjoy personlised service. In order to reflect 

personalised service, the Peninsula Hong Kong presents hotel staff in the 

photographs of the website.  

 

For visual branding, Interviewee 2 said that the corporate company, The 

Peninsula Hotels, places staff who have worked for the hotel for many 

years on the homepage of the corporate website. Readers would be able to 

view the staff photographs or the family portrait of staff members (Figures 

6.4, 6.5, 6.6 and 6.7) which show a sense of close, cozy and personalised 

feeling before clicking into the Peninsula Hong Kong homepage link. 

Although analysing photographs of a hotel corporate company’s website is 

beyond the scope of the present study, just by a brief look at Figures 6.4 to 

6.7, we can see that the Peninsula places human beings into the 

photographs to visualize the friendly service that the hotel provides. More 

specifically, senior staff members are shown in Figures 6.5 and 6.7 to 

convey the idea of providing experienced services. As mentioned in 

Chapter 5 that monochrome can imply “timelessness” (Machin, 2007: 78) 

suggesting the feeling of nostalgia, the use of monochrome in these 

photographs suggest a sense of historical feeling which reveals the brand 

image of the hotel.  

 

According to Interviewee 2, the hotel takes new photographs each year. 

The management team chooses the most suitable photographs and puts 

them onto the website. The hotel does not like the idea of using models to 

act as guests in the photographs. For example, it is very common for hotels 

to take spa photographs by placing the rear view of a model next to several 

pebbles. However, this is not the Peninsula’s style. The Peninsula Hotel 

does not like the idea of putting human bodies in bed. They prefer showing 

only the facilities of the spa. Moreover, the hotel does not put models to act 

as guests in the photographs because the clothes, hairstyles and make-up 

may become outdated easily.  
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Figure 6.4 Personalised service 

 
Figure 6.5 Old staff 1 

 
Figure 6.6 Family portrait  

 
Figure 6.7 Old staff 2 

 

Based on the suggestions of Interviewees 1 and 2, placing human beings 

into hotel websites seems to be an important feature to reflect hospitality of 

a hotel. In terms of the photographs used by the InterContinental Grand 

Stanford Hong Kong, Interviewee 3 said that the use of photographs should 

reflect a “lifestyle with a five star image”. For example, the homepage 

shows the skyline of Hong Kong as shown in Figure 6.8 which presents 

Hong Kong as a vibrant city. The rationale behind this is that “people who 

go to the website are people from outside Hong Kong”. 

 

 
Figure 6.8 The photograph on the InterContinental Grand Stanford 

homepage  

The interviewee said that “there is nowhere in the world with such as a 

skyline”. The hotel wants to do its part in “promoting the city as a 

destination” by putting images that are enticing for guests.  
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6.3.6 Hotel website design procedures  

 

Hotel website construction involved many decisions and decision making 

activities. The following shows the course of actions and procedures which 

shapes the product of a redesigned hotel website.  

 

In the case of the Peninsula Hong Kong, Interviewee 2 said that the hotel 

has started planning the redesign of the website for one year since 2006. 

The first stage of redesigning a website involves the understanding of the 

interpretation of customers towards the old website. This is done by 

collecting customer feedback about the merits and demerits of the old 

website. The feedback shows that the old website (i.e. Website 11 as 

shown in Appendix III) has too many words and customers favour a 

website with more photographs and fewer words.  

 

Based on the above rationale, the hotel redesigned its website. The 

manager has to discuss and determine the number of sections, and the 

priority of sections based on customers’ feedback. For example, on the old 

wedding page, at the beginning there the price of the wedding package was 

not stated because the Peninsula offers personalized service. Later, based 

on customers’ comments, they added the general price of a banquet on the 

webpage. After collecting the feedback, the management team includes the 

new elements that they would like to add into the content. This shows that 

apart from hotel practitioners, customer plays a role in shaping the content 

in the context of engagement of hotel website design.  

 

After determining the content, the hotel provides the ideas and scope to the 

vendors, informing them of the design brief. A question and answer 

session will be held for the vendors and the vendors will then design the 

website according to the criteria and present their proposals to the hotel. 

The hotel will review the proposals and choose one to three vendors for the 

second round of presentation. The internal committee of the hotel then 
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decides which vendor they will employ after considering the cost and price 

constraints of the vendor.  

 

The vendor participates in the design by drawing a wireframe which is a 

draft to show the flow, design, and font style of each of the webpages. 

They have to design under the constraints of the company branding, 

content and writing guidelines, as mentioned previously in Section 6.3.2. 

Once the wireframe is approved, the vendor will make the website and the 

website will undergoe testing. The testing process is difficult. Although the 

Peninsula has only eight hotels in the world, the website has many pages 

within subpages which require a large amount of content. The most 

difficult thing in designing a website is to schedule and develop new 

content. The hotel took two years to establish the new website. The hotel 

has to outsource the writing task to professional companies. However, the 

content of the website has to be updated frequently. The hotel has to keep 

on updating the company about the new content that they wish to include. 

Afterwards, the Director of Communication and the public relations staff 

have to proof read the new content and give the latest content to the vendor. 

Since there are three language versions, English, Chinese and Japanese, on 

the hotel websites, content update and translation have to be done in three 

languages and translation and proof reading are required. As a result, apart 

from customers’ feedback, the text production of the website involves the 

contribution of the professional writing companies, the proof reading of 

public decision staff, the decision made by the Director of Communication 

and also the constraints of the hotel’s communication guidelines.  

 

The vendor contributes to the production by giving good advice to 

overcome the challenges of content writing. The hotel is advised to 

prioritize the updating work by first dealing with those webpages which 

have less frequent changes and leave those with dynamic changes behind 

for the last stage. Some sections of the hotel website do not change over 

time, for example, the rooms and their features, and also the existing 

restaurants. The only things that a restaurant might change are the opening 

hours and menus. First, the hotel tries to finish those sections that do not 
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change frequently. Sections that need frequent updating, i.e., promotions 

are the last to be dealt with. 

 

There are three criteria for hiring website designers which are the design 

idea, cost, and reputation of the vendor. Design is the main criteria as the 

Peninsula needs a “breakthrough” in which the new website has to be very 

different from the old one. The second point is the cost constraint of 

designing the website. If the cost quotation is not affordable, the hotel 

would not hire the designers. Thirdly, the hotel has to consider the risk, 

reputation and reliability of the vendors, whether they have enough staff to 

handle such a big project and the types of services that they provide 

include the revision of website.  

 

Regarding the main sections of a hotel website, Interviewee 1 says that the 

main sections of a hotel website are ‘accommodation’ and ‘dining’. 

Nowadays, many hotels include ‘wellness’ section which is about spa or 

fitness centre. Apart from that, there is an ‘occasion’ section which 

includes banqueting, events and meeting. These are the four core products 

of a hotel. The Peninsula website has included an additional section called 

‘destination’ in which tourists may wish to know about Hong Kong and its 

transportation. It shows the location of the hotel and the weather of Hong 

Kong. Finally, the most important section is ‘reservation’ which facilitates 

online booking. These support the analysis of hyperlinks in Chapter 4 in 

which accommodation, dining, Hong Kong information, leisure facilities, 

meetings and events, and reservations are found to be the obligatory links 

of hotel homepages.  

 

The hotel uses Google Analytics to check the audience reception of the 

website. They check the frequency of website visits each day, the number 

of visits of each page, where and who the browsers come from. The hotel 

found that most of the readers of the website are from Hong Kong, Japan 

and the USA and they usually interested in clicking the links for room rates 

and restaurants. Readers mainly link from the websites of HKTV, 

Discovery Hong Kong, Thailand, Easy Travel of Taiwan. These suggest 
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that the target readers of the hotel website tend to be people in Hong Kong, 

Japan and the USA and they are concern about the pricing of 

accommodations and types of restaurants of the hotel.  

 

Regarding the InterContinental Grand Stanford, Interviewee 3 suggested 

that the first thing is “to identify what you want to achieve on the website”. 

The next thing is to decide “the look and feel” of the website. The look and 

feel has to be linked with the brand vision: The website should be 

“corporate-oriented which conveys professionalism and reliability with life 

style”. The hotel tries to integrate the all the details into the website and at 

the same time comply with the brand standard. The hotel leverages its 

brand equity and the international five star legacies. According to 

Interviewee 3, “The InterContinental was the first international hotel in the 

planet”. The hotel keeps the five star branding by making sure that “the 

spelling and the English are correct, and the photographs are clear”.  

 

Similar to the design stages of the Peninsula Hong Kong, the designers of 

the InterContinental Grand Stanford Hong Kong draw a site map or a 

wireframe. In the wireframe, the designer inserts what the company wants 

to put onto the website. The interviewee of the InterContinental Grand 

Stanford stated that the three main areas of the InterContinental Grand 

Stanford website are “the rooms, food and beverage and events”. The 

content of a good hotel website must be able to “identify and define and 

give all the details of these three offerings”. If readers look at the website, 

they find an area for room booking, an area for food promotion and an area 

for readers to “build up trust” in the hotel which is the press releases. 

Readers can read the press releases and see what the hotel is doing which 

makes readers “feel closer to the hotel and more confident to do business 

with the hotel”. These show that apart from the provision of information 

about accommodation and restaurants, news about the hotel is also an 

important part of a website for maintaining an interpersonal relationship 

with readers.  
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After completing the wireframe, the developer starts on the template which 

is “the layout of the website”. Once the template is done, the website goes 

through an approval process involving the key stakeholders, such as the 

owner of the company and the marketing people. They approve the 

skeleton and the template. Afterwards, the website undergoes 

programming and testing to see if it works on different browsers. The 

company uses a test group to check the beta version of the website. The 

website is launched after testing and the company announces and promotes 

it to the public.  

 

Interviewee 3 of the InterContinental Grand Stanford is responsible for 

writing the content of the website. She suggested that the hotel homepage 

has to present “an overview of what the hotel is”, “where the hotel is 

located”, and “the primary offerings of the hotel”. Theses explain the 

existence of the moves of introducing the location and views, 

accommodation, restaurants, leisure and event facilities, and guest service 

as stated in Chapter 4. Unlike the Peninsula Hong Kong, the 

InterContinental Grand Stanford Hong Kong does not outsource the 

writing task to other companies because the hotel does not plan to change 

the content and basic components which have already existed for a long 

time. The interviewee just needs to update some sections of the website 

such as the press releases. Sometimes the interviewee does all the writing 

and sometimes she may ask the team members to do it. She has to approve 

all the tests placed on the website.  

 

In order to complete the design, the hotel needs designers, programmers, 

copyrighter for copying, a brand strategist to tie in all the elements, and an 

e-marketer to promote the website to the public. Every unit in the hotel 

contributes to the development of the website and the corporate company 

makes the final decision on what should be placed onto the website. 

Housekeeping food and beverage, room service and the sales team all 

provide information for the website. The interviewee has to address all the 

needs of the different parties and stakeholders. She is responsible for 

putting all this information together. She has to update the content of the 
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website all the time. Her assistant looks at every single page of the website 

all the time every Monday and does the updating. The hotel puts other 

parties voices such as comments and world travel awards. The placement 

of the comments by reputable articles adds value to credibility. For 

example, the hotel states that it is one of the best hotels for business travel. 

The comments build up the confidence of the readers towards the hotel. 

This justifies the move analysis in Chapter 4 in which the move of 

introducing award acts as a third party endorsement so as to present a 

credible image to readers.  

 

Regarding the promotion of the website to the public, Interviewee 3 stated 

that “the hotel engages in search engine marketing”. The hotel is included 

in the Global Distribution System (GDS) which is a computer reservation 

system which allows people to book multiple airline tickets, reserve hotels 

and rent cars. The GDS shows different types of hotels in different 

locations. People contact travel agents and the travel agents will go to the 

GDS and find the hotel website. The hotel also includes its website address 

in all the communication materials and ties up with partners’ websites such 

as Asia miles, American Express and Miles & More Lufthansa to ensure 

that readers and travel agents could find the hotel website. The hotel is 

very careful about “who it hyperlinks with”. From the corporate side, the 

hotel considers if the company that the hotel is linking with is consistent 

with its brand, whether it has existed for a long time and has a good image 

in the market. If all these criteria are fulfilled, the hotel will hyperlink with 

the company. On the food and beverage side, the hotel partners with a 

famous community club in Germany. These show that the choice of 

placing extratextual hyperlinks as mentioned, in Section 4.3 of Chapter 4, 

plays a role in branding the hotel as the hotel tends to hyperlink with 

reputable organisations.  

 

After investigating the practices of website design which provides insights 

into the context of text-external aspect of the genre i.e. the goal of the hotel 

community and how hotel practitioners construct and interpret the genre of 



232 
 

hotel websites, the following presents the interviews of seven potential five 

star hotel website users.  

 

6.4 Audience reception 

 

This section describes the main comments from the interviews of seven 

potential hotel website users.  

 

All of the interviewees said that a hotel website should be both informative 

and promotional. It should be able to inform readers clearly about the types 

of service that they offer, for example, the types of rooms, restaurants, 

leisure facilities, services and prices. A hotel website is also promotional as 

it sells and updates the products and services of the hotel. All the twelve 

hotels of the present study are able to fulfil these communicative purposes 

as they provide all these informational and promotional features as shown 

in the analysis of Chapter 4.   

 

All the interviewees also had the opinion that five-star hotel websites 

should present more photographs which depict a grand, relaxing and 

luxurious atmosphere. The photographs on the homepages have to show 

the high quality facilities of the hotel namely, spacious bedrooms, 

restaurants and modern leisure facilities. All of the interviewees thought 

that photographs of bedrooms are the most important as readers can 

estimate the appearance of the room. One of the interviewees also 

estimated the size of accommodations and the hygiene condition of the 

bathrooms based on the photograph. These show that readers value 

photographs as they could visualize different parts of the hotel as stated in 

the visual image analysis of Chapter 5. 

 

Five hotel websites were presented to all the interviewees. When the 

interviewees browsed through the hotel websites, all of them said they 

looked at the photographs before reading the texts. They suggested that 

photographs are more important than the text and as they seldom read the 

texts in a detailed manner. All of the interviewees thought that the 
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photographs have to be large so that they can display the five-star interior 

decoration and facilities clearly.  

 

All the interviewees preferred the five newly redesigned websites to the 

old versions, with more photographs and less text. The reasons they 

provided photographs are self-explanatory and can present an impression 

of the hotel. The interviewees prefer flash photographs on the new 

homepages which can illustrate the hotel from different angles. Regarding 

the texts, readers only read the keywords rather than the large paragraphs 

of texts because readers may need to search for many hotel websites before 

choosing a hotel. One interviewee thinks that the descriptive texts are 

redundant. These comments from the interviewees shed lights on how 

readers perceive the redesigned websites and show that they tend to favour 

websites with more photographs and less words. 

 

6.5 Summary 

 

The above describes the history and development and the practice of hotel 

website design, the communicative purposes of hotel websites, the hotel 

website design process and conventions, the use of language, and the 

selection of photographs from the insider’s perspective. It details how 

designers and producers of the website work together to create effective 

websites and discusses the views of some potential five star hotel website 

users. Figure 6.9 summarizes the procedures of hotel website design based 

on the three interviews with the hotel practitioners which provides the 

contextual background of hotel website construction.  
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Figure 6.9 Hotel website design procedures  

 

In the hotel industry, the higher ranking staff of marketing of the hotel may 

take part in website design. The property level PR/Marketing staff produce 

newsletters for guests, promote and advertise restaurants, handle media 

requests and visit, and take care of visiting celebrities for PR purposes. 

They rarely have any input into the website marketing, unless they are not 

part of a major brand hotel group.  

 

The general stages of designing a hotel websites are that firstly the public 

relations/communication department/the designing team evaluate and 

decide the details of the content on the websites; secondly, the hotel will 

outsource the designing tasks to a website design company. Next, the 

design company will send back the wireframe/template to the hotel for 

evaluation and testing. Finally, the hotel website will be launched after 

testing. The procedures show that the product of the hotel website has 

undergone various stages of decision-making before launching it to the 

market. The design is shaped by practitioners who have knowledge about 

the ideological orientation of the hotel and the interests of the audience.  
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According to Interviewees 2 and 3, the main sections of a hotel website 

should include accommodation, dining, leisure facilities, events and 

meetings and reservation. Hotel website design has to follow the trend. For 

the case of the Peninsula Hong Kong, as mentioned by Interviewee 2, a 

hotel homepage should not include too many words. It should create visual 

experience and nowadays readers prefer looking at photographs rather than 

words. The Peninsula homepage should let the readers feel the experience 

and inform readers about the history of the hotel as the hotel is the most 

historical and grand one in the city. There should not be too much factual 

information. As result, the hotel has changed the design from more text to 

less text and fewer photographs to more and larger photographs in a larger 

size. The website designers have to consider the target market of the hotel. 

The target market of the Peninsula Hong Kong is the affluent travelers and 

guests; as a result, the hotel has to place the hyperlinks of some high-

ending restaurants and shops as recommendation for travelers.  

 

Regarding the InterContinental Grand Stanford Hotel, the hotel aims at 

targeting to business travelers. The image therefore has to be corporate-

oriented. The hotel website should show a professional and reliable image 

with life style, and has to be easy to read. As a result, the hotel places 

hyperlinks to companies which are consistent to the brand. The hotel 

includes hyperlinks of reputable companies such as Lufthansa, American 

Express and Asia miles. Similar to the Peninsula Hong Kong, the hotel also 

plans to redesign its website next year to engage readers by placing more 

emphasis on photographs which could convey lifestyle to the readers. 

Interviewee 3 mentioned that the existing website has too many words. The 

hotel plans to change the text into shorter descriptions and inserts more 

photographs of Hong Kong to attract readers.  

 

For the audience reception of the hotel websites, all of the interviewees 

said that a hotel website should be both informative and promotional. It 

should be able to inform readers clearly about the types of service that they 

offer, for example, the types of rooms, restaurants, leisure facilities, 

services and prices. A hotel website is also promotional as it sells and 
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updates the products and services of the hotel. They also had the opinion 

that five-star hotel websites should present more photographs which depict 

a grand, relaxing and luxurious atmosphere. The photographs on the 

homepages have to show the high quality facilities of the hotel namely, 

spacious bedrooms, restaurants and modern leisure facilities. All of the 

interviewees thought that photographs of bedrooms are the most important 

as readers can estimate the appearance of the room. One of the 

interviewees also estimated the size of accommodations and the hygiene 

condition of the bathrooms based on the photograph.  

 

Five hotel websites were presented to the interviewees. When the 

interviewees browsed through the hotel websites, all of them first looked at 

the photographs rather than the texts. They suggested that photographs are 

more important than the text and as they seldom read the texts in a detailed 

manner. All of the interviewees thought that the photographs have to be 

large so that they can display the five-star interior decoration and facilities 

clearly.  

 

All the interviewees preferred the five newly redesigned websites to the 

old versions, with more photographs and less text. The reasons they 

provided photographs are self-explanatory and can present an impression 

of the hotel. The interviewees prefer flash photographs on the new 

homepages which can illustrate the hotel from different angles. Regarding 

the texts, readers only read the keywords rather than the large paragraphs 

of texts because readers may need to search for many hotel websites before 

choosing a hotel. One interviewee thinks that the descriptive texts are 

redundant.  

 

The interview shows that all the interviewees preferred the newly 

redesigned websites with more photographs and less text. Readers only 

read keywords instead of the large paragraphs of texts on the websites. 

They also focused on looking at the photographs when they first browsed 

the websites. All the above suggest that the common trends and users’ 

preferences which affect the design of hotel websites. The data collected 
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from the interviewees is integrated into the analysis in the following 

Chapter 7 and 8.  
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Chapter 7 Socio-cognitive perspective 

 

7.1 Introduction 

 

The socio-cognitive perspective deals with the analysis of the generic 

integrity employed as part of the discursive practices of website design in 

the hotel industry (Bhatia, 2004: 161). Taking into account of socio-

cognitive perspective is important for genre analysis because it often plays 

a role in genre construction, interpretation, use and exploitation to achieve 

communicative purposes in professional context (ibid: 112). As stated in 

Chapter 2 Section 2.3.4.3, generic integrity means  

a socially constructed constellation of form-function correlations 

representing a specific professional, academic or institutional 

communicative construct realizing a specific communicative purpose 

of the genre in question. It is essentially constructed in the context of 

the goals of the professional or disciplinary culture it is often 

associated with (Bhatia, 2004:123).  

Generic integrity is realised by both text-internal factors, namely 

contextual, textual and intertextual; and text-external factors which are 

discursive practices, discursive procedures and disciplinary culture (Bhatia, 

2004: 125, 127). The present study examines generic integrity by 

investigating the hotel website designers’ construction of the genre of hotel 

homepages.  

 

Based on the analysis in Chapters 4 and 5, hotel homepages have been 

found to have logos, photographs, slogans and evaluative texts which seem 

to share the features of genres of advertisements and sales promotional 

letters (Bhatia, 1993 and 2004). This chapter draws on the results of the 

move-structure and appraisal analysis (Chapter 4) and visual image 

analysis (Chapter 5) to explore the use of “socio-cognitive strategies” 

(Osman, 2006: 41) (7.2). Socio-cognitive strategies are used by writers in 

constructing a genre by taking into account of the social context of the 

genre in use (ibid: 41). Social context, in this present study, is defined as 

the practices, procedures and cultures of the hotel industry and the 
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consumers. Promotional strategies are for promoting (ibid: 42) the facilities, 

services and brand image of the hotel. Informative strategies are used to 

provide information (Osman, 2006: 42) about the hotel. Practitioner advice 

and audience reception obtained in the interviews discussed (Chapter 6) are 

drawn upon in the explanation the generic integrity of the genre of hotel 

homepages (Bhatia, 2004: 112).  

 

7.2 Features specific to promotional genres 

 

7.2.1 Logos 

Logos appear on all the hotel homepages. The logo presents the corporate 

image of the hotel through the homepage and is a feature which is “typical 

of advertising genres” (Bhatia, 2004: 134). It is realized in the move of 

identifying the hotel. The analysis in Chapter 5 finds that all the hotel tend 

to have a simple logo design with the name of the brand, the initials of the 

brand or the name with an image of a tree (Four Seasons Hotels) or a fan 

(Mandarin Oriental Hotels). 

 

In terms of text-external factor, simple logo design is the hotel industry’s 

specific disciplinary culture for expressing the hotel’s image. Interviewee 3 

of the InterContinental Grand Stanford Hotel says that the hotel has “the 

legacy of the existing brand with the “I logo” because “the hotel is a brand 

of the InterContinental Group which has existed for a long period of time”. 

The “I” represents “a confident feeling”. When readers look at the logo “I”, 

“they immediately think of InterContinental”. As a result, the hotel uses the 

simple “I” letter as their logo. The use of monogram logo is also found on 

the Shangrila and the Langham websites. The use of “monogram logos” is 

a widespread practice in branding which is derived from “the history of 

writing and signature” (Chevalier and Mazzalovo, 2004: 35). It is “made 

up of the brand’s initials and its derivatives”, and examples can be found in 

“M” of McDonald, the intertwined letters of Chanel, and YSL of Yves 

Saint Laurent (ibid: 35).  

 

In the case of the Peninsula Hotel, the logo has been changed according to 
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consumers’ comments as mentioned in the interview findings in Chapter 6. 

In 1928, the hotel had an old logo which was a circle with 3Ps inside. The 

3Ps refer to the name Peninsula. A branding company conducted a study 

for the Peninsula and found that the word, “Peninsula” was most 

recognized by people. Instead of using a symbol or an icon to present the 

hotel, the word “Peninsula” was prominent. In 2003, the hotel designed a 

new logo and uses the word Peninsula as their new logo without placing 

any symbols or icons. The new logo is simple and easy to remember.  

 

Logos have a role in social relations for offering the information they 

convey to the consumers before the purchase and the perception they 

establish for the consumer after the purchase (Chevalier and Mazzalovo, 

2004: 32). Logos have a leading role in our “overmediatized society” in 

which they satisfy the demand for communicative synthesis with “a 

maximum of information in a minimum number of signs” (ibid: 32). For 

example, the fan logo of the Mandarin Oriental Hong Kong is “classically 

simple and visually elegance” which shows oriental culture (Mandarin 

Oriental Hong Kong, 2010). The analysis of the twelve hotel logos shows 

that a simple design is the general practice of the hotels to promote 

themselves so as to make it easy for readers to remember the brands. 

Hence, both informative and promotional strategies are used through the 

placement of logos.  

 

7.2.2 Photographs and slogans 

 

Photographs on the homepages promote the appealing appearance of the 

hotel or Hong Kong. They are placed in the move of attracting attention 

which is a text internal indicator that is similar to the rhetorical moves of 

printed advertisements analysed by Bhatia (2005: 215).  

 

From the text-external point of view, placing photographs to catch readers’ 

attention is a disciplinary culture in the hotel industry. The interviewee 

from the Peninsula Hong Kong stated that photographs are very important 

as “images worths a thousand words” as stated in Chapter 6. When a 
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customer chooses which hotel to stay, the first thing is to look at the 

photographs on the hotel website to see if those photographs match his/her 

expectation. Similarly, based on the interviews with the users in Chapter 6, 

the users think that photographs are the most important thing on a hotel 

homepage because nowadays web readers prefer reading more images to 

words. They suggest that photographs depict the scene of the hotel in a 

more realistic way than text. Readers can see for themselves the 

appearance of the hotel and the size of the room and bed through reading 

photographs. If there is no photograph of the hotel on the website, they 

may not book the hotel. This supports the idea that strong visual clues are 

the key element in the web environment (Tungate, 2009: 136).  

 

Hotels use photographs as their discursive practice instead of only using 

language because photographs are considered one of the most effective 

communication tools that are capable of projecting desirable conditions of 

products and services into the readers’ mind in advertising. They 

outperform text in the function of customers’ recall of the products and 

services provided by the companies and create a brand image (Edell and 

Staelin, 1983, Leong, Ang and Tham, 1996, and Jeong and Choi, 2004). As 

shown in Section 5.2.3 of Chapter 5, hotels commonly show pictures of the 

lobby, the scenery of Hong Kong, rooms and suites, restaurants and other 

leisure facilities to make their products and services tangible. If a hotel 

website provides a variety of photographs of the hotel and staff, or guests, 

in the photographs, customers have more favorable attitudes towards the 

hotel website as they could mentally picture the overall image of the hotel, 

services and the actual experience (Jeong and Choi, 2004: 202). By adding 

photographs with people (e.g. the Four Seasons Hong Kong, Landmark 

Mandarin Oriental and Shangri-La Kowloon), readers can evaluate how 

others enjoy their stay at the hotel. The photographs of the facilities and 

services (e.g. Le Meridien Cyberport, Langham Hong Kong and Peninsula 

Hong Kong) can increase the tangibility (ibid: 202). Visual image 

advertising also results in better memory of the products and services as 

compared to text as images can create both imaginary and verbal codes in 

readers’ memory while text can only general the verbal codes (Leong, et.al, 
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1996: 66).  

 

The move has a mix of informative and promotional strategies as it attracts 

and holds the attention of the audience by placing image on the top centre 

which is a promotional strategy in ecommerce (Farber, 2006). Photographs 

are commonly placed at the top in the centre as an “ideal” element (Kress 

and van Leeuwen, 2006) as mentioned in Section 3.3.1 of Chapter 3 of the 

homepage to catch reader’s attention. The function of attracting readers’ 

attention is to lead the readers to continue reading the website.  

 

In addition to the positioning of the photographs on the homepage, which 

is similar to the style of promotion in ecommerce, the content of the 

photographs are both promotional and informational in nature. Based on 

the analysis in Chapter 5, the images convey the idea of relaxation (e.g. 

Four Seasons Hong Kong, Shangri-La Kowloon, Le Meridien Cyberport 

and Landmark Mandarin Oriental), scenery of Hong Kong (e.g. 

InterContinental Hong Kong, InterContinental Grand Stanford Hong Kong 

and Excelsior Hong Kong), grandeur and elegance (Peninsula Hong Kong, 

The Langham Hong Kong and Shangri-La Kowloon) and hospitality 

(Mandarin Oriental Hong Kong). The choice of these images promotes the 

hotels’ image as a five star luxury hotel. They appeal to reader’s emotion 

with a relaxing and grandeur atmosphere. When these photographs were 

shown to the audience during the interviews, the audience also mentioned 

that the photographs of the hotel homepages are depicting a grand 

atmosphere and promoting leisure and relaxation. Attractive photographs 

are text-internal indicators of advertising genres (Bhatia, 2004: 134). 

Promotional intent can be seen in the content of the photographs of the 

hotel homepages. 

 

The InterContinental Hong Kong and the InterContinental Grand Stanford 

both show the night skyline of Hong Kong instead of the hotel’s exterior, 

the lobby or the staff on the homepage with the aim to promote Hong Kong 
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as a vibrant city and themselves as part of it. As stated by Interviewee 3, 

the rationale for placing the skyline is that most readers who visit the 

website are people from outside Hong Kong. The interviewee said that “the 

hotel wants to play a part in promoting the city as a destination by putting 

images that are enticing the guests as there is nowhere in the world with 

such as a skyline”.  

 

Similar to advertising genres, slogans are text-internal indicators in which 

hotel website designers appropriate the advertising resources to achieve the 

communicative goal of attracting readers. Placing attractive photographs 

with a “promotional sub-heading” are features of advertising genres 

(Bhatia, 2004: 134).  

 

For example, on the Mandarin Oriental Hong Kong homepage, the 

photograph as shown in Figure 7.1 projects the image of hospitality 

through the friendly bell boy with the institutional slogan “Welcome to the 

all new legendary Mandarin Oriental” to promote the hotel has as 

celebrated, up-to-date hotel with friendly service.  

 

 
Figure 7.1 Mandarin Oriental Hong Kong 

The slogan in Figure 7.2 ‘One step from the pulse of the city yet a million 

miles from the pressure’, promotes the hotel’s brand image as a cocoon of 

the busy city in which even guests are having business meeting, they can 

still relax in the hotel. This implies that the hotel’s attempt to portray an 

image of a shelter with great privacy.  

 
Figure 7.2 Landmark Mandarin Oriental Hong Kong 
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Promotional feature is also found in the photograph of the Peninsula Hong 

Kong. The photograph in Figure 7.3 shows an array of hotel staff standing 

in front of the hotel with Rolls Royce automobiles lined up. As stated by 

the interviewee of the Peninsula Hong Kong, the hotel has the Rolls Royce 

in the photograph because the hotel has a long term business relationship 

with Rolls Royce as stated in the analysis of Website 11 in Appendix III 

and it is the only hotel offering Rolls Royce transportation for guests.  

 

 
Figure 7.3 Peninsula Hong Kong  

 

The photograph presents an ostentatious and impressive feeling designed 

to catch the readers’ attention. The photograph is rather unnatural as people 

would never see this setting in reality. As a result, the photograph is more 

than just informational. It shows readers the outlook of the hotel and also 

projects the grand and traditional image of the hotel as stated in Section 

5.2.3 of Chapter 5.  

 

As mentioned in chapter 5, most of the hotels do not use animated images 

and none of them include pop up images on their homepages which 

suggests that hotel websites are different from other corporate websites 

which contain many dynamic images or pop up advertisements. From the 

text-external aspect, less use of flash and animations creates a more 

relaxing and simple style without distractions is the disciplinary culture of 

hotels. As mentioned by the interviewee of the Peninsula Hong Kong, the 

hotel places elegant photographs with only a slight movement using flash 

is the design rationale as it creates an experiential feeling and makes 
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readers feel that they are really walking into the hotel. Similar to the 

Peninsula Hong Kong, the Le Meridien Cyberport also places some slow 

flash photographs which replicate a guest walking from the entrance of the 

hotel to the different parts of the hotel. The Langham Place Mongkok uses 

the same method to lead readers to look at the sculptures and paintings in 

the art gallery of the hotel.  

 

Hotels put human participants into their photographs on their homepage 

(e.g. the bellboy of Mandarin Oriental Hong Kong and the array of staff of 

the Peninsula Hong Kong show friendly hospitality). From the text-

external point of view, placing human participants is a way for hotels to 

distinguish themselves from competitors. According to Interviewee 1, 

hotels commonly like placing “fancy photographs showing physical 

features such as photographs of grand lobbies, rooms, restaurants and 

leisure facilities to get readers into the mood” to use the hotel. However, he 

thinks that it makes it difficult for readers to distinguish a particular hotel 

from the others as “most of the rooms or facilities look more or less the 

same”. The most important thing for a hotel is to differentiate itself from 

the others in the industry is “the people of the hotel rather than the physical 

features”. Hotels have more or less the same physical features and placing 

staff into the photographs suggest service which might differentiate the 

hotel from the other competitors.  

 

7.2.3 Evaluative texts 

The hotels incorporate positive evaluation on their homepages which 

display an overlapping generic integrity with advertising genres (Bhatia, 

2004: 133). The move of establishing credentials has both informative and 

promotional strategies. Establishing credentials is important for potential 

customers to obtain information about the history and background of the 

hotel before making a purchase.  

 

Similar to Osman’s (2006) analysis of university brochures, the move is 

affected by both the consumer culture and the hotel culture which are the 

text-external factors that affect the construction of websites. The hotels 
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provide historical background to illustrate the maturity and reputation 

which implies the older the hotel, the more established and trustworthy it is.  

 

The Peninsula Hong Kong, the oldest hotel in Hong Kong, proudly 

presents its history on its homepage to persuade readers to reserve 

accommodation online.  

 

(1) The Peninsula Hong Kong 

The Peninsula Hong Kong has long been hailed as one of the finest hotels 

in the world. Created nearly 80 years ago in the glamorous 1920s, the 

legendary "Grande Dame of the Far East" continues to set hotel standards 

worldwide, offering a blend of the best of Eastern and Western hospitality 

in an atmosphere of unmatched classical grandeur and timeless elegance.  

 

As mentioned in Chapter 4, the Peninsula Hong Kong informs readers 

about the hotel and promotes its long history, the year of establishment of 

the hotel and the Eastern and Western hospitality that it offers and sets the 

standard for the other hotels in the world. Based on the appraisal analysis 

in Appendix II and also in Section 4.3 of Chapter 4, example (1) shows a 

heavy use of positive valuation to evaluate the social significance and 

status of the hotel (e.g. the finest hotels in the world, the legendary 

“Grande Dame of the Far East”, continues to set hotel standards worldwide, 

a blend of the best of Eastern and Western hospitality) with intensification 

by the use of metaphor (e.g. Grande Dame of the Far East), superlative (e.g. 

the finest, the best), maximization (e.g. unmatched classical grandeur and 

timeless elegance) and infused lexis (e.g. legendary, glamorous) showing 

the degree of positive appreciation, and also quantification to show the 

extent of the reputation of the hotel in terms of time (e.g. long been hailed, 

created nearly 80 years ago in the glamorous 1920s) and also in terms of 

space (e.g. set hotel standard worldwide) to present itself as the leader in 

the industry so as to establish a reputable brand image to readers to attract 

business.  

 

(5) Langham Place, Mongkok, Hong Kong  
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Langham Place, Mongkok, Hong Kong builds on The Langham legend of 

141 years while introducing a refreshingly modern five-star Luxury Hong 

Kong Spa hotel of clean lines and hi-tech delivery. 

 

Similarly, Langham Place, Mongkok, Hong Kong shows that the hotel has 

a legacy of the corporate company, The Langham which has a long history 

of establishment (e.g. The Langham legend of 141 year) by using 

quantification of extent in terms of the scope of time to amplify its long 

term establishment to establish a trustworthy image to readers and align 

readers positively towards the hotel.  

 

Just as letters to shareholders have an elaborated account of the 

achievements if the company performs financially well (Bhatia, 2008: 169), 

the more established hotels offer more background information (e.g. the 

Peninsula Hong Kong) while the newly established hotels provide a brief 

description. The newly established hotels (e.g. Le Meridien Cyberport,) 

focus more on describing the present status. 

 

 (12) Le Meridien Cyberport 

….Le Meridien Cyberport is a stylish haven of modern technology and 

upscale amenities.  

 

In example (12), the hotel promotes the facilities that they are offering by 

using positive appreciation and metaphor (e.g. stylish haven of modern 

technology, upscale amenities) to establish a positive high-tech image of 

the hotel to attract potential business travellers and young customers as 

stated in Section 4.3 of Chapter 4.  

 

The move of introducing location and views of the hotel emphasizes the 

merits of the location and the view of the hotel to attract readers. It is both 

informational and promotional. The promotional strategy can be observed 

from the way that the hotels highlight the positive quality of the locations 

in which they are situated as shown in Chapter 4. The use of these positive 

evaluation of the location and views of the hotel implies an overlapping 

http://hongkong.langhamplacehotels.com/##
http://hongkong.langhamplacehotels.com/accom/Hotels_in_HongKong.htm
http://hongkong.langhamplacehotels.com/accom/Hotels_in_HongKong.htm
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generic integrity with a strong promotional concern rather than merely 

providing information to the readers so as to solicit readers’ response 

(Bhatia, 2004: 133). For example,  

 

(4) InterContinental Hong Kong 

InterContinental Hong Kong, with its unique and convenient Kowloon 

waterfront location, offers unrivalled views of Victoria Harbour and Hong 

Kong Island… 

 

Example (4) shows that the hotel offers the highest grading of scenery of 

the Harbour by the use of infused intensification of maximization (e.g. 

unrivalled views) to promotes itself as being incomparable. The hotel also 

employs positive reaction of quality (e.g. convenient Kowloon water front 

location) to promote its prime location. The meaning is further intensified 

by the use of valeur of specificity (e.g. unique) which conveys the idea that 

the hotel is situated in the best position and has no equal in the industry. 

These show that hotels evaluate themselves maximally in order to align 

reads strongly to the top value.  

 

(11) Landmark Mandarin Oriental, Hong Kong 

Escape the thunderous whirl of Hong Kong’s centre and enter a cocoon of 

private luxury. The new Landmark Mandarin Oriental is situated at Hong 

Kong’s most prominent address.  

 

In example (11), the hotel promotes their convenient location and service 

that they are offering. Example (11) has heavy use of positive appreciation. 

Positive appreciation of quality is used with metaphor (e.g. cocoon of 

private luxury) and positive valuation with intensification of quality (e.g. 

thunderous whirl) and superlative and maximization (e.g. most prominent, 

world’s leading, premier business location) are employed to intensify and 

promote the hotel’s convenient location and the hotel as a private place for 

guest to relax as stated in Section 4.3 of Chapter 4. 

The move which introduces accommodation uses both informative and 
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promotional strategies. Among the twelve hotels, eight hotels describe the 

number of rooms; six describe room views and room facilities. The 

accommodation is described in detail because of the text-external factor 

that consumers value the information. According to the hotel website 

research conducted by Law and Hsu (2005), facility information is the 

second highest priority attribute that consumers are looking for from a 

hotel website. This implies that having well-described facilities on 

websites are important for hotels. As shown in the appraisal analysis of 

Chapter 4, hotels (e.g. websites 1, 3, 10 and 12) use numbers to present the 

exact number of rooms at the hotel. From the hotel’s perspective, the hotel 

uses numbers to present their status. From the readers’ perspective, the use 

of numerals often stops the wandering eye and attracts fixation, even when 

the numerals are embedded within a mass of words (Nielsen, 2007). This is 

because numbers present facts that reader typically relish. Stating the 

number as a numeral is distinctive even without the bold highlighting. 

Using numbers to present facts also increases usability for people who are 

looking for a particular piece of information, or the gist of a page. It is also 

an easy way to improve credibility by making the homepage seem more 

useful (Nielsen, 2007). In addition to stating the number of rooms, there is 

also heavy use of positive appreciation in this as shown in the analysis in 

Appendix II. For example, 

 

(1) The Peninsula Hong Kong 

The Peninsula Hong Kong offers the ultimate in luxury accommodations 

with the most spacious hotel rooms and suites in Hong Kong. Each one of 

the hotel's opulent guest rooms is comfortable and stylish and equipped 

with advanced technology for the convenience of hotel guests. 

 

(2) Shangri-la Kowloon 

All its 700 guest rooms and suites, amongst the most spacious in town, 

offer the ultimate in luxurious comfort and feature a floor-to-ceiling bay 

window commanding breathtaking harbour views or exciting city vistas. 

Positive reaction of quality is used (e.g. opulent guest rooms, comfortable 

and stylish, advanced technology and convenience of guests) and valuation 
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(e.g. ultimate) to promote the quality of the accommodations. 

Intensification of maximization (e.g. ultimate) and superlative (the most 

spacious) are also found to amplify the positive quality so as to show that 

the hotel offers the best accommodation in town. The positive reaction 

combines together to intensify a strong prosody of positive values (e.g. 

Each one of the hotel's opulent guest rooms is comfortable and stylish and 

equipped with advanced technology for the convenience of hotel guests).  

Similarly, in example (2), the hotel uses positive reaction of quality to 

evaluate its accommodation (e.g. most spacious, luxurious comfort, floor-

to-ceiling bay window) and positive reaction of impact (e.g. breathtaking 

harbor views, exciting city vistas) to illustrate the effect of those positive 

qualities of the hotel accommodation on guests so as to lead readers to feel 

the experience of staying in the hotel. Together with the use of 

intensification of superlative (e.g. the most spacious), maximization (e.g. 

ultimate in luxurious comfort, breathtaking harbor view) and quantification 

to show the extent of the scope of these positive attributes in terms of space 

(e.g. all its 700 guest rooms and suites), strong promotional intent is shown 

in which hotels compete among themselves and claim themselves to be on 

the top of the industry. These show that hotels compete against each other 

in terms of volume and quality of facilities. Hence, the move involves the 

use of both informative and promotional strategies.  

 

The move which promotes the restaurants and bars of the hotel with self-

proclaimed promotional words such as awarding-winning, excellent, best, 

fine and acclaimed which are text-internal indicators of advertising genres 

(Bhatia, 2004: 133). For example,  

 

(1) Peninsula Hong Kong 

The restaurants and bars at The Peninsula Hong Kong are among the most 

exclusive and most elegant in Hong Kong. Renowned as one of the best 

French restaurants in Asia, Gaddi's is Hong Kong's most elegant dining 

experience while Felix offers a sleek and stylish city rendezvous with 

stunning views across the harbor. Afternoon tea at The Peninsula's Lobby 

is a Hong Kong institution, and the best authent ic Cantonese food in town 
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is served in Spring Moon. 

 

(2) Shangri-la Kowloon 

…a range of fine restaurants and bars enhanced by our warm and caring 

people. 

 

(6) Langham Hong Kong 

The hotel also features five award winning restaurants and a bar, namely... 

 

Example (1) shows promotional features with the heavy use of positive 

reaction of quality with the intensification of superlatives (e.g. most 

exclusive, most elegant, the best), repeated use of positive valuation (e.g. 

renowned, the best) to amplify the positive quality of the restaurants and 

valeur which shows the degree of authenticity of the cuisine (e.g. the best 

authentic Cantonese food), and also positive reaction of quality (e.g. a 

sleek and stylish city rendezvous) to promote the high quality of the 

restaurants and bars of the hotel so as to align readers positively towards 

the hotel. 

 

The above shows that luxury brands are self-centred in nature and they 

never compare themselves with others. They are “superlative and never 

comparative” (Kapferer and Bastien, 2009: 82). As stated in Chapter 6, 

Interviewee 3 of the InterContinental Grand Stanford Hong Kong suggests 

that the target audience of the hotel websites is both travelers and local 

people who are looking for dining places. The hotel highlights its famous 

restaurants such as the Chinese restaurant which it one of the best in the 

city and the Italian restaurant rated highly among the Italians in Hong 

Kong so as to promote the restaurants to the customers.  

 

Promotional and informal strategies are shown in the move of introducing 

leisure facilities informs readers and promotes the facilities of the hotel 

such as the swimming pool, fitness studios, jogging track and spa facilities 

with a range of positive evaluations as shown in the analysis of Appendix 

III which reflect the appropriation of advertising generic resources. For 
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example, 

 

(1) Peninsula Hong Kong 

The hotel features a state-of-the-art fitness center and a huge Roman-style 

swimming pool. The pool opens onto the hotel's sun terrace, providing an 

incredible view of Victoria Harbour and Hong Kong Island. The new 

Peninsula Spa by ESPA is a harmonious combination of The Peninsula's 

legendary service and the world's leading spa consultancy, ESPA, offering 

luxurious bespoke treatments for both body and mind. 

 

(4) InterContinental Hong Kong 

Superb leisure facilities include a large outdoor heated swimming pool and 

unique trio of infinity spa pools. The luxurious I-Spa, with its feng shui 

inspired ambiance, is Hong Kong's ultimate spa retreat with private spa 

suites, each with its own Jacuzzi, sauna, steam shower and massage 

facilities. The Fitness Centre is open 24-hours.  

 

In example (1) and (4), positive reaction of quality is used to promote the 

quality of the leisure facilities. Example (1) uses positive reaction of 

quality to evaluate the hotel’s fitness centre with intensification of 

maximization (e.g. state-of-art fitness centre) to promote the idea that the 

hotel has the most modern centre of fitness in the industry, and also its 

swimming pool (e.g. a huge Roman-style swimming pool). Apart from 

using positive reaction of quality to promote the high standard of the 

swimming pool, the prosody is spread over by the use of the quantification 

of the extent of space that the swimming pool covers (e.g. the pool opens 

onto the hotel's sun terrace, providing an incredible view of Victoria 

Harbour and Hong Kong Island) which overlooks the Harbour and Island 

view with positive reaction of impact (e.g. incredible view). Spa is also 

positively evaluated by appreciation of reaction of quality (e.g. new 

Peninsula SPA, luxury bespoke treatment), composition (e.g. harmonious 

combination) and valuation (e.g. The Peninsula's legendary service and the 

world's leading spa consultancy) of the service team. Similarly in example 

(4), positive reaction of quality (e.g. large outdoor swimming pool, infinity 
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spa pool, luxurious I-Spa, feng shui inspired ambience, private spa suites), 

valuation with the grading of specificity (e.g. unique trio) and 

maximization (e.g. ultimate spa treatment) are found to appraise the quality 

of the swimming pool and spa. Quantification of the scope of space (e.g. 

each with its own Jacuzzi) and time (e.g. The Fitness Centre is open 24 

hours) to amplify the spread of the service. 

 

The move which introduces the facilities for holding meetings and events 

is also informative and promotional. As mentioned in Chapter 4, not all 

hotels mention this move on their homepages. Only four of the hotels 

describe the meeting and event facilities as they are business hotels and 

equipped with advanced facilities, and so they focus on selling themselves 

as business hotels. From the text-external aspect, for example, Interviewee 

3 from the InterContinental Grand Stanford mentioned that the hotel is a 

corporate, professional hotel for business travelers. They promote their 

meeting rooms as offering a variety of meeting and conference facilities 

and extensive and sophisticated banquet and conference facilities as shown 

in example (4).  

 

(4) InterContinental Grand Stanford 

The hotel provides extensive and sophisticated banquet and conference 

facilities under the expert guidance of the hotel's Catering and Conference 

Services team. A fully equipped Business Centre is also available for the 

convenience of hotel guests and meeting delegates. InterContinental Grand 

Stanford Hong Kong offers a variety of meeting and conference facilities 

to suit any occasion, from corporate meetings and full-scale conferences to 

gala dinners and wedding celebrations. 

 

In example (4), positive reaction of quality is used heavily to evaluate the 

quality of the meeting facilities and business centre (e.g. extensive and 

sophisticated banquet and conference facilities, a fully equipped Business 

Centre) and positive judgment of capacity of hotel staff (e.g. expert 

guidance of the hotel's Catering and Conference Services team) for serving 

meetings and functions. The positive values are amplified by the use of 
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quantification which shows the extent of scope of the facilities (e.g. 

InterContinental Grand Stanford Hong Kong offers a variety of meeting 

and conference facilities to suit any occasion, from corporate meetings and 

full-scale conferences to gala dinners and wedding celebrations) in order to 

shape readers’ positive attitude towards the hotel. 

 

The move of introducing the guest services informs and promotes the 

transportation service and personal services for guests. Four hotels mention 

this move to highlight the niche of the services offered to distinguish 

themselves among the other competitors. The move helps consumers to 

make a choice among all the other competitors. For example, 

 

(1) Peninsula Hong Kong 

The hotel’s celebrated fleet of Rolls-Royce Extended Wheelbase Phantoms, 

together with The Peninsula’s helicopter shuttle service from the hotel’s 

rooftop helipad, offer hotel guests luxurious transportation to and from 

Hong Kong International Airport and around Hong Kong. 

 

Promotional strategies can be found in the move with the use of positive 

valuation (e.g. celebrated fleet of Rolls Royce) and reaction of quality (e.g. 

luxurious transportation). Graduation is found with the use of 

quantification of extent of scope of space (e.g. extended Wheelbase 

Phantoms, together with The Peninsula's helicopter shuttle service from the 

hotel's rooftop helipad) and distance of space (e.g. offer hotel guests 

luxurious transportation to and from Hong Kong International Airport and 

around Hong Kong) to promote the coverage of the transportation service.  

 

Another move which employs both informative and promotional strategies 

is the move of introducing the activities and news of the hotel.  

 

(8) The Excelsior Hong Kong  

The Excelsior celebrates its 35th Anniversary in 2008 and to mark the 

occasion we will host a range of exciting activities throughout the year. 
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(10) Mandarin Oriental Hong Kong 

Philip Kingsley now at The Mandarin Salon ~ The Mandarin Salon is 

delighted to announce the arrival of the Philip Kingsley hair careline. 

Whether you require a hair and scalp consultation, conditioning treatment 

or if you simply want the very best products for everydayhair care, our 

extensive knowledge and training will give you beautiful, healthy hair in 

an instant! To make an appointment contact The Mandarin Salon. 

 

The hotels in example (8) and (10) employ promotional strategy when 

describing the activities and news. Position reaction of impact (e.g. 

exciting activities) is used in example (8) with the intensification of the 

effect of the activities by the use of quantification of extent to show the 

scope of space (e.g. a range) and time (e.g. through year). In example (10), 

positive reaction of quality (e.g. extensive knowledge and training, 

beautiful and healthy) to promote the quality of the salon service, positive 

valuation (e.g. very best products) and also positive affect (e.g. delighted to 

announce) to arouse readers’ emotion to the news and make purchase 

decision.  

 

Introducing awards received also has promotional strategy. The hotel 

describes its awards and/or provides intertextual quotation of positive 

comments made by some famous tourism and hospitality magazines to 

build up the credentials of the hotel. Using opinions and reviews is one of 

the popular promotional strategies used in recent years (Bhatia, 2004: 134). 

This is because advertisers notice that the masses do not receive 

advertising seriously and they are looking for a new way to influence 

buyers by bending the genre to promote the products and services (ibid: 

134). The validations by third-parties are often mentioned on corporate 

websites and help to bolster credibility and prestige. The move helps to 

build corporate brand value (Pott, 2007: 187-188). However, not all hotels 

mention the awards received. For example, the Peninsula Hong Kong, 

which is the longest established hotel in Hong Kong does not mention any 

awards on their homepage. Based on the text-external information obtained 
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from the interview, the interviewee suggests that the hotel is prestigious 

enough and the potential consumers should know it very well. Like other 

high-end products, the hotel management think that they do not have to 

mention the awards explicitly.  

 

The positive announcements and comments are self-selected by the hotels. 

Unlike the genre of corporate annual reports which include both successes 

and failures of the companies (Bhatia, 2008: 178), the introductory texts of 

the hotel homepages only deal with positive aspects but do not reveal 

unpleasant information or information which is harmful to the hotel’s 

image. This suggests an incomplete and biased image designed to influence 

readers’ opinions.  

 

As mentioned in chapter 4 that only one hotel has undergone renovation. 

The move of describing the renovation and enhancements is both 

informative and promotional. 

 

(4) InterContinental Hong Kong 

InterContinental Hong Kong has undergone major enhancements, which 

have positioned it as Hong Kong's most stylish hotel. These have included 

the contemporary new-look Lobby, the state-of-the art Club 

InterContinental (Executive Lounge), the feng shui inspired I-Spa and 

Fitness Centre and SPOON by Alain Ducasse. The hotel also renovated the 

InterContinental Ballroom and harbourview function rooms, as well as its 

acclaimed Cantonese restaurant, Yan Toh Heen. In 2005 the hotel 

introduced THE STEAK HOUSE winebar + grill and has renovated all of 

our guest rooms and opened NOBU restaurant in 2006. 

 

In example (4), the hotel uses a range of positive reaction of quality to 

explain the reason why it is “Hong Kong’s most stylish hotel” (e.g. 

contemporary new-look Lobby, the state-of-the art Club InterContinental 

(Executive Lounge), the feng shui inspired I-Spa, harbourview function 

rooms and acclaimed Cantonese restaurant) and also quantification of 

extent which shows the scope of space of the renovation (e.g. has 
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renovated all of our guest rooms). It presents the news that the hotel has 

had a major renovation and at the same time promotes the new features of 

the hotel.  

 

The move of introducing local attractions has promotional strategy which 

promotes Hong Kong as a destination. As mentioned in Chapter 4, the 

Grand Hyatt Hong Kong lists out the attractions in Hong Kong to attract 

readers to visit the place.  

 

Promotional strategy is also realised in the move of offering career 

opportunities and introducing the consultant group of the hotel. In the 

move of offering career opportunities, the hotel provides information about 

job vacancies through a hyperlink with the statement “search for career 

opportunities at this Hyatt hotel” in example (7) which leads readers to 

view the details in it. This move attracts workforce. Similarly, in the move 

of introducing the consultant group of the hotel, promotional strategy is 

realised in example (12),  

 

(12) Le Meridien Cyberport 

LM100 is a group of cultural innovators and artists who define and enrich 

the guest experience at Le Méridien. The group comprises a global array of 

visionaries, from painters to photographers, musicians to designers, chefs 

to architects. 

 

The hotel uses positive judgment of capacity (e.g. cultural innovators and 

artists, define and enrich the guest experience) with quantification of extent 

that shows the scope of space to amplify the range of staff that the hotel 

has employed so as to shape a positive image of the hotel (e.g. a global 

array of visionaries, from painters to photographers, musicians to designers, 

chefs to architects) so as to convey an artist, cultural and innovative image 

of hotel.  
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7.3 Features that are informative  

 

Based on the comments from Interviewee 3 from the InterContinental 

Grand Stanford as mentioned in Chapter 6, nowadays, the consumers 

prefer simplicity and ease of navigation. They want to save time. The hotel 

industry knows that consumers are more critical and the industry is 

working to make the online experience simple. As a result, all hotels 

include a navigation menu as discursive practices to help readers to locate 

their way quickly. Hence, the use of hyperlinks in the move of indicating 

content structure is informative as it shows the structure of a website and 

leads readers to find additional information which are not stated on a 

homepage. 

 

Hotel website designers construct the hyperlinks with order and colour 

conventions. The design of hyperlinks is based on considering the needs of 

the readers through prioritizing which aspects of information are more 

important. As mentioned by interviewee 2, The Peninsula Hong Kong uses 

different coloured hyperlinks on the navigation menu to make them more 

user-friendly. Since the website is mainly for prospective hotel guests, the 

most important sections (links), such as dining, are listed at the top with a 

bigger font to make the links more prominent. The less important links, 

such as job opportunities are in a smaller font size.  

 

The obligatory hyperlinks found on all the hotel homepages are 

accommodation, dining, Hong Kong information, leisure facilities, 

meetings and events, and reservations which imply that these hyperlinks 

have become typical sections of hotel websites. According to Interviewee 2, 

these hyperlinks are used because they show the core products that a hotel 

offers. Hyperlinks of logo, hotels and resorts, contact information, photo 

gallery and privacy statement are also obligatory on a hotel homepage. All 

of these typical links are intertextual links which connect single pages 

within the same website (Storrer, 1999:39). They bring users from a point 

of entry based on a general topic to a deeper level of specific information 

on the website.  
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Another feature which has borrowed and modified elements from genres in 

the printed media (Bhatia, 1993: 48) so as to take full advantage of the 

interactivity of the Internet is in the move of establishing contact. This 

move also employs informative strategy because it provides contact 

information (address, telephone, fax and email) of the hotel to the reader. 

By means of the homepages, readers can establish contact by clicking on 

the link of email address. The homepage not only informs readers about 

how to contact the hotel but also provides the direct means to do it. This is 

the level of functionality which exists in the Internet medium (Shepherd 

and Watters, 1998: 3).  

 

The hotels also provide a link in the email section as shown in (1) The 

Peninsula Hong Kong, (4) InterContinental Hong Kong and (12) Le 

Meridien Cyberport.  

 

(1) The Peninsula Hong 

Kong  

(4) InterContinental Hong 

Kong 

(12)Le Meridien 

Cyberport 

 
 

 

 

 

In these examples, the email box pops up when users click the email link 

on the hotel homepage. This link is interactive as readers may write to the 

hotel immediately through this instant mail box. This email link is essential 

as customers may want to report a “page not found” error or send questions 

or comments (van Duyne, Landay and Hong, 2003: 342). The provision of 

contact information helps to establish a closer relationship with the readers 

and the use of hyperlinks which involves readers to make instant 

communication with a hotel in an interactive way.  

 

In addition to email links, based on Interviewee 2, the intention of hotels 

for placing the move of clock showing the local time which informs 

readers about the time of Hong Kong is to show their thoughtful service so 

as to attract more customers. The move cannot be shown in traditional 
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printed brochures and exploits the interactive medium of the web.  Clock 

showing local time is informative as it provides the information about the 

local destination. 

 

7.4 Socio-cognitive strategies in the moves of the hotel homepages 

The analysis shows that two types of strategies are used to realize the 

eighteen moves. They are informative and promotional strategies. 

Informative strategies can be found in the history and background of the 

hotel, the contact details of the hotel, information about the local area and 

the various facilities and services offered by the hotel. Promotional 

strategies are realised in the moves of identifying the hotel, attracting 

readers’ attention and the way the hotel highlights the quality of the 

facilities and services provided as shown in Table 7.1.  

Table 7.1 Moves classified into two socio-cognitive strategies  

Moves  Informative 

strategy 

Promotional 

strategy 

1. Identifying the hotel   
2. Attracting attention   
3. Indicating content structure    
4. Establishing contact    
5. Establishing credentials   
6. Introducing the location and 

views of the hotel 

  

7. Introducing accommodation   
8. Introducing restaurants and bars   

9. Introducing leisure facilities   
10. Introducing meetings and events 

facilities  

  

11. Introducing guest service   
12. Introducing the awards received   

13. Clock showing the local time   
14. Introducing activities and news of 

the hotel 

  

15. Describing the renovations and 

enhancements the hotel has 

undergone 

  

16. Introducing local attractions   
17. Offering career opportunities    

18. Introducing the consultant group 

of the hotel 

  

 

Table 7.1 shows that eighteen moves use the informative strategy (Table 

7.1). They are identifying the hotel, attracting attention, indicating content 

structure, establishing contact, establishing credentials, introducing the 
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location and views, introducing accommodation, introducing restaurants 

and bars, introducing leisure facilities, introducing meetings and events, 

introducing guest service, introducing awards received, clock showing 

local time, introducing activities and news of the hotel, describing the 

renovation and enhancements the hotel has undergone, introducing local 

attractions, offering career opportunities, and introducing the consultant 

group of the hotel). These moves provide information about the hotels and 

the local region. However, promotional strategy is realised in many moves, 

mixing with informational strategy (Table 7.1) which means that the genre 

of hotel homepages tends to be highly promotional. Sixteen of these moves, 

except moves three and four in Table 7.1 are in a “mixed form” (Bhatia, 

2004: 11), meaning that they are also employed as informative and 

promotional strategies. 

 

7.5 Summary 

 

This chapter has attempted to identify the socio-cognitive strategies used 

by the writers in developing the genre. The design of hotel web text takes 

into the account of both the behaviour of the consumers and hotels. Apart 

from the analysis of linguistic resources, it is essential for genre analysts to 

consider the socio-cognitive perspective which leads to the understanding 

of why the hotel websites are designed in the way they are in real life 

professional contexts (Bhatia 2004: 112).  

 

The analysis shows that website design involves practitioners who have 

professional knowledge about website design, knowledge about the history 

and background of the hotel, and interests of the audience. The hotel 

homepages are affected by the social context in which they seem to be 

promoting and establishing the corporate image of the hotel more than 

merely informing the readers about the hotel. From the eighteen moves 

identified, sixteen moves employ promotional strategies. The 

overwhelming positive evaluation from the moves and appealing images 

suggests that hotel homepages are predominantly promotional in their 

communicative objective.  



262 
 

The homepage of a hotel is a complex genre which includes elements taken 

from genres existing in other media namely photographs, slogans and 

evaluative texts from advertisements, and company introduction from sales 

promotional letters. Some new elements arise which exploit the potential 

of electronic media for communication such as flash effect, interactive 

features and hyperlinks. The genre of the hotel homepage is rather new but 

the analysis shows that there are some conventionalized features occurring 

frequently and regularly. 
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Chapter 8 Socio-critical perspective 

 

8.1 Introduction  

 

The socio-critical perspective of genre analysis of hotel homepages focuses 

on the study of language, power, ideology, social changes and practices 

(Bhatia, 2004). This chapter begins by presenting the values of the hotel 

industry (8.2) followed by a diachronic comparison of the visual image 

design and language of the old and new versions of hotel homepages (8.3) 

of six hotels in order to investigate the change of hotel website design over 

time (i.e. websites designed before 2008 and websites designed in 2010, 

Section 3.3.4) (8.4). The chapter also discusses how the underlying 

business ideology of the hotels, the power relation between readers and the 

hotel websites which affects consumers’ perception of luxury hotels, as 

well as social changes and practices that are reflected in the change of 

website design (Bhatia, 2004: 167). 

 

8.2 The values of the hotel industry  

 

Hotels belong to the service industry which has the characteristics of 

intangibility and perishability (Lockyer, 2007: 1). Intangibility is one of the 

features of the hotel industry as “the service components in a hotel cannot 

be seen, tasted, felt, heard, or smelt before they are purchased” (Lockyer, 

2007: 1). Customers cannot evaluate properly and sample the service 

before purchase (ibid: 1). At the end of the stay in the hotel, the hotel guest 

“has nothing to show for that purchase, but a receipt” (ibid: 82). They 

remember the experience and share their memories with other people (ibid: 

82). As a result, the hotel industry has to put great effort into the tangible 

evidence, such as the front desk, reception and websites, as they are the 

first points of contact which can build greater confidence in the customers’ 

purchase decision (ibid: 2). Perishability exists as the hotel’s output is an 

“intangible and momentary product” and the product can produce a series 

of benefits but the benefits cannot be stored. For example, “if a hotel room 

is not occupied on a night, it cannot be stored in inventory and sold the 
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following night” (Lockyer, 2007: 3). As a result, the level of occupancy is 

important as a hotel is made up of space in the form of guest rooms and 

other areas (ibid: 3).  

 

Given the intangibility and perishability nature of the hotel service, a 

website becomes an important tool for the self-representation of the hotels. 

Using visual images and language that could engage readers in surfing the 

websites is also essential strategies to overcome disadvantages associated 

with the intangibility and perishability of the hotel products and services in 

the pre-purchase and after-sales stages (Koernig, 2003: 154). As a result, 

hotels may compete with one another by designing quality websites which 

could reflect the underlying business ideology of the hotels and establish 

interpersonal relationships with readers through effective language and 

visual images to attract more business.  

 

8.3 Analysis of the six hotel homepages  

 

The following section shows a comparison of the six redesigned hotel 

homepages, namely Peninsula Hong Kong, Langham Place Mongkok, 

Hong Kong, Langham Hotel Hong Kong, Mandarin Oriental Hong Kong, 

Landmark Mandarin Oriental Hong Kong and Excelsior Hong Kong so as 

to examine the change of the visual design and language of the homepages 

which could reveal the business ideology of the hotels, power relationship 

with the readers and social changes and practices. 

 

8.3.1 Peninsula Hong Kong 

 

This section examines the redesign of the Peninsula Hong Kong’s website 

by comparing the old and new Peninsula hotel homepage based on 

practitioner advice obtained from the interview. The Peninsula Hong Kong 

has changed its website three times. As mentioned in Chapter 6, the hotel 

started using a website in 1995. The first website was very basic and 

simple without detailed information. The second one was launched around 

1996-1997 with more details and a 2D floor plan, and the third website was 
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launched on October, 2007. The third website has undergone a major 

redesign. It includes more photographs, less text and a 3D floor plan on the 

event planning page which gives a better idea to readers about how to 

organize banquets and meetings. The redesign has led to the creation of a 

more informative website and helped readers to visualize the scene, and 

hence, makes their purchasing decisions faster.  

 

Peninsula Hong Kong was established in 1928 and is “Hong Kong’s only 

surviving historic hotel” (Peninsula Hong Kong, 2010). In 1994, a tower 

extension from a six-storey structure to a 30-storey high rise was done with 

the preservation of the existing building. The Peninsula hotel is the only 

hotel in Hong Kong which offers its own helipad. The hotel is also 

distinguished by its fleet of signature Rolls-Royces, which can be hired by 

guests. These cars are painted in a distinctive shade of green known as 

"Peninsula green" (Peninsula Hong Kong, 2010). 

 

The hotel’s business ideology is to provide “luxurious comfort and 

impeccable service” (Peninsula Hong Kong, 2010). According to the 

interviewee of the Peninsula Hong Kong, the hotel’s mission is to offer 

“the best products and services to guests”. The unique culture of the 

Peninsula is “employee empowerment” which applies to all staff, from 

managers to room keepers. The hotel empowers the staff to handle 

different critical situations by themselves to satisfy the special needs of the 

guests without going through a lot of company procedures. The hotel 

empowers the staff to make an immediate decision even though it does not 

follow the standard procedures or guidelines.  

 

The Peninsula hotel designed its new website with the aim to highlight 

itself as “an exclusive and special hotel” as stated by Interviewee 2 

(Chapter 6). This is achieved through letting readers feel the walk through 

experience when entering the website. The hotel redesigned the website as 

there are more and more people browsing the Internet nowadays and the 

hotel wants to distinguish itself from the other competitors.  
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Figure 8a Old homepage (1996-

2007) 

 

Figure 8b New homepage (launched 

in October 2007)  

 

Unlike the old Peninsula Hong Kong homepage (Figure 8a) which has a 

more traditional layout with the photographs on the top and a long text at 

the bottom, the layout of the new homepage (Figure 8b) is in a horizontal 

structure in which the photograph covers the whole screen of the 

homepage with a navigation menu on top of the photograph and the other 

one at the bottom. The logo is in the centre at the top of the homepage and 

a short introductory text is placed next to the photographs. Readers can 

view the whole screen without scrolling up and down. The hotel uses dark 

grey as the background which projects a classical and powerful image. 

This is more or less similar to the background of the old homepage which 

was dark grey. The new homepage is dark grey in which the top area is in a 

darker tone while the bottom is in a lighter grey. Unlike the old website 

which uses full dark grey, the use of graduation in colour suggests a “more 

stylistic feeling” to involve readers as mentioned by the Interviewee 2 and 

hence, more interpersonal in terms of presentation.  
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Figure 8.1 Rolls Royce Photograph 

on the old homepage 

Figure 8.2 Rolls Royce Photograph on 

the new homepage 

 
 

Figure 8.3 Hotel photograph on the 

old homepage 

Figure 8.4 Hotel photograph on the 

new homepage 

 

Regarding the representational metafunction (Figures 8.1-8.4), similar to 

the Rolls Royce photograph on the old homepage, the first flash 

photograph shows the hood of the Rolls Royce Phantom and the hood 

ornament. The photograph is a conceptual image (Kress and van Leeuwen, 

2006: 76) with a symbolic structure in which the identity of the participant 

in the photograph is established by attributes (ibid: 105). The photograph 

(Figure 8.2) shows a car (i.e. the carrier). The hood and hood ornament (i.e. 

attributes) represent a car and also indentify the make, Rolls Royce. The 

car is made salient through the zoom-in effect of the camera to the 

attributes (i.e. hood and hood ornament). It is well-lit as the hood and the 

silver-plated hood ornament of the car are glittering with a flash effect 

when the reader enters the homepage to convey a sense of motion in which 

readers are outside the car, going to the hotel. The representation of the 

new Rolls Royce photograph with the flash effect (Figure 8.2) creates a 

more dazzling and luxurious feeling than the old one. The hood also 
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reflects the exterior of the hotel which suggests that the automobile is 

parked outside the hotel. The choice of presenting a Rolls Royce in the 

photograph is because the hotel and Rolls Royce are long time business 

partners. The hotel has used Rolls Royce motor cars exclusively for its 

guests since 1970. It is a distinctive selling point which help to the hotel 

stands out from the rest. The Chairman of Hong Kong and Shanghai Hotel, 

Limited, Hon. Sir Michael Kadoorie, says “the cars, like the hotel, must 

exemplify quality, and the service requirements have also mirrored these 

high standards” (Peninsula Hong Kong, 2008). The photograph reflects the 

hotel’s business ideology which is to provide luxurious comfort to its 

guests. Rolls Royce means something not merely in its own terms as a car 

with the promise of quality but in people’s ideology a sign of social status 

which could reflect the prestigious identity of the hotel. It may also confer 

prestige on readers if they consume the brand because of the luxurious 

value that the brand represents.  

 

Although both the new and old homepages place the hood and hood 

ornament of the Rolls Royce Phantom, it seems that the meaning behind 

the presentation of Rolls Royce on the new homepage is different from that 

of the old homepage. The symbol of traditionalism is shown in the 

photograph on the old homepage through the green cap and the pair of 

white gloves on the hood. The cap and gloves suggest the outfit of the 

traditional chauffeur. The Peninsula transportation service was depicted 

with a more traditional and colonial style as the website was designed in 

1996 which is before the handover of Hong Kong.  

 

In order to illustrate the idea that the new Rolls Royce photograph is more 

“naturalistic” (Kress and van Leeuwen, 2006: 312), the researcher has 

taken a photograph of the car outside the hotel. As shown in the 

photograph taken by the researcher below (Figure 8.6), the new photograph 

on the new website  (Figure 8.5) seems to be more naturalistic and similar 

to what guests could observe at the car park of the hotel as shown (Figure 

8.6). Without the logo at the top of the photograph, readers may not know 

the context of the photograph. The hotel “Peninsula” is identified through 
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the reflection of the exterior of the hotel on the hood rather than through 

the label on the Peninsula cap on the old photograph. The choice of 

depicting Rolls Royce in such a naturalistic way functions to establish a 

closer interpersonal relationship with the readers because this is what 

readers would see in reality. It may also suggest the belief that nowadays, 

luxury is more within reach to people.  

 

  

Figure 8.5 

New Rolls Royce photo by the hotel 

Figure 8.6 

Rolls Royce photo taken by the 

researcher 

 

The flash effect takes readers to the second photograph (i.e. Figure 8.7).  

The photograph is a conceptual symbolic image (Kress and van Leeuwen 

2006: 106) which shows the exterior of the hotel. The hotel still places the 

building as the homepage photograph because the architecture projects a 

historical image as stated by the interviewee. The placement of the hotel 

exterior is to inform readers about the history of the hotel as the hotel is the 

most historical and grand “colonial building” in the city (Hong Kong 

Tourism Board, 2010). Although both the new and old homepage show the 

exterior of the hotel, the hotel is presented in a different way. The old 

homepage photograph is in a classificational structure (ibid: 80) in which 

the hotel places an array of hotel staff standing in front of the hotel with 

Rolls Royce automobiles. It presents a traditional, ostentatious and 

impressive feeling with hierarchy. This setting is more from the presenter’s 

point of view and unnatural. People will never see an array of hotel staff 

and Rolls Royce automobiles lining up in front of the hotel in reality.  
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Figure 8.7 

New Photograph taken by the hotel 

Figure 8.8 

Photograph taken by the researcher 

 

In contrast, the new photograph (Figure 8.8) is more naturalistic. It focuses 

on depicting the beauty of the exterior of the hotel and does not have an 

obvious class orientation as mentioned in the analysis of Chapter 5. It 

seems to be more democratized and is presented from the reader’s 

perspective. It resembles what guests will see when they are standing at the 

entrance of the hotel looking up as shown in the photograph taken by 

myself (Figure 8.8). Like in many product advertisements which signify a 

person who is consuming the given product (Williamson, 1978: 78), the 

Rolls Royce and the hotel in the photographs also signify a person. 

However, no human participant is placed into the two photographs (Figure 

8.5 and Figure 8.7). The absence of people leads readers to construct a self 

(ibid: 78) from the Rolls Royce and the hotel. Readers become the absent 

looker and would be drawn into the photographs as if they are consuming 

the Rolls Royce and the hotel. Thus, the new photographs construct readers 

to be potential consumers by establishing a closer relationship with them 

and hence imposing an idea that luxury is more within reach to people.  

 

The two flash photographs on the homepage create a sequence with the 

imaginery vector formed by the use of oblique angle from the left as shown 

in the arrows (Figure 8.7) as if readers were being transported by Rolls 

Royce and then arrived in front of the hotel. This suggests the hotel’s 

attempt to create “a walk-through” experience to the readers on the new 

website.  
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As the aims of the website redesign, and the trend of the hotel industry, are 

to create a more “experiential feeling” on the website as stated by 

Interviewee 2, there are more interpersonal elements in the new 

photographs. The Rolls Royce photograph on the old homepage (Figure 

8.1) is a close shot. “As no human subject is presented, the issue of social 

distance does not arise” (Kress and van Leeuwen, 2006: 269) in the 

photograph of Figure 8.5. The use of a close up shot of the Roll Royce is to 

illustrate to the readers that offering Rolls Royce transportation is the 

special service that the Peninsula offers. The very close shot creates a 

focus on the hood ornament and implies the importance of the brand. The 

use of high angles is to the present both the brand of the car and the 

reflection of the hotel exterior on the car rather than suggesting power.  

 

The second hotel photograph (Figure 8.7) is a closer shot which shows 

only the middle section of the hotel architecture from the middle level. It 

displays the details of the hotel as readers can see the classical architecture, 

balconies and rooms clearly. The use of a close shot involves readers to 

take a closer look at the hotel (ibid: 124). The close shot enlarges the 

object to signify the focus and, at the same time, represents a more trustful 

feeling to the readers. The camera distance is different from the old 

homepage in which the hotel is a longer shot and readers can only observe 

the hotel from a distance. The hotel photograph is taken from a low angle. 

The use of a low angle suggests power over the readers (Kress and van 

Leeuwen, 2006: 140). The hotel presents itself as grand and superior. 

Readers have to look up at the hotel and are psychologically dominated by 

the hotel on the screen. The presentation of a superior image implies the 

hotel’s attempt to assert the social power of reputation. The power of 

reputation would lead customers to purchase the products and services of 

the hotel (Crosno, Freling and Skinner, 2009: 96).  

 

In terms of the compositional metafunction, the old Peninsula hotel 

homepage is in a top to bottom design with the photograph placed on the 

top as the ideal and the text at the bottom which shows the factual 

information (Kress and van Leeuwen, 2006: 175). This design is more like 
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a brochure as mentioned by the interviewee. Readers cannot read the whole 

page at one time without scrolling. The layout of the new homepage is 

different. The new homepage is in a centre to margin design. The large 

photograph and the caption become “the nucleus of the information” and 

the other elements i.e. links are “subservient” (ibid: 157). In the first 

photograph (Figure 8.2) the hood ornament is salient. It is more salient 

than the Rolls Royce photograph on the old website (Figure 8.1) as the 

photograph includes a glittering effect. The glittering effect creates a 

brighter presentation and makes the photograph more eye-catching. The 

hood ornament is silver which is in contrast to the dark colour of the Rolls 

Royce hood. It is placed in the front. In the second photograph, the hotel is 

salient. The architecture of the building foregrounded with the contrast of 

beige with the dark grey background is creating salience and focus. There 

is no actual use of line as a frame. The use of a lighter colour in the 

photographs sets the photograph apart from the darkness of the webpage 

which makes the photograph a separate unit of information as if readers are 

“watching a film in a cinema” as stated by the interviewee. This cinematic 

design creates a closer social distance between the hotel and readers and 

reinforces the idea that luxury is within reach.  

 

The first Rolls Royce photograph (Figure 8.2) on the new homepage has a 

higher modality than the old version. It resembles the reality as shown 

(Figure 8.6) which is taken by the research. Similarly, the hotel photograph 

(Figure 8.4) on the new homepage also resembles the reality as shown in 

the photograph  (Figure 8.8) in which it is what readers would observe in 

their real life and hence, more interpersonal. 

 

Regarding the use of language, the old homepage has a long text which 

consists of around three hundred words below the flash photographs. From 

the move analysis in Chapter 4, the introductory text contains five moves: 

establishing credentials, introducing accommodation, introducing guest 

service, introducing restaurants and introducing leisure facilities. These 

five moves are the hotel’s attempt to inform and promote the different 



273 
 

products and services to readers and the tone is more factual as stated by 

the interviewee.  

 

As the interviewee thinks that “an image worths a thousand words”, the 

new homepage contains just one sentence which is placed next to the 

photograph. “THE GRANDE DAME OF THE FAR EAST. Long hailed as 

one of the finest hotels in the worlds, The Peninsula Hong Kong has been 

celebrating the city’s dramatic progress since 1928”. There is an 

intertextual meaning created between the text and photograph of the hotel. 

The photograph on the new website focuses on showing both the 

traditional old wing and the more modern new 30-story tower which was 

expanded in 1994. This highlights the contrast between the old and new 

building and suggests the hotel is historical but at the same time, has 

undergone modernisation. It echoes the hotel’s business ideology of 

providing luxurious comfort to guests. The text and the photograph anchor 

each other as mentioned by the interviewee. 

 

The major differences between the old and new Peninsula websites 

mentioned by the interviewee are shown in the following Table 8.1.  

Table 8.1 The major differences between the old and new Peninsula 

websites 

Old website  New website  

 Brochure like 

 Long text 

 Factual presentation 

 Small photographs 

 Subdued colour  

 Cinematic 

 Short text 

 Stylish presentation 

 Large photographs 

 Slightly brighter colour 

 

According to the interviewee, the old website is in html format and looks 

like an online brochure. It was very factual with a list of information about 

the number of rooms, the room facilities, the beds, the restaurants etc. The 

photographs on the website were not big enough and readers could not see 

the whole picture of the hotel. The design tends not to be readers-
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orientated. In contrast, the new Peninsula website is cinematic with a walk 

through experience through the placing of more photographs. On the new 

website, the hotel places two large flash photographs with a short caption. 

If readers would like to search for further information, they can click on 

the hyperlink for further reading. The interviewee says that a hotel 

homepage should not include too many words with too much factual 

information. It should create a visual experience so as to involve readers 

into the homepage.  

 

Apart from the photographs, the experiential feeling is also realized by 

“stylistic” text. The text of the new website is “written like a novel which 

creates feeling and helps readers to visualize the scene even without the 

photographs” stated by the interviewee. For example, the old website in the 

past describes the Presidential Suites in square feet with numbers and the 

facilities, but the new website focuses on describing how the guests will 

feel when staying in the room which better reflects the business ideology 

of luxurious comfort and impeccable service of the hotel from the readers’ 

point of view. In order to avoid having large amounts of text on the 

homepage, the detailed text is placed on separate pages. If readers want to 

know the facts about the room, they can click to another section and a list 

of information appears. The new website has a similar background colour 

but a little bit brighter with a white frame in the centre which makes the 

website appears to be “cinematic”. These changes help the hotel to 

overcome the problem of intangibility of hotel’s product and services as 

readers could better visualize the details.  

In addition to the change of the text in the centre of the homepage, there is 

also change in the language of the hyperlinks. Table 8.2 shows the 

language of the hyperlinks of both the old and new websites.  
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Table 8.2 Hyperlinks on menu bars of the old and new homepages  

Old homepage New homepage 

Hotel information About Us 

Contact the hotel Contact Us 

- My Peninsula 

Rooms & Suites Accommodation 

Restaurants & Bars Dining  

Hong Kong Information Destination 

Spa & Fitness Wellness  

Meetings homepage Occasions  

Gift Certificate Gifts 

- Enticement 

- Lifestyle 

Hotel homepage  Directories 

@E-MAIL NEWS Newsletter 

The Peninsula Hotel Home Site Map 

 

Table 8.2 shows that the language of hyperlinks on the new homepage has 

more interpersonal elements. The language has changed from longer noun 

phrases (Rooms & Suites, Restaurants & Bars, Spa & Fitness, Hong Kong 

Information, Meeting homepage, Gift Certificates, Hotel homepage, @ E-

MAIL NEWS, The Peninsula Hotel Home) to single nouns and short noun 

phrase (Accommodation, Dining, Wellness, Destination, Occasions, Gifts, 

Directories, Newsletter and Site Map) which is more concise and easier for 

readers, hence establishes a closer interpersonal relationship with readers. 

The choice of hyperlink language on the new homepage is also more 

personal with the use of the pronouns “my” and “us”. The use of first 

person and third person perspectives suggest a closer social distance 

between the hotel and the readers. Similar to the design of the photographs, 

the new hyperlink language is written from the perspective of the readers 

(Wellness, Dining, Occasions, Destination, Gift and Enticement) which 

reflects readers’ lifestyles rather than from the perspective of the hotel (Spa 

& Fitness, Restaurants & Bars, Meeting Homepage, Hong Kong 
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Information, Gift Certificates). This reflects the belief that luxury is less 

distant and more within reach to people nowadays.  

 

8.3.2 The Langham Place Mongkok 

 

The Langham Hotel International opened in 1865 in London. It was 

Europe’s first truly “grand hotel”. It aims to provide “exceptional hotel 

experience through elegance in design, innovation in hospitality, genuine 

service and captivation of the senses” (Langham Hotel International, 2010). 

Langham Hotels International is a modern, dynamic, hospitality ownership 

and management company. It is a wholly-owned subsidiary of Hong Kong-

based Great Eagle Holdings Limited and has developed two brands: 

Langham hotels and Langham Place (Langham Hotel International, 2010).  

 

Langham Place Mongkok is the younger international five star brand of 

The Langham. The hotel’s business ideology is to break the “conventional 

definition of luxury and creates a new and exciting hotel experience that 

stimulate guest” (Langham Hotel International, 2010). “Langham Pink” 

(Figure 8.9) is the corporate colour gives Langham a refreshing 

presentation, breaking the typical hotel design (Langham Hotel 

International, 2010).  

 

 

Figure 8.9 Old homepage (data 

collected in January 2007) 

Figure 8.10 New homepage  

(data collected in January 2010) 
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The photographs on the new Langham Place Mongkok homepage are 

different from the old homepage and also the photographs on other hotel 

hompages. The old homepage (Figure 8.10) presents the hotel as an art 

gallery, showing flash photographs of the paintings and sculptures 

displayed in the hotel. The new hotel homepage (Figure 8.9) places three 

flash photographs, showing people and objects in an even more 

contemporary design. The hotel presents the absent product which is unlike 

most of the hotels which show the grandeur of lobbies, rooms and different 

parts of the hotel on their homepages as shown in the analysis of Chapter 5 

which give readers an idea about the appearance of the outside and inside 

of the hotel. The photographs of the new homepage are presented in an 

abstract way and participants are in unrealistic surroundings. The meanings 

of the photographs are implied and readers have to think about the meaning 

behind them. Readers would not realise that the homepage is a hotel 

homepage merely by looking at the photographs. These imply the business 

ideology of the hotel which is to break the conventional definition of 

luxury by stimulating guests’ imagination. 

 

 
  

Figure 8.11  

First flash photograph 

Figure 8.12 

Second flash photograph 

Figure 8.13 

Third flash photograph 

 

The first flash photograph (Figure 8.11) is a symbolic suggestive 

conceptual image (Kress and van Leeuwen, 2006: 76) in which the 

represented participants show what they mean and the details of the image 

are de-emphasized to in order to show the “mood” and “atmosphere of the 

image (ibid: 106). The details of the mouse (i.e. the carrier) on the left are 

de-emphasized with the use of monochrome. As mentioned in Chapter 5 

that monochromes are related to art (Machin, 2007: 56) and “make images 

seem symbolic rather than descriptive” (ibid: 78). The word “Langham” is 

the foreground of the photograph. The arrangement shows the hotel’s 
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attempt to present the “mood” of “IT hub” with leading-edge technology 

(Langham Hotel International, 2010). On the right, the photograph shows 

an Asian man (i.e. the carrier) looking and smiling at the audience but 

covering one of his eyes with the sunflower. The details of the man are not 

shown because part of the face and the body of the man are covered by the 

sun flower and the floral pattern. It shows the “mood” of a fun and 

mysterious character as if the man is playing hide and seek with the readers 

and defines the hotel’s image with an “invigorating, engaging and fun” 

image as mentioned in the introductory text below the photograph and 

creates space for readers’ imagination. Hence the photograph involves 

readers and is more interpersonal than that of the old homepage. Moreover, 

the smile of the human participant “allows us to share in the joy of a 

moment” (ibid: 111) and define a friendly relationship with the readers. 

The words “Place Me” are placed as the foreground. The photograph may 

imply the notion that Langham places guests into technology. With the use 

of “corporate pink”, the photograph represents the business value of having 

a “refreshing presentation, extending the boundaries of a typical hotel” 

(Langham Place Mongkok, 2010). The choice of placing the photograph 

may impose the idea to the readers that contemporary luxury hotel is more 

approachable to people, with new experience (Langham Hotel 

International, 2010) which conveys a closer power distance with guests.  

 

The new experience is also shown in the second flash photograph (Figure 

8.12) is a conceptual image (Kress and van Leeuwen, 2006: 79). It is also 

symbolic suggestive which depicts the mood of the photograph (ibid: 106). 

Similar to the above photograph, the photograph is divided into half by the 

use of a slightly different background colour and the use of different 

colours for the caption. The use of white for the word “Langham” and pink 

for “Place ME” splits the name of the photograph into two separate parts. 

On the left, the photograph shows a circle with some red liquid swirling 

inside which conveys the “mood” of abstraction and post-modernism. The 

meaning of the red circle is open to readers’ interpretation and imagination. 

It also brings out the “sense of imagination” that the Langham brand 

emphasizes (Langham Hotel International, 2010). On the right, the 
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photograph shows a western man gazing directly at readers without an 

obvious facial expression and he does not dress like a staff member of the 

hotel which is in contrast to some hotels which commonly place their staff 

on the homepage, smiling at the readers with the aim to greet readers. The 

man in the photograph gives space for readers to think about what he is 

thinking of. It suggests that the hotel is showing a distinctive and creative 

image to the readers.  

 

The photograph (Figure 8.13) is a conceptual symbolic suggestive image 

(Kress and van Leeuwen, 2006: 106). On the left, the photograph is a paint 

brush with a touch of paint and some other brushes dipping into a bucket of 

paint. With the caption “Langham” in the foreground, the pink paint and 

brushes represent the artistic sense that readers may find at the Langham 

hotel. On the right, the photograph shows a western woman looking at 

readers. Similar to the photograph (Figure 8.12) with the man’s gaze, the 

meaning of the photograph with the woman is rather abstract. The woman 

has a different posture, putting her hair behind her ear with a cool look at 

the readers which is different from the previous two photographs. The 

different postures and expressions may portrait the “mood” of the natural, 

individual and fun character of the hotel.  

 

The three flash photographs suggest that the hotel is a “place” for both 

work and leisure in a different way from the other twelve hotel homepages 

which show the photographs of the different parts of the hotels in a grand 

and luxurious way (e.g. Grand Hyatt Hong Kong, Four Seasons Hong 

Kong and Shangri-La Kowloon) or some friendly hotel staff (e.g. 

Peninsula Hong Kong and Mandarin Oriental Hong Kong). The three 

photographs portrait the hotel and reflects the hotel’s business ideology as 

a “luxurious playground” in which guests can have fun, enjoy great service, 

and improve their creative lifestyle with all the stimulating elements 

(Langham Hotel International, 2010). The hotel provides “cutting edge 

technology in which people are totally connected, informed and 

entertained” (Langham Hotel International, 2010). It challenges the 

conventional definition of luxury and creates a new and exciting hotel 
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experience that stimulate guest. Guests will have a refreshing experience of 

contemporary elegance (Langham Place, 2010). By showing the new 

definition of luxury through the three photographs, the hotel constructs the 

ideology that luxury with technology, art and creativity is within reach to 

readers and thus, inviting readers to join and become part of the 

consumption communities.  

 

Regarding the interactive metafunction, the three flash photographs show 

more interpersonal elements than the photographs of the old homepage. All 

the photographs include human participants. As mentioned by the website 

designers, placing humans in photographs can help to involve readers. The 

old homepage does not use any human participants. The use of more 

human participants on the new homepage suggests a closer interpersonal 

relationship with the readers in which readers could identify themselves 

with the human participants in the photographs. The three photographs are 

demand images (Kress and van Leeuwen, 2006: 250) with human 

participants looking directly to the readers which create a stronger 

engagement as if the human participant “wants something from the 

viewer” (ibid: 250). The human participants are at a close personal distance 

as the photographs show their heads and shoulders (ibid: 124). Also, the 

photographs are taken from a frontal and medium angle in which the 

participants are presented frontally and horizontally to the viewers. It 

creates a strong involvement with the readers and the photographs have a 

friendly relationship the readers (ibid: 136).  

 

For the compositional metafunction, the information value is still from top 

to bottom with the photograph at the top showing the ideal and the factual 

text showing the real (Kress and van Leeuwen, 2006: 186). However, the 

photographs have become larger and wider and cover half of the homepage. 

Similar to the Peninsula Hong Kong homepage, the change of design from 

a vertical to horizontal orientation creates a cinematic experience which is 

more interpersonal. The large flash photographs and the big caption 

“Langham Place ME” show the greatest salience on the homepage. The use 

of a white frameline at the top creates a division between the menu and the 
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photograph and the grey frame line at the bottom sets the photograph apart 

from the rest of the text below. The photographs have low modality as a 

background is completely absent and the use of colour in the photographs 

is limited to black, grey, with some red and pink. The low modality 

suggests “what might be” as a fantasy (ibid: 159).  

Apart from the changes in the photographs and structure of the homepage, 

there is a major change in the language of hyperlinks in the top menu bars. 

Table 8.3 shows the language of the hyperlinks of both the old and new 

websites.  

 

Table 8.3 Hyperlinks on the menu bars of the old and new homepages 

Old homepage New homepage 

Hotel homepage - 

- Info 

Accommodations Sleep 

Dining Eat/Drink 

Spa & Fitness Work Out/Chill Out 

Special offers - (moved to the main text and the 

reservation engine) 

Meetings & Events Meet 

Weddings Celebrate 

Map & Directions Locate 

- Photo Gallery 

- Reservation 

 

Table 8.3 shows that the language of hyperlinks of the new homepage is 

more interpersonal than the old homepage so as to establish a closer social 

distance with the readers. The language of hyperlinks of the old homepage 

is more formal with noun phrases (Accommodations, Dinning, Spa & 

Fitness, Meetings & Events, Weddings, and Map & Directions). The new 

homepage has changed these formal noun phrases into informal noun (Info 

instead of “Information”), action verbs (Locate, Sleep, Eat/Drink, Meet, 

and Celebrate) which are from the readers’ point of view and experience, 
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and also informal phrasal verbs (Work Out and Chill out). Unlike the 

InterContinental Grand Stanford which aims to show a corporate, formal 

and professional image of the hotel and the Peninsula Hong Kong which 

focuses on creating an elegant and classical image, the use of informal 

noun, action verbs and informal phrasal verbs create a fun and energetic 

image of the hotel. The informality of the use of language also suggests a 

closer social distance between the readers and the hotel. It shows the 

business ideology of being a modern “without airs” image of a five star 

hotel. Similar to the new Peninsula homepage, the language of the 

hyperlinks of the new homepage is written more from the perspective of 

the readers through the use of action verbs motivates readers to take action 

and therefore, more interpersonal.  

 

Regarding the language of the introductory text, the introductory text of the 

old homepage is long with four moves which explain the credentials, 

accommodation, restaurants and business facilities of the hotel in detail 

with frequent use of positive attitudes. The new homepage has shorter text 

with only 79 words in the introductory text. The analysis of the text on the 

new homepage (as shown in the Appendix VII) shows that the language of 

the new homepage takes readers’ feeling into consideration and the hotel 

does not describe its rooms, restaurants and facilities in the introductory 

text. The first move of the text shows the slogan “Your Way, Your Place – 

Langham Place Hotel Hong Kong” with positive valuation of the hotel 

with the use of personal pronoun “your” to create a closer social distance 

with readers. The hotel moves on to establish the credential “Among 5-star 

Hong Kong hotels, Langham Place Hotel Hong Kong is unique…Langham 

Place captures the vibrancy and buzz of local culture like no other. And 

presents it in a way that’s invigorating, engaging, fun!” Positive valuation 

with intensification is used (i.e. unique) to show that the hotel is 

exceptional with positive reaction of quality to describe its uniqueness 

which is incomparable (i.e. captures the vibrancy and buzz of local culture 

like no other). The whole clause builds up a positive prosody with the use 

of intensification which results in a strong investment in the proposition 

and hence, it could help to shape a positive attitude and response of readers. 
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The hotel also explains how it grabs readers’ attention by positive reaction 

of impact with the intensification of repetition (invigorating, engaging, fun) 

to enhance the positive effect of the message. The language promotes the 

attributes of the hotel which could evoke the desire for readers to make 

consumption.  

 

The third move depicts guests experience by describing how guests would 

feel when they step into the hotel “You”ll feel refreshed and inspired as 

soon as you step inside. You”ll also find every conceivable modern 

indulgence, including our luxury Chuan Spa.” with the additional use of 

positive affects (i.e. refreshed and inspired) which are absence on the old 

homepage to arouse readers’ emotion. The evaluative language presents 

the image of modern well-being and lifestyle which arouses the desire of 

readers to be part of the potential consumers. The positive appreciation (i.e. 

modern indulgence) can be referring to the hotel’s Spa as well as to the 

readers who choose to stay in the hotel. This shows that readers could 

identify themselves by the products they consume. As a result, the hotel 

not only promotes its products and services but also imposes the modern 

luxury values of consumer society. Moreover, the positive associations of 

the hotel are inserted into the mind of the readers which will “imbue the 

characterless product with desirable qualities” (Cook, 2001: 108). The 

writing is less formal than that of the old homepage with the use of 

contractions (that’s and you’ll) and also punctuation marks that would not 

normally found on hotel homepages namely ellipses … and exclamation 

mark! The hotel uses the punctuation mark, ellipses in the first paragraph 

to shorten the text and suggests that the text is unfinished and has more or 

infinite positive description to come. The hotel also uses positive reaction 

of quality to evaluate the facilities (i.e. modern indulgence and luxury 

Chuan Spa) and personal pronoun “you” to anticipate how readers would 

experience in the hotel to create a closer interpersonal relationship. The 

language constructs an ideological representation of the relationship 

between the hotel and readers in which there is a personalization of 

relationship with the direct address of readers with you (Fairclough, 1989: 

205).  
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In the final move, the hotel expresses its hospitality with positive valuation 

by saying “Langham Place Hotel Hong Kong – the place to be in Hong 

Kong!” to encourage readers to stay in the hotel when visiting Hong Kong. 

The use of exclamation mark intensifies the feeling of the text. Hence, the 

new homepage is less formal, more interpersonal and fun which reflects 

the brand of the Langham Place in which it “breaks the rules of traditional 

5 star hotels, offering a modern without airs style of service” (Langham 

Hotel International, 2010). The use of language and images seem to 

prescribe the values of a contemporary type of luxury hotel which is 

“without airs style” and with innovation that values customers’ experience. 

It brings about a change in the way that traditional luxury hotels are (i.e. 

superior and grand as shown in the analysis in Chapter 4 and 5). The 

change in the use of language into a less formal style also shows that the 

social distance between the guests and hotel has become closer so as to 

simulate a more equal status between the hotel and the readers. It seems to 

suggest the idea that nowadays luxury hotel is open for almost everyone. 

Hence, the change in the design reflects a more interpersonal relationship 

and aligns readers to acknowledge this new luxury style.  

 

8.3.3 The Langham Hong Kong  

 

The Langham Hong Kong is a European style five star hotel originated 

from the European first “Grand Hotel”-The Langham, London. It expresses 

its business ideology through “consistent and assured quality” in which the 

hotel creates Langham experience for guests by providing more than just 

comfortable accommodation (The Langham Hong Kong, 2010).  
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Figure 8.14 Old homepage 

(data collected in January 2007) 

Figure 8.15 New homepage 

(data collected in January 2010) 

 

The new Langham Hong Kong homepage includes more photographs with 

flash effect. The photographs are in larger size which cover half of the 

page and text has be shorten. On the old homepage, there is only one 

photograph placing on the top of the homepage with long text at the 

bottom. On this new homepage, there are five flash photographs, giving 

readers a touring experience and at the same time, offering more 

information to the readers about the different parts of the hotel through the 

use of photographs. Since nowadays, readers favour reading photographs 

rather than text as mentioned in Chapter 6, the new design seems to be 

more readers’ oriented.  

 

Because of the flash medium, the representational metafunction will be 

analysed first before moving to the other metafunctions. The first 

photograph (Figure 8.15) on the new homepage is the similar to the old 

homepage which shows the lobby of the hotel with floral arrangement 

which ignites the sense of visitors (The Langham Hong Kong, 2010). The 
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analysis of the photograph has been described and discussed in chapter 5. 

The photograph is a conceptual image which is “analytical” as the 

represented participants are presented in a “part-whole” structure. However, 

the photograph (Figure 8.15) on the new homepage is in a slightly wider 

angle which creates a more spacious feeling. The placement of the same 

lobby photograph shows the significance of it for reflecting its business 

ideology of providing more than just comfortable accommodation. The 

photograph reflects the brand image as the hotel states that the lobby 

“delights guests with the sight of beautiful Pink roses arrangement” (The 

Langham Hong Kong, 2010) because pink is the corporate colour of the 

hotel and the flower fragrance ignites the senses of the hotel guests which 

captivate the sense of the guests (The Langham Hong Kong, 2010).  

 

  
Figure 8.16 Restaurant  Figure 8.17 Room 

  
Figure 8.18 Suite Figure 8.19 Swimming pool 

 

The second flash photograph (Figure 8.16) shows one of the restaurants of 

the hotel. It is a conceptual image which does not have vector (Kress and 

van Leeuwen, 2006: 76). The photograph is “analytical” as the represented 

participants are presented in a “part-whole” structure (ibid: 57). The whole 

(i.e. the restaurant) is a “carrier” which posses the “parts” (i.e. the tables, 

chairs, tableware, contemporary painting décor on the wall and dim 

lighting) called “attributes”. Without the presence of human participant, 

these represented participants grouped together to show the impression of 
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the “alluring sensory quality” of the dinning environment of the hotel as a 

whole (ibid: 89). The hotel places this restaurant photograph because the 

restaurant is a distinctive feature of the hotel which is regarded as one of 

the Hong Kong’s influential restaurant bible (The Langham Hong Kong, 

2010).  

 

The next photograph (Figure 8.17) shows a room in the hotel. It is a 

conceptual analytical image (Kress and van Leeuwen, 2006: 57). The room 

is the carrier which contains the attributes (i.e. bed, pillows, lamp, floor-to-

ceiling windows, floral decoration, chairs, work station, and white and 

beige furnishing). The use of white colour scheme suggests cleanliness 

(Machin, 2007: 79). The photograph conveys a comfortable ambience with 

well-equipped attributes as a whole.  

 

Similarly, the photograph (Figure 8.18) is a one of the suites of the hotel. It 

is also a conceptual analytical image. The room is the carrier. The room 

possesses the attributes (i.e. the sofa, lamps, coffee table, floor-to-ceiling 

window, chairs and table). It shows the living room and the dining room of 

the suite. The attributes shows the abundance of facilities of the 

accommodation provided by the hotel. The “attributes” combine together 

to present the “alluring sensory quality of the advertised product as a 

whole” (Kress and van Leeuwen, 2006: 59). 

 

The final photograph (Figure 8.19) shows the swimming pool. It is a 

conceptual image (Kress and van Leeuwen, 2006: 79). It is an analytical 

image which shows the carrier (i.e. the swimming pool area) and the 

attributes (i.e. swimming pool, sundeck, towels and Roman style pillars). 

The photograph focuses on depicting the facilities in the pool area.  

 

The five flash photographs lead readers from the lobby of the hotel to the 

restaurant, room, suite, and swimming pool of the hotel. All of them are 

conceptual analytical photographs which show the hotel facilities and 

quality as a whole. They reflect the business ideology of Langham 

experience in which the hotel provides more than just comfortable 
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accommodation as mentioned previously. When the five photographs are 

combined by the flash effect, they become a narrative virtual tour for the 

readers as if they are visiting different parts of the hotel. The imaginary 

vector is created through the direction of the oblique angle from the left as 

shown by the arrows in the five photographs. The use of more photographs 

on the new homepage allows the hotel to create a luxury world more easily 

in which readers may be led to inhabit because of the existence of the 

ideology in which photographs reflects reality more (Fairclough, 1989: 

208). These photographs create a virtual experience. With the absence of 

human participants in the photographs of rooms, the restaurant and 

swimming pool, readers seem to be given a position in these empty rooms 

and are appealed to fill in the space to be an active participant as if they are 

actually in the room, enjoying all the attributes as discussed above. The 

ideological function of these photographs involves readers as individuals in 

constituting the luxury experience as real and drives readers to make 

purchase.  

 

Regarding the interactive metafunction, since there is no use of human 

participants in the last four photographs and the human participants in the 

first photograph are de-emphasized. All the five photographs focus on 

depicting the features of the lobby, rooms, restaurant and swimming pool 

of the hotel, readers are in the role of “invisible onlooker” (Kress and van 

Leeuwen, 2006: 119). Regarding the image gaze, all images that do not 

consist of human or quasi-human participants looking directly at the 

readers are regarded as an offer (ibid: 119). The photographs offer the 

lobby, restaurant, room and suite and swimming pool as “items of 

information, objects of contemplation” (ibid: 119). Regarding the use of 

angle, the five photographs are taken in an oblique angle to capture a 

broader view to show the details of the different parts of the hotel. All the 

photographs have high modality. The photographs depict the real scene 

that guests will see if they stay in the hotel and hence, more interpersonal. 

They are in full colour and with backgrounds and light and shade which 

suggest high modality. They are naturalistic images in which readers could 

also observe the same scenes in reality (ibid: 132).  
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For the compositional metafunction, the information value is still in a top 

to bottom design in which the top shows the ideal i.e. the photograph and 

the bottom shows the real which is the factual information presented in the 

text (Kress and van Leeuwen, 2006: 186). However, the photographs on 

the new homepage are larger and occupy half the page. Hence, the 

photographs have greater salience than those of the old homepage. It 

resembles advertisement as “it is the ideal that normally gets most salience 

in advertisements. This is because they fundamentally sell fantasies” 

(Machin, 2007: 145). The photographs on the new homepage are larger in 

size with larger represented participants which enables readers to view the 

features and facilities in a more detailed way. The use of a frame line 

separates the photographs with the text. The text on the new homepage is 

in a lighter grey than the old homepage which shows that the colour 

contrast between the photograph and the text is greater. The colour contrast 

makes the photographs appear to be more eye-catching than the text. The 

contrast of colours captures readers’ attention. Regarding the coherence, 

the use of a brown colour palette in hyperlinks and the headings of the text 

also create harmony in the image. Times New Roman is used throughout 

the text and links and the use of white in the logo coheres to the text 

background. The use of pink on the menu bar coheres to the corporate pink 

of the hotel which conveys the business ideology of “fairytale” feeling and 

“romance” of the hotel (Langham Hotels International, 2010).  

 

Apart from the photographs, there is also a slight change in the hyperlinks. 

Table 8.4 shows the language of the hyperlinks of both the old and new 

websites.  

Table 8.4 Hyperlinks on the menu bars of the old and new homepage 

Old homepage New homepage 

- Hotel Information 

Hotel Home Page - 

Accommodations Rooms 

Dinning Dining 

Spa & Fitness Fitness 



290 
 

Special Offers Special offers 

Meetings & Events Meetings 

Weddings Weddings 

Map & Directions Location & City Guide 

Photo Gallery Photo Gallery 

Reservation Reservation 

Some of the hyperlinks are shorter on the new homepage namely 

(Accommodations, Spa & Fitness, Meetings & Events and Map & 

Direction) has changed to (Rooms, Fitness, Meeting and Location & City 

Guide). There is also the inclusion of the new hyperlinks (Hotel 

information, Photo Gallery, Reservation) on the top menu bar. This 

suggests that the hotel wishes to provide more background information to 

the readers on sub-pages rather than on the homepage and photographs are 

becoming more important on hotel websites. Moreover, reservation is also 

emphasized as readers can both click the new reservation hyperlink on the 

menu bar and also the reservation engine which is located on the right of 

the homepage. These imply that the new design more readers’ oriented.  

 

Regarding the language on the introductory text, the old homepage has five 

moves, establishing credentials, introducing accommodation, introducing 

guest service, introducing award received, and introducing restaurants with 

241 words. The old homepage describes the number of rooms and the 

facilities in detail. The text on the new homepage is shorter with only 100 

words. On the new homepage, there are four moves and the analysis is 

shown in the Appendix VIII. The first move is slogan, “A hotel in the 

grand tradition, The Langham Hong Kong” which has positive valuation to 

enhances the credibility of the hotel and align readers to build up their 

confidence in the hotel’s service. The second move is establishing 

credentials and describing the location of the hotel with positive valuation 

and reaction of quality to evaluate the fame and quality of the hotel. The 

hotel uses intensification by describing itself as pre-eminent in the industry 

which conveys the idea that it is more important than the others hotels to 

show its significance. The prosody is built up through the continuous use 
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of positive reaction of quality (e.g. gracious charm and polished five star 

luxury, original grand hotel) to evaluate the hotel and its favourable 

location (e.g. the bustling Tsimshatsui shopping and tourism district) 

which intensifies the quality of the hotel so as to align readers to the 

positive position of the hotel.  

 

The third move is describing the atmosphere of the hotel, “Here is what 

you desire in a Hong Kong hotel...enchantingly opulent surroundings, 

innovative amenities and bespoke service that anticipates your every 

whim” in which positive affect is included apart from positive reaction (i.e. 

enchantingly opulent surroundings, innovative amenities and bespoke 

service) to evaluate the atmosphere, facilities and service of the hotel. 

Unlike the old homepage which focuses on evaluating the attributes of the 

hotel, the inclusion of affect on the new homepage implies the hotel’s 

attempt to make readers feel the luxury experience and arouse readers’ 

desire so as to establish a better interpersonal relationship. By showing the 

luxury lifestyle through the positive evaluation, the hotel aligns readers and 

invites them to join into the consumption community. Unlike the old 

homepage which does not use personal pronoun to create a closer 

relationship with readers, personal pronoun “you” and “your” are included 

on the new homepage to describe what readers would wish to experience in 

the hotel. Moreover, the punctuation mark … is used to show ellipsis in 

order to shorten the text and inform readers that there are more positive 

aspects of the hotel than what have been mentioned in the text. The final 

move is expressing hospitality, “We greatly anticipate the pleasure of your 

company at The Langham Hotel Hong Kong” to invite readers to stay in 

the hotel. Positive affect (i.e. pleasure) and personal pronouns of “we” and 

“your” are used to create a closer interpersonal relationship. The change in 

the use of language suggests that the power distance between the guests 

and hotel has become closer in which communication seem to transform 

from the old way of talking to the public to the new way of talking with the 

people. It implies that luxury hotels no longer merely provides grand 

accommodations and attributes but also value customer experience and 

relationship.  
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The hotel describes the atmosphere of the hotel in a short text rather than 

listing out the number of rooms and types of facilities on the homepage. 

Apart from using positive reaction and valuation, positive affect is also 

added in the attitude to describe about the feeling of the guests. Hence the 

new homepage is more interpersonal than the old one with larger 

photographs which visualizes the details of the different parts of the hotel, 

shorter text which adheres to the feelings and reading preferences of 

nowadays web users.  

 

8.3.4 Mandarin Oriental Hong Kong 

 

The business ideology of the Mandarin Oriental Hotel Group is to provide 

“21st century luxury with oriental charm” (Mandarin Oriental Hotel Group, 

2010) in each of the mandarin oriental hotels through offering exceptional 

facilities and service in the values of the orient. The Mandarin Oriental 

Hotel Group operates three hotels in Hong Kong: Mandarin Oriental Hong 

Kong, Landmark Mandarin Oriental and Excelsior Hong Kong under this 

ideology.  

 

The new Mandarin Oriental Hong Kong homepage is horizontally arranged 

which is similar to the design of the new Peninsula Hong Kong homepage. 

When readers enter the homepage, there are eight big flash photographs in 

the centre, covering most of the space of the first screen and there are only 

three sentences of text describing the hotel at the bottom. The links and 

reservation engine are placed on the second screen.  
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Figure 8.20 Old homepage 

(data collected in January 2007) 

Figure 8. 21 New homepage 

(data collected in January 2010) 

 

Unlike the old homepage shown (Figure 8.20), which has only one static 

photograph on the top of the homepage showing a bell boy smiling at the 

readers, the photographs of the new homepage depict a story through the 

use of flash photographs which creates a touring effect as if the readers 

were experiencing and visiting the different parts of the hotel. The eight 

flash photographs cover scenes of the city, rooms and suites, dining, and 

leisure facilities offered by the hotel. The old homepage uses a white 

background but the new one uses dark grey as the background which 

makes the photographs more eye-catching and creates a cinematic effect 

for the readers. The overall layout with the use of a dark grey background 

and large flash photographs seems to be similar to the design of the 

Peninsula Hong Kong website. Indeed, the website designer of the 

Peninsula Hong Kong mentioned that they referred to the Mandarin 

Oriental website design when they were planning their redesign.  

 

The eight flash photographs which depict rooms, facilities with oriental 

decors and staff in oriental costume reflect the business ideology of 

“oriental charm” and services of the hotel. The new homepage uses the 

eight photographs rather than language to inform readers about the core 



294 
 

products offered by the hotel namely, accommodation, leisure facilities, 

restaurants and service with hospitality. The flash photographs bring 

readers from the outside of the hotel to one of the rooms and suites, the 

restaurants, spa, kitchen and bathroom of the hotel. The attributes of the 

rooms, restaurants and the dining and leisure activities of guests construct 

the ideology of “21st century” luxury hotel which includes creative mixture 

of western and oriental design, lifestyle and caring service as shown in the 

following analysis of visual images.  

 

Regarding the representational metafunction, the first flash photograph 

(Figure 8.21) is a conceptual classificational image (Kress and van 

Leeuwen, 2006: 47). Classification images bring “things together in one 

picture, distributing them symmetrically across the picture space to show 

that they have something in common, that they belong to the same class” 

(Jewitt and Oyama, 2001: 143). The photograph shows highly condensed 

commercial buildings and some landmarks along the Connaught Road, 

namely the Legislative Council, City Hall, AIG Tower, the headquarters of 

the Bank of China, Cheung Kong Centre, and the Hong Kong Shanghai 

Bank. The photograph represents the business and social scene of Hong 

Kong. The Mandarin Oriental hotel is among one of the most famous 

landmark, the Bank of China, Cheung Kong Centre and the Hong Kong 

Shanghai Bank. This suggests that the hotel aims to give readers the idea 

that the hotel has “something in common” with these landmarks and 

belong to the same class and status (ibid: 47). With the caption “Immerse 

yourself in a Hong Kong legend”, the photograph presents the Hong Kong 

legend by showing the night scene of the financial district of Hong Kong 

and if readers stay in the hotel, they will be able to experience it. The 

photograph reflects local identity and also reinforces the message in the 

introductory text in which the hotel describes itself as “the centre of Hong 

Kong’s social and business scene since 1963”. The function of this 

photograph is to virtually situate the readers to the surroundings of the 

hotel and promote Hong Kong as a city. It brings the vibrant city into line 

with the needs of the potential tourists of Hong Kong and invites readers to 

be consumers of the hotel in order to experience the “Hong Kong legend”.  
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Figure 8.22 Room Figure 8.23 Suite 

  

Figure 8.24 Restaurant  Figure 8.25 Spa 

  
Figure 8.26 Kitchen Figure 8.27 Restaurant  

 

 

Figure 8.28 Bathroom  

 

The photograph (Figure 8.22) shows the inside of the hotel. It brings 

readers to one of the bedrooms of the hotel. The photograph is a conceptual 

image (Kress and van Leeuwen, 2006: 79) in part-whole analytical 

structure. The carrier (i.e. the room) posses the attributes (bed, lamp, chair, 

dressing table, mirror, towels, basin, Chinese sculptures which show 

touches of “oriental charm” and floral décor in the washroom, wood and 

beige wall, and floor-to-ceiling window which shows the Statue Square at 
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Central, neon lights radiated from some financial buildings and on-going 

traffic along a busy road) (ibid: 57). These represented participants 

grouped together and the exclusion of human participants in the room 

imply that the photograph focuses on depicting the well-equipped facilities 

and elegant ambience of the room. The oblique angle creates a broader 

scene which captures the view from the washroom, bedroom and towards 

the night view out of the window rather than trying to create detachment to 

the readers. 

 

The photograph (Figure 8.23) is a conceptual image (Kress and van 

Leeuwen, 2006: 79) which shows a suite of the hotel. Similarly, it is in a 

part-whole analytical structure with the room as the carrier, possessing the 

chairs, sofas in velvet fabrics, lamp, desk, floor-to-ceiling windows which 

shows another side of Central with the Victoria Harbour view, floral décor, 

wood walls as the attributes to illustrate the elegant sensory quality of the 

suite. The oblique angle enables the hotel to show the facilities and the 

view of the room in a clear way. With the addition of the zoom in effect of 

the photograph in a second, readers are able to change the viewing position 

of the room from far to close distance which enhances the interpersonal 

effect.  

 

The photograph (Figure 8.24) is a narrative image (Kress and van Leeuwen, 

2006: 59). The vectors are shown by the arrows in the photograph. The 

three vectors are formed by the eye direction of the three human 

participants and limbs of the two hotel guests. The human participants are 

the “actors” (ibid: 59) and the vectors converge and lead readers’ eyes to 

the tea tray (i.e. goal). The photograph narrates the story that the two 

guests are having afternoon tea and the hotel staff is serving the two guests 

which implies hospitality. The smiling expression of the hotel staff 

conveys friendly service which is the mission of the Mandarin Oriental 

Hotel (2010) and the smile of one of the guests show enjoyment and 

relaxation. Their facial expression invites readers into the photograph 

(Machin, 2007: 111) and creates a closer relationship with the readers. The 

photograph is a medium close shot which shows the human participants 
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from the waist level (Kress and van Leeuwen, 2006: 124) and suggests a 

medium social distance with the readers and the human participants are 

“not individuals but represent people in general” (Machin, 2007: 116). The 

photograph conveys the selling point of the hotel and also the English 

influence of the hotel and the local society. The Mandarin Oriental 

afternoon tea is a popular and long-established institution in local society 

(Mandarin Oriental Hong Kong, 2010). Readers would identify  

 

The photograph (Figure 8.25) is a conceptual image (Kress and van 

Leeuwen, 2006: 79). It is analytical in which the room is the carrier and the 

hydrotherapy facilities, big sofa, floral decorations, wood walls and dim 

lighting are the attributes. The attributes group together to show the spa of 

the hotel. The photograph conveys the idea that the spa is equipped with 

hydrotherapy facilities and the dim lighting shows a relaxing environment 

and the exclusion of human participants suggests a quiet atmosphere. The 

frontal angle establishes involvement with the readers into the photograph 

(ibid: 136) and the use of horizontal angle is to show the facilities in detail.  

 

The photograph (Figure 8.26) is a narrative image (Kress and van Leeuwen, 

2006: 59). The narration is realised by the vector which is formed by the 

arm and the head direction of the waiter. The vector is “reactional” (ibid: 

67). The blurred image of the waiter conveys movement. He is walking 

and holding a tray of drinks to serve someone. The direction of the waiter 

also leads readers’ eye to the kitchen which is the “phenomenon” (ibid: 67). 

The kitchen can be partly viewed by readers through the three long glass 

windows which show three chefs inside. There are also three vectors 

formed by the heads and limbs of the chefs suggest “action” and the food 

that they are cooking is the “goal” (ibid: 66). The waiter and chefs narrate 

hospitality of the hotel and also the busy activities in the kitchen. It also 

reflects the ideology of the hotel by showing staff “working together as 

colleagues” through the “sharing of responsibility” (Mandarin Oriental 

Hotel, 2010). The photograph is a medium shot and shows the human 

participants from the knees which imply medium social distance with the 
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readers (ibid: 124). The frontal angle involves readers into the activities of 

the human participants (ibid: 136).  

 

The photograph (Figure 8.27) is a narrative image (Kress and van Leeuwen, 

2006: 46) in which the limb of the female participant forms the vector that 

creates action and directs readers’ attention to the glass of wine (i.e. the 

goal) that the female participant is holding. Her eye direction is another 

vector which is reactional and the man (only the limb is shown in the 

photograph) is the “phenomenon” because he is being looked at (Kress and 

van Leeuwen, 2006: 67). The limb of the male participant is also a vector 

which leads readers’ eye to the table with glasses of wine. The photograph 

narrates the story that two guests are enjoying wine in the hotel’s restaurant. 

The oblique angle and readers are in the position of witnessing the scene, 

observing the dining environment from the side (ibid: 134). The 

photograph is a medium close shot which shows the hotel guests from the 

waist level (Kress and van Leeuwen, 2006: 124) and suggests a medium 

social distance with the readers.  

 

The final photograph (Figure 8.28) is a narrative image. There are three 

vectors in the photograph. The closing eyes of the human participant form 

the vector (i.e. reactional) and leads readers’ attention to the water in the 

tub (i.e. phenomenon). The human participant is lying in the tub and her 

body posture conveys relaxation. The other two vectors are the Asian 

sculptures (i.e. reactional) that are placed symmetrically on the two sides 

of the bath tub. They direct readers’ eye to the window which shows the 

night view of the financial district of Central with neon lights radiating 

from the commercial buildings (i.e. phenomenon). The photograph tells the 

story of a guest relaxing in the spa service which juxtaposes the busy city 

outside the hotel.  

 

These eight flash photographs impose the value of what is meant by “A 

legend of luxury and service” as shown in the caption of the final flash 

photograph  (Figure 8.28) with rooms combining western and oriental 

design, dining and spa activities of guests which reflect lifestyle and caring 
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service. These luxury and service shown on the homepage are always 

unconsumed even when the photographs involve human participants. 

Those human participants are like characters who are trapped in their 

“expectation of enjoyment” (Williamson, 1978: 161). All the enjoyment of 

luxury shown is an “anticipation of consumption” (ibid: 161) as if readers 

are about to consume it. With the inclusion of more large flash 

photographs on the new homepage, the hotel would be able to entice and 

involve readers to anticipate the enjoyment of luxury in a more effective 

way as photographs could visualize things. Readers are then invited to 

desire an imaginary relationship with the subject who will enjoy the luxury 

experience.  

 

For the interactive metafunction, half of the eight flash photographs 

include humans as the participant. The use of more human participants 

than the old homepage conveys a closer interpersonal relationship with the 

readers. Unlike the old homepage which shows a bell boy with direct eye 

contact with the audience, these four photographs are offer images without 

direct eye gaze towards the readers (Kress and van Leeuwen, 2006: 119). 

The offer images together with the flash effect create a virtual experience 

as if readers are watching the on-going activities happening in the rooms 

and restaurants. The black background of the homepage and the large flash 

photographs create a cinematic effect. The inclusion of larger photographs 

which show different parts of the hotel makes the homepage more 

interpersonal as the readers can visualize the inner workings of the hotel. 

The hotel mainly uses oblique angles to show the rooms (Figures 8.22 and 

8.23) and restaurants (Figure 8.24 and 8.27) to create a broader scene and 

let reader observe what is going on inside the rooms rather than trying to 

create detachment to the readers. A frontal angle is used (Figure 8.19) in 

order to present all the famous landmarks in full. Frontal angles (Figures 

8.26 and 8.28) are used to involve readers into the busy activities and also 

relaxation.  

 

Regarding the compositional metafunction, the old homepage is in a top to 

bottom design. The photograph which is “the ideal” is on the top and the 
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text which is the “real” at the bottom (Kress and van Leeuwen, 2006: 186). 

On the new homepage, the large photograph and the caption has become 

the nucleus of the screen. The photographs of the new homepage are larger 

in size which creates a greater salience (ibid: 177). The white frame line 

provides a boundary between the photo and the text against the dark grey 

background as if readers are watching a film. The photographs have high 

modality with high articulation of detail and colour.  

 

In addition to the change of photographs and layout of the homepage, there 

is also a slight change in the hyperlinks on the new homepage. Table 8.5 

shows the hyperlinks on the old and new homepages.  

 

Table 8.5 Hyperlinks on the menu bars of the old and new homepages  

Old Homepage New homepage 

Home Home 

Our hotels Our hotels 

Tempting offers Tempting offers 

Reservations Reservations 

At your service At your service 

Destination Destination 

- Useful info 

Rooms & Suites Rooms & Suites 

Spa Spa 

Leisure Leisure 

Dining Dining 

Business Business 

Meetings Meetings 

Special Occasions Special Occasions 

Photo Gallery Photo Gallery 

Contact Us Contact Us 

- News 
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As shown in Table 8.5, the language of the hyperlinks has not changed 

unlike the three homepages which show a major change in the use of 

language of hyperlinks. Only two additions of hyperlinks are found i.e. 

“Useful info” and “News” on the new homepage. The slight change on the 

hyperlinks on the homepage of Mandarin Oriental Hong Kong seems to 

imply that the hotel would like maintain a certain social distance with 

readers like in the past so as to project its superiority image. The “Useful 

info” leads readers to the subpage and presents the information of Hong 

Kong namely things to do in Hong Kong and places for shopping and 

dining. The “News” hyperlink directs readers to the subpage which shows 

the press release, news and awards of the hotel. At the bottom of the text, 

there are four new thumbnail hyperlinks which show the rooms and suites, 

and dinning promotions of the hotel. The inclusion of new hyperlinks 

shows that the new homepage provides more information for readers and 

hence, more interpersonal.  

 

Unlike the old homepage which uses seven moves to describe the hotel 

with 170 words (introducing awards, describing location and views of the 

hotel, establishing credentials, introducing accommodation, introducing 

restaurants, introducing leisure facilities, introducing staff and Hong Kong), 

the new homepage is shorter and has only 63 words with three moves in 

the introductory text without describing the restaurants, leisure facilities 

and awards of the hotel. The analysis is shown in Appendix VII. The first 

move is greeting “Immerse yourself in a Hong Kong legend. A legend of 

luxury and service” with the use of positive valuations of Hong Kong and 

the hotel which offers quality luxury and service. The prosody of this 

evaluation is developed through the intensification of quality and repetition 

of the word legend to amplify the fame of the hotel. The positive 

evaluation aligns readers positively towards the subjective stance of the 

hotel and therefore, shapes readers’ attitude. With the pronoun yourself, the 

hotel invites readers directly as individuals to constitute themselves with 

the luxury experience of the hotel and hence, establishes a personalized 

relationship with readers. 

 



302 
 

The second move is describing the location. Positive reaction of quality is 

employed (i.e. glittering Victoria Harbour and social and business scene) 

to positively evaluate the scenery of the hotel. The prosody of evaluating 

the favourable location of the hotel is spread through by the use of valeur 

of specificity (i.e. centre of social and business centre) to show the 

uniqueness of the location, and quantification which shows the scope of 

space (i.e. located overlooking the glittering Victoria Harbour) and scope 

of time (i.e. since 1963) so as to amplify the long history and the extent of 

the scenery that the hotel overlooks. These shape readers favourable 

attitude to the convenient location of the hotel so as to boost sales.  

 

The final move is describing the hotel. It employs positive reaction of 

quality (i.e. recent redesign, constant attention to details) to evaluate the 

renovation and service. The prosody of the evaluation is amplified further 

by the superlative (i.e. the finest) and metaphor (i.e. 21
st
 century luxury) to 

position the hotel to be the leader in the industry in providing modern 

luxury service. However, the claim of being the best is rather subjective as 

discussed in Chapter 4. It functions to invoke positive attitudinal 

interpretations of readers. Positive valuation (i.e. legendary service) and 

quantification of extent of time (i.e. continues to endure) are also included 

to evaluate the good and long lasting reputation of the hotel so as to 

strongly align readers into the fame of the hotel and hence, build up a 

trustworthy image to readers.  

  

8.3.5 Landmark Mandarin Oriental Hong Kong  

 

The design style of the new Landmark Mandarin Oriental Hong Kong 

website is the same as that of the new Mandarin Oriental Hong Kong 

website. It has a similar background colour, layout and fonts. The old 

Landmark Mandarin Oriental Hong Kong homepage does not display flash 

images. It displays only a photograph with a man and a woman sitting on a 

sofa, having a discussion. The new homepage displays eight large flash 

photographs, bringing readers from the outside of the hotel to the different 

parts of the hotel i.e. the rooms, restaurant, spa and swimming pool. The 
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use of flash creates a walk through experience to readers and presents the 

value of “21st century luxury” which is more interpersonal. The new 

homepage includes more human participants. The use of more human 

participants than the old homepage suggests a closer interpersonal 

relationship with the readers as shown in the following analysis. For 

photographs (i.e. Figures 8.32, 8.33, 8.35 and 8.37) which are without 

human participants, they focus on informing readers about the features and 

facilities of the room and suite, spa room and bathroom of the hotel. As 

mentioned previously that within human participants, the readers become 

the absent looker and would be drawn into the photographs as if they are 

consuming the products and services of the hotel. 

 

 

 

Figure 8.29 Old homepage Figure 8.30 New homepage 

(data collected in January 2007)   (data collected in January 

2010) 

 

Like the Mandarin Oriental Hong Kong, the first photograph (Figure 8.30) 

is a conceptual image (Kress and van Leeuwen, 2006: 49). It is 

classificational (ibid: 47) because the commercial buildings are all placed 

symmetrically on the two sides of the Queen’s road. The hotel is among 

one of those financial buildings and shopping malls which conveys the 

idea that it has “something in common and that they belong to the same 
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class” (Jewitt and Oyama, 2001: 143). The photograph shows the on-going 

traffic on the road which portraits a busy night view in Central so as to 

virtually situate readers to the surroundings of the hotel. With the caption 

“Immerse yourself in Hong Kong couture”, the classificational structure of 

the photograph tells the readers that hotel is among one of the buildings of 

the high density fashion emporium and business district in which guests 

could experience the “Hong Kong couture” when they are in the hotel. 

  
Figure 8.31 Bar Figure 8.32 Room 

  
Figure 8.33 Spa Figure 8.34 Restaurant  

  
Figure 8.35 Suite Figure 8.36 Swimming pool 

 

 

Figure 8.37 Bathroom  
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The photograph (Figure 8.31) brings readers from the outside of the hotel 

into the hotel. It is a conceptual image with no vector of motion. The 

represented participants (i.e. the two ladies, sofa, drinks and table) are 

grouped together to present readers with the “concept” (i.e. a hotel staff) of 

what they represent (Kress and van Leeuwen, 2006: 79). The two ladies are 

posing to the readers rather than involving in action. They are in a posture 

“for no reason rather than displaying themselves to the viewer” and cannot 

be interpreted as a narrative (ibid: 106). The photograph is “symbolic 

attribute” image in which the human participant’s identity is established by 

means of attributes (ibid: 105). Based on the outfit (i.e. evening dresses) of 

the carrier (i.e. the ladies) and the drinks (i.e. the attributes), the 

photograph (Figure 8.31) shows the bar of the hotel. Both of the human 

participants are looking at the reader. Their eye gaze connects the readers 

and contact is established (Kress and van Leeuwen, 2006: 117). The eye 

direction creates a direct address in a visual form and recognizes the 

readers as a visual “you” (ibid: 117). The photograph is a demand image 

and it demands readers to enter into an imaginary relationship with the two 

ladies in the photograph (ibid: 118) as if the readers are the consumers of 

the hotel. The photograph has a frontal and horizontal angle which 

suggests that the two ladies are trying to involve and entice the readers to 

have drinks with them in the hotel. It has medium long shot which shows 

full figures of the human participants. Readers do not see the human 

participants as individual with feelings and creates an impersonal effect 

(ibid: 125).  

 

The photograph (Figure 8.32) shows one of the rooms of the hotel. It is a 

conceptual image which does not have vector’s (Kress and van Leeuwen, 

2006: 79). It is analytical as the represented participants are presented in a 

part-whole structure. The whole is a carrier (i.e. the room) which posses 

the parts called attributes (i.e. the king-sized bed, pillows, curtain, floral 

arrangement, table, chair, shelf and beige wallpaper) (ibid: 57). These 

attributes grouped together to show the sense of elegance and space to 

readers. The analytical photograph shows the quality of the product as a 

whole (ibid: 59). The use of oblique angle helps to capture a broader view 
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of the rooms rather than detaching the hotel with the readers. The oblique 

angle creates a sense of space which strengthens what the hotel describes 

its rooms as “amongst the largest hotel rooms in Hong Kong” in the 

introductory text. 

 

The photograph (Figure 8.33) is a conceptual image (Kress and van 

Leeuwen, 2006: 79) which presents a part-whole structure. It is an 

analytical image which shows the “carrier” (i.e. the room) and the 

“attributes” (i.e. the spa pool, pebbles, a line of tepidarium chairs which 

imitates the setting of a Roman bath and the use of subtle and light wall 

colour). The represent participants combined together to portrait the spa 

room of the hotel. There is no human participant in the photograph which 

implies that the photograph focuses on informing readers about the 

facilities of the spa. The use of frontal angle is to show the spa pool, the 

line of chairs and the long aisle so as to depict all the facilities and also a 

spacious sense to readers.  

 

The photograph (Figure 8.34) shows the restaurant. It is a conceptual 

image (Kress and van Leeuwen, 2006: 79) which is analytical. It shows a 

part-whole structure (ibid: 87) with the restaurant as the whole which is the 

carrier and the tables, tableware, seats, floral decoration, floor-to-ceiling- 

windows, amber hue lighting, artistic ceiling sculpture and hotel staff and 

guests as the parts which are the attributes (ibid: 87). The photograph 

presents a luxury ambience of the dining environment of the hotel. The 

restaurant is placed as one of the photographs of the homepage as it is an 

internationally renowned restaurant which a receive Michelin award 

(Landmark Mandarin Oriental, 2010). The photograph is an offer image 

(ibid: 119) which addresses readers indirectly as all the human participants 

are not looking directly at the reader and no contact is established. The 

readers are the subject of the look and the human participants are the 

looking object of the readers (ibid: 119). Readers are “invisible onlooker” 

(ibid: 119) as if they are observing the on-going activities in the restaurant. 

The use of oblique angle captures a broad view of the restaurant.  
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The photograph (Figure 8.35) is a conceptual image (Kress and van 

Leeuwen, 2006: 79) which is in part-whole analytical structure (ibid: 87). 

The carrier (i.e. the room) posses all the attributes (i.e. the living room with 

sofa, coffee table, television, floral decoration, light contemporary art 

decorations, floor-to-ceiling window, beige curtain and carpet, subtle and 

light colour wallpaper and the bedroom) which convey the abundance of 

facilities and simplicity of design of the suite of the hotel. The hotel makes 

use of the oblique angle to capture a broader view and provide more details 

about the hotel in the photograph rather than trying to create detachment 

from readers.  

 

The photograph (Figure 8.36) shows the swimming pool of the hotel. It is a 

narrative image (Kress and van Leeuwen, 2006: 59) in which the vector is 

formed by the head and the direction of the head of the human participant. 

The vector locates towards the readers and implies that the human 

participant is swimming forward to the readers. The photograph shows the 

swimming pool of the hotel and narrates the idea of leisure and fitness. The 

photograph has a front angle and is taken slightly higher above the water 

level of the swimming pool which aligns with readers the human 

participant as if the readers are also in the swimming pool. The photograph 

is an offer image because the human participant does not look at the 

readers directly and readers observe the activity in the pool.  

 

The photograph (Figure 8.37) is a conceptual image (Kress and van 

Leeuwen, 2006: 79) which is in part-whole analytical structure (ibid: 87). 

The carrier (i.e. the bathroom) contains the attributes (i.e. the spa bathtub, 

LCD television, twin washbasins, bathrobes, floral decoration and glass 

wall). The analytical photograph conveys the idea that the bathroom of the 

hotel has well-equipped facilities and readers can enjoy themselves in the 

spa tub, watch television and enjoy the “private luxury” as stated in the 

caption. It also conveys the hotel’s mission as “an innovative leader” 

(Mandarin Oriental Hotel, 2010) by showing readers the highest quality 

facilities of the bathroom. The use of frontal and horizontal angle is to 
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capture all the facilities in the bathroom rather than creating an equal 

relationship with readers.  

 

For the compositional metafunction, the old homepage is in a top to bottom 

design. The photograph which is “the ideal” is on the top and the text 

which is the “real” at the bottom (Kress and van Leeuwen, 2006: 186). On 

the new homepage, the large photograph and the caption has become the 

nucleus of the screen. The photographs of the new homepage are larger in 

size which creates a greater salience (ibid: 177). The white line provides a 

boundary between the photo and the text against the dark grey background 

as if readers are watching a film. The photographs have high modality. 

They are photorealistic with full colour and conceived background.  

 

The hyperlinks are the same as those on the Mandarin Oriental Hong Kong 

homepage with the inclusion of four new thumbnail hyperlinks at the 

bottom of the text which show the luxury offer of the hotel, promotion of 

rooms and suites, newsletter and also a new hotel restaurant website. The 

introductory text on the new homepage has become shorter with 60 words 

in three moves (i.e. establishing credentials, describing rooms, and 

describing the hotel) without including the description of leisure facilities 

and awards while the old homepage has 258 words which introduces the 

location and views, establishes credentials, introduces accommodation, 

leisure facilities, hotel design, and awards) as shown in Appendix VIII.  

 

The first move on the new homepage establishes the credentials of the 

hotel by using positive valuation and reaction of quality with 

intensification of superlative, maximization (i.e. simply one of the best 

luxury city hotels) and quantification which shows the extent of space (i.e. 

in the world) to evaluate extent as one of the leading hotels in the world so 

as to align readers to the positive attitude of the hotel.  

 

The second move describes the rooms of the hotel by stating the number of 

rooms (i.e. 13 guestrooms) with positive reaction of quality and valuation 

with the intensification of superlative (i.e. among the largest rooms in 
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Hong Kong), maximization (i.e. a masterpiece of contemporary design) 

and quantification to show the extent of space of the room (i.e. in Hong 

Kong) to amplify the positive quality and value of the accommodation. 

These shape readers’ positive view of the accommodation of the hotel.  

 

The final move describes the hotel as a whole and guest experience. The 

prosody of positive evaluation is built up by the intensification of metaphor 

(i.e. cocoon of discreet serenity) and quality (i.e. highly exclusive 

experience, premier business and fashion location) so as to present a 

stronger investment in the proposition which could help to shape a positive 

attitude and response of readers. The hotel also uses personal pronouns 

“we” and “our” to establish a closer relationship with readers.  

 

8.3.6 The Excelsior Hong Kong 

 

 

Figure 8.38 Old homepage  Figure 8.39 New homepage 

(data collected in January 2007)   (data collected in 

January 2010) 

 

The photograph (Figure 8.38) is a conceptual image. It is a symbolic 

attribute image in which the object is established by means of attributes of 

size and positioning (Kress and van Leeuwen, 2006: 105). The building (i.e. 
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the carrier) is salient in the representation by its large size and the close-up 

angle. It is presented in fine detail in which readers can view the windows 

(i.e. the attributes). The background of the photograph is at night time 

which creates a greater contrast against the beige building and the light 

coming out from the rooms of the building. The name “The Excelsior” (i.e. 

the attribute) identifies the building and informs readers that the 

photograph shows the exterior of the hotel. The use of a low angle conveys 

power over the readers (ibid: 140) and also a grand impression. It also 

constructs an imaginary relationship in which readers are the hotel guests, 

standing outside the hotel, looking up and are about to enter to the hotel. 

The photograph (Figure 8.38) has the caption “Immerse yourself in the 

buzz of Hong Kong” which means that guests can experience the busy city 

life of Hong Kong when staying at the hotel. The old Excelsior Hong Kong 

homepage conveys a busy city in the daytime from a long shot in which 

there is no indication that the building is the hotel on the old homepage. 

Readers might not realise that this is the hotel but merely one of the 

buildings in the busy city. On the new homepage, the social distance is 

closer with the use of close up shot which depicts the name of the hotel 

clearly. As a result, the photograph on the new homepage is more 

interpersonal.   

 

 

 

 
 

Figure 8.40 Restaurant  Figure 8.41 Room 
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Figure 8.42 Restaurant  Figure 8.43 Bar 

  
Figure 8.44 Restaurant  Figure 8.45 Function room 

 

 

Figure 8.46 Night view of Hong Kong   

 

The photograph (Figure 8.40) brings readers from the outside of the hotel 

into the inside of the hotel. It is a conceptual image (Kress and van 

Leeuwen, 2006: 79) which is in a part-whole analytical structure (ibid: 57). 

The whole is a carrier which posses the parts called attributes (ibid: 57). 

The lounge is the carrier and tables, plush sofas, lamps and gentle lighting, 

floral decoration, hotel guests, windows and the night view of Causeway 

Bay are the attributes of the carrier. The photograph presents the dining 

environment of the hotel. Together with the night view shown through the 

windows and the photograph shows the “alluring sensory quality” of the 

dinning environment of the hotel as a whole (ibid: 89). Unlike the 

restaurant photographs of the other hotels which show the guests who are 

dining, the photograph of this homepage shows a quiet environment with 

only a few guests enjoying the dining service in a far away corner. The use 

of oblique angle shows that the focus of this photograph is more on 
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depicting the space, the elegant setting of the lounge and the busy night 

time city outlook of lounge rather than its on-going activity. It shows a 

contrast between the inside and the outside of the hotel from a busy city 

and Victoria Harbour to a quiet and relaxing atmosphere.  

 

The photograph (Figure 8.41) leads readers from the lounge to the upper 

part of the hotel. It shows one of the rooms of the hotel. It is a conceptual 

image (Kress and van Leeuwen, 2006: 79) which is in a part-whole 

analytical structure (ibid: 57). The room (i.e. carrier) which possesses the 

bed, pillows, sofa, cushions, lamps, dressing table, chair, plant decoration, 

painting, widow bay and the night view of Victoria Harbour (i.e. the 

attributes). The analytical photograph conveys the idea that the room is 

with well-equipped facilities. It has an oblique angle which enables readers 

to view the features of the room.  

 

The photograph (Figure 8.42) is one of the restaurants of the hotel. It is a 

narrative image with the presence of vectors which is reactional that 

connect the participants (Kress and van Leeuwen, 2006: 42). The vectors 

are formed by the eyelines of the human participants as shown by the 

arrows which narrates the dinning environment of the hotel with some 

hotel guests enjoying food and talking to each other. The photograph has a 

frontal and horizontal angle which creates involvement and establishes a 

friendly relationship with the readers (ibid: 140). It is a medium shot which 

is at the knees level which suggests medium social distance. 

 

The photograph (Figure 8.43) shows another restaurant of the hotel. It is a 

conceptual image (Kress and van Leeuwen, 2006: 79) with a part-whole 

analytical structure (ibid: 57). The restaurant is the carrier and the sofas, 

tables, seats, candles, wooden floor, floor-to-ceiling windows which show 

the night view of the Victoria Harbour are the attributes. The attributes 

group together to inform readers about the features and quality of the 

restaurants. The exclusion of human participant in the photograph suggests 

that the hotel focuses on informing readers about the parts of the restaurant. 

With the use of oblique angle and the exclusion of human participants 
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acting as guests in the photograph, the hotel may also clearly show the 

harbour outlook from the window. 

 

The photograph (Figure 8.44) shows another restaurant of the hotel. It is a 

narrative image with the vectors which are reactional (Kress and van 

Leeuwen, 2006: 42). The vectors are formed by the head direction of the 

human participants (i.e. the hotel staff) as shown by the arrows which 

narrates the activities of one of the restaurants of the hotel. The vectors tell 

the readers that the hotel staff are serving and preparing food for the 

customers and imply the hospitality on offer at the hotel. The long shot and 

oblique angle capture a broad view of the restaurant rather than creating a 

distant relationship and detachment with the readers.  

 

The photograph (Figure 8.45) shows the banquet hall of the hotel. It is a 

conceptual image (Kress and van Leeuwen, 2006: 79) with a part-whole 

analytical structure (ibid: 57). The carrier is the function room and the 

attributes are the tables, chairs and chair covers, tableware, and floral 

arrangement. The analytical photograph informs readers about the banquet 

setting of the function room. It suggests that the hotel offers high quality 

event planning service to readers. The use of frontal and horizontal angles 

capture the setting and decoration of the tables.  

 

The photograph (Figure 8.46) brings readers from the inside of the hotel to 

the outside. It is a conceptual image (Kress and van Leeuwen, 2006: 79) 

which does not involve action or reaction of the represented participants 

(i.e. the commercial buildings, residential flats, neon lights, flyovers, on-

going traffic and the Victor Habour) but presents them in a generalized 

way in terms of meaning (Kress and van Leeuwen, 2006: 49). The 

photograph is symbolic suggestive in which the represent participants 

show what they mean and the details of the image are de-emphasized in 

order to show the “mood” and “atmosphere of the image (ibid: 106). The 

commercial buildings, residential flats, flyovers, on-going traffic, neon 

lights and the Victoria Harbour are grouped together and the details of the 

buildings are de-emphasized which conveys an overall atmosphere of the 
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night view of a busy city. The scene is taken from the hotel with a high 

angle. It implies that readers have power over the scenery. If the readers 

stay in the hotel, they will be able to view the spectacular skyline and the 

on-going activities. Given the caption, “surrounded by activity and 

spectacular views”, the photograph suggests that guests will enjoy the 

spectacular harbour view and the buzz of Hong Kong as shown in the 

photograph when they look out of the hotel. The caption “surrounded by 

activity and spectacular views” reinforces the idea of the photograph. It 

also echoes the caption of the first photograph “immerse yourself in the 

buzz of Hong Kong”.  

Regarding the compositional metafunction, similar to the previous two 

homepages, the old homepage is in a top to bottom design. The photograph 

which is “the ideal” is on the top and the text which is the “real” at the 

bottom (Kress and van Leeuwen, 2006: 186). On the new homepage, the 

large photograph and the caption has become the nucleus of the screen. 

The photographs of the new homepage are larger in size which creates a 

greater salience. The white line provides a boundary between the 

photograph and the text against the dark grey background as if readers are 

watching a film.  

The hyperlinks are the same as those on the homepages of the Mandarin 

Oriental Hong Kong and Landmark Mandarin Oriental Hong Kong with 

the addition of four thumbnail hyperlinks at the bottom of the text showing 

the luxury offer, promotion of rooms and suites, summer packages and 

fitness offers. Regarding the introductory text, the text has become shorter. 

As readers favour reading photographs on screen, the hotel tends to present 

information through placing more photographs rather than using language 

to describe different parts of the hotel. There are seven moves with 159 

words in the introductory text on the old homepage, greeting, establishing 

credentials, describing locations and views, introducing restaurants, 

introducing accommodations, introducing business facilities, introducing 

leisure and introducing the hotel’s anniversary activities. The analysis is 

shown in Appendix VIII. 
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Unlike the old homepage, the new homepage does not describe the 

restaurants, accommodation, business and leisure facilities. The first move 

is greeting. “Immerse yourself in the buzz of Hong Kong. Surrounded by 

activity and spectacular views”. The hotel uses the pronoun yourself to 

invite readers as individuals to constitute themselves with the experience of 

Hong Kong in order to establish a personalized relationship with readers. 

With the use of positive reaction of impact (i.e. spectacular views), and the 

amplification by the use of metaphor (i.e. buzz of Hong Kong) and 

quantification of extent which shows the scope of space (i.e. surrounded by 

activity and spectacular views), the hotel arouses readers’ emotion in 

alignment with the positive stance of the hotel and draws readers into the 

busy atmosphere of Hong Kong.  

 

The second move is establishing credentials, “The Excelsior hotel is one of 

the island’s most famous hotels for travelers’. Positive valuation with the 

amplification of superlative (i.e. most famous) is employed to show that the 

hotel is one of the leaders in the industry and align readers to the positive 

reputation of the hotel so as to build up a trustworthy image of the hotel.  

 

The third move is describing the location, “looking to explore the energetic 

entertainment and shopping areas of Causeway Bay. Just ten minutes from 

Central, Hong Kong’s business district, we have a prime location 

overlooking Victoria Harbour”. Positive reaction of quality (i.e. energetic 

entertainment and shopping areas) and valuation (i.e. prime location) are 

used to evaluate the favourable location of the hotel with proximity to 

shopping district and Victoria Harbour. The prosody is amplified by 

quantification of extent which shows the scope of time (i.e. just ten minutes 

from Central, overlooking Victoria Harbour) to intensify the convenience 

and the scenery of the location.  

 

The final move is describing the hotel as a whole, “and the luxury of 34 

floors with spectacular views”. Positive reaction of quality (i.e. luxury) and 

impact (i.e. spectacular) are used to positively evaluate the size of the hotel 
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and arouse readers feeling towards the scenery of the hotel so as to make 

purchase decision.  

 

8.4 The change of hotel website design 

 

The analysis above shows the transformation of hotel homepages in terms 

of images, language and layout. Analyzing the changes in the web designs 

is useful because the past helps to develop a critical awareness of today’s 

web designs (Jones, 2006: 241). The findings suggest that the Peninsula 

hotel homepage design is changing from the point of view of the hotel to 

the viewer’s perspective within the last ten years. The presentation is more 

becoming “experiential” with a “walk through experience”. Through the 

use of large flash photographs, the hotel could draw readers into the luxury 

experience as if they were physically touring and consuming the products 

and services of the hotel. Hence, the new design is more interpersonal. The 

“walk through experience” may also overcome the problems of the 

intangibility and perishability of the products and services offered by the 

hotel industry as stated in Section 8.2 because readers can visualize the 

hotels, rooms and facilities more clearly on the new websites.  

 

The homepages have changed from a vertical orientation to a more 

horizontal orientation with less text, and more larger photographs in flash 

format. These changes are all found in the homepages of the Langham 

Hong Kong, Mandarin 

Oriental Hong Kong, Landmark Mandarin Oriental Hong Kong, the 

Excelsior Hong Kong as well. As shown in the analysis in Section 8.3. 

Although the photographs of the Langham Place Mongkok, Hong Kong 

homepage are different from the other hotels by presenting abstract 

photographs which convey art and modernity rather than showing the 

different parts of the hotel for creating a walk through experience, the 

homepage has also changed from the vertical structure to a horizontal one, 

with larger flash photographs and shorter text. These imply that there is a 

change in the practice of hotel website design; and having a horizontal 

structure, large flash photographs and short text tend to be the patterns of 
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nowadays’ hotel website design as shown in the following template 

(Figures 8.47 and 8.48). The change of design to a horizontal orientation 

and more photographs is supported by the findings of Jones (2007) in his 

analysis of corporate homepages as stated in Section 2.2.1 of Chapter 2. He 

proposes that nowadays homepages are usually horizontally aligned with a 

focal point based on an image (ibid: 250). The shift towards the use of 

more photographs is a common practice in website design nowadays 

(Jones and Hafner, 2012: 50) because visual images have more direct 

effect in provoking emotional reaction from readers and could deliver 

many messages at the same time (ibid: 52).  

 

 

 

 

 

 

 

 

 
 

 

 

 

Figure 8.47 Old homepage 

layout 

Figure 8.48 New homepage layout 

 

The choice of the flash photographs shapes readers’ views about luxury. 

This is realised through the placement of more photographs on the new 

homepages in which readers could make connections with the luxury 

experience easier than language as the consumption communities can be 

built easier through the visual images (Fairclough, 1989: 208). From the 

analysis of photographs, hotels seem to impose the idea that they are grand 

and superior but have become more approachable to people. For example, 

the Peninsula hotel photograph (Figure 8.2) which is without the lineup of 

staff and Rolls Royce in front, and the Rolls Royce photograph (Figure 8.2) 

Photograph 

Text 

Menu 
Bar 

Menu bar/logo 
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which is without the cap and glove that resembles a chauffeur setting, are 

in high modality which looks more realistic. Unlike most advertisements 

which are full of low modality visuals to create a fantasy world to readers 

(Simpson and Mayr, 2010:89), these photographs are presented in the way 

as if readers would see them in real life and hence, more interpersonal with 

less power distance between the hotel and the readers. Similar examples of 

photographs which create a within reach ideology are found on the rest of 

the five homepages as shown in the analysis in Section 8.3. The ideological 

function of the photographs of rooms, restaurant, swimming pool and spa 

is to give readers a position to fill in the space as if they are enjoying all 

attributes which involves readers as individuals in consuming the luxury 

experience as real. It also imposes the value that nowadays, hotels value 

creating luxury experience in which they provide not only just shelters but 

with the abundance of facilities, as shown in the part-whole structure of the 

conceptual photographs in the analysis, and also friendly service with close 

social distance with guests (e.g. the homepage of Langham Place Mongkok) 

which imply that luxury is open to almost everyone.  

 

Regarding the use of language, the analysis shows that communication 

seems to change from the old way of talking to people to the new way of 

talking with people. This is realised through the use of more pronouns 

namely you, yourself, we and our which are commonly found in 

advertising discourse (Fairclough, 1989: 205). Despite there are many 

potential readers who are unknown to the hotel, the employment of you 

and yourself constructs all the readers to be in the position of consumers by 

building up a personalized relationship as if the hotel is directly addressing 

the readers. The use of we and our to replace the hotel’s names also 

implies that the tone has become less formal and hence, establishes a closer 

power relationship with the readers. In addition to focus on evaluating 

attributes of the hotel positively as shown in the appraisal analysis of 

Chapter 4, the new homepages are more interpersonal by the employment 

more positive affect and impact which could insert affective feeling into 

readers’ mind so as to create a strong desire of luxury experience and 

hence, make purchase decision.  
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The transformation of hotel website design discussed above supports the 

claim made by O’Connor (2004: 226) as stated in Section 2.2.3 of Chapter 

2 in which traditional hotel website design mainly concentrates on 

presenting information rather than influencing customers. There are three 

reasons leading to the change of hotel website design, namely the 

advancement of technology, the changing types of readers and changing 

perception of luxury in the society.  

 

Website design is always changing and adapting to the latest technology. 

The advancement of technology in recent years has allowed hotels to 

change their websites from the brochure style in HTML format (as stated 

in Chapter 2 Section 2.2.3) to flash format with more photographs. 

Websites have undergone many changes since the introduction of the Web 

browser in 1994. It changes from wall-to-wall text displays to interactive 

multimedia presentations with animation, sound and video (O’Connor, 

2004: 226). The old websites are like brochures as the Web was originally 

regarded as a medium for handling information (Boardman, 2005: 13). The 

Web initial specification did not have a huge number of possibilities for 

elaborated layout. It was not more than rich text with the ability to turn 

some of the portions of text and images into hyperlinks. However, because 

of the slow download speeds of modems in the mid-1990s, web developers 

did not include many visual images (ibid: 13). The texts are also in blocks 

as it is the standard practice in web publishing as it was impossible in the 

original implementation of HTML (ibid: 14). This was also stated by the 

interviewee of the Peninsula Hong Kong, he said that the old hotel website 

was more like “a traditional brochure” which means the webpages were 

produced based simply on the content of the hotel brochure with very 

factual information because of technological constraint in the past. Due to 

the advancement of technology in recent years, the hotel is not in the 

brochure format, the hotel wants the guests to feel the experience of 

walking in the hotel with more photographs in flash format and less text. 

Moreover, nowadays hotel websites have become more interactive because 

of the advancement of technology. As shown in the analysis, instead of 

offering a detail description of the hotel on the homepage, the hotel 
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website is becoming more interactive with less text and more “analytical” 

photographs showing the parts of the rooms, and readers have to click to a 

specific hyperlink in order to search for further information. This implies a 

change in the relationship between the text and audience. Interactivity has 

led to a shift in the allocation of power between the writer, audience and 

text (Burn, 2009: 69). It makes the hotel websites more interpersonal with 

more audience involvement and readers have more control on their reading 

path by clicking hyperlinks and email address to make direct contact. 

Unlike print media such as brochures, magazines and newspapers which 

disseminates information in a one-way form, the medium allows hotels to 

develop relationship with readers directly with one to one contact.  

 

The change of design is also related to the change of the types of readers. 

The early visitors of websites were mainly from the high tech industry (van 

der Geest, 2001: 5). They accessed the Internet so as to demonstrate that 

they were on the cutting edge of the new media technology. The web 

created readers who were interested in technology and willing to visit the 

websites just because the websites are present in the medium (van der 

Geest, 2001: 5). Later, an increasing number of home users and readers 

became more critical which has led to a change in reading behavior. 

Nowadays, readers prefer reading short text on screen. Browsing and 

scanning websites have become the habit of online readers and less time 

are spent on in-depth reading and concentrated reading (Liu, 2007: 705). 

This explains the reason behind the preference for using a horizontal layout 

with more photographs and shorter text. As stated by Interviewee 3 of the 

InterContinental Grand Stanford, “having long text was the best practice 

when the hotel started implementing the website. It was what the 

consumers wanted ten years ago”. However, “the reading habits of 

consumers have now changed and consumers are now becoming more 

critical. Since readers want to save time, shorter texts with more 

photographs on the hotel websites allow readers to scan the information 

quickly and at the same time, experience how the hotel looks like without 

scrolling the long texts on the screen”. This idea is further supported by 

Kuzic, Giannatos and Vignjevic (2010: 106) in which “homepage on a 
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single screen” can positively affects the company’s image as mentioned in 

Section 2.2.3 of Chapter 2. Interviewee 3, as mentioned in Chapter 6, 

further suggests that “the hotel has to exploit the medium of the web: 

interactivity which printed-brochures do not have”. Web text offers more 

interactivity than printed text as it is non-linear and readers can keep 

clicking the links until the links run out (Goddard, 2002: 92). The user is in 

an active relationship with the screen which is formed by his or her own 

interactions with the website (Baldry and Thibault, 2006: 106). As a result, 

hotels as shown in the analysis in Section 8.3 attempts to exploit the web 

medium in the redesign by splitting the large group of written information 

on the homepage into different subsections through the use of hyperlinks 

and placing more photographs so as make the homepage easier for readers 

to read. 

 

Similarly, Interviewee 2 of the Peninsula Hong Kong supports the idea. He 

said that “readers think that the old website has too many words”. As a 

result, the hotel changes its website by creating a walk through experience 

through visual images rather than just listing out too much factual 

information of the hotel. These suggest that the hotel industry has also 

placed a stronger focus on using visual images to present ideas based on 

readers’ preference because; and the shift of focus from text to visual 

images implies that visual images are now gaining more social significance 

in the hotel industry. There is a shift in the role between text and visual 

images in which hotels have removed the description of amenities such as 

restaurants, meeting and event facilities and leisure facilities, and spared 

large portion of the homepages to show the photographs of these amenities 

in flash format in the new design so as to visualize the different parts of the 

hotel as photographs can easily draw readers into the experiencing the 

luxury world than language (Fairclough, 1989: 208).  

 

Apart from the change in technology and reading behaviour, the change in 

the perception of luxury in the society also affects the presentation of hotel 

websites. The increased purchasing power leads to the growth of luxury 

goods (Kapferer and Bastien, 2009: 13) and change of the belief of luxury. 
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Traditionally, hotels are compared by price, features and service standards. 

The hotel industry equated luxury with the volume of amenities or services 

by doing “brand catch-up” (Bernstein, 1999: 47-48). They compete with 

each other by stocking bathrooms with the maximum number of soaps, 

lotions, and shampoos. As there are an increasing number of fine hotels, 

the method of judging quality continues to increase (Talbott, 2004: 557). 

Moreover, staying in luxury hotel has become more affordable and many 

consumers homes are more luxurious than in the past and hence have 

“raised the bar for the luxury hotel” (Milburn and Hall, 2007: 1). Hence, in 

the twenty-first century, hotel guests value “comfort, style, service and 

pampering” (Berstein, 1999: 49) more than just the provision of facilities 

and service. As a result, hotels place photographs of spa e.g. Figures 8.28 

and 8.33, Rolls Royce e.g. Figure 8.4, art and technology e.g. Figures 8.11 

and 8.13 and hospitality service e.g. Figures 8. 24 and 8.26 to reflect 

twenty-first century luxury in addition to placing photographs of 

accommodation. Nowadays, luxury is “strictly experiential” and requires 

the subject to be in a “luxury state of mind” with a heightened sense of 

enjoying life (ibid: 49). Hotel guests have to be aware that they are 

experiencing luxury or prepared to experience it. “No matter how 

luxurious an item is, it will not be seen as luxury unless the recipient is 

prepared to experience it in those terms” (ibid: 49). Hotels now have to 

offer stimuli and the guest brings the mind-set. As a result, the new hotel 

homepages focus the design on showing experience to readers so as to 

frame readers into the sense of luxury and comfort which are far beyond 

just the provision of a shelter (Tungate, 2009: 99). Moreover, luxury today 

is not only defined by the status of the brand but also the significance it 

brings to consumers’ life (Four Seasons Hotels and Resorts, 2012: 4). 

Luxury consumers would consider whether the hotels provide things that 

are important to them before making a purchase. They are also becoming 

more conscious in spending (ibid: 4). Consumers are increasingly affluent 

which means that they are more “travelled and experienced” when 

comparing with the previous generations (Willmott and Nelson, 2003). 

Modern guests are demanding because they are “creative, influential, 

unconventional and confident” (Freund de Klumbis, 2002: 60).  They are 
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interested in good quality accommodation, food and beverage for a 

reasonable price (Freund de Klumbis and Munsters, 2005: 2). They are 

demanding more of their lifestyles particularly in leisure and holidays in 

which desire for experiences and self-fulfillment becomes increasingly 

essential (Yeoman and McMahon-Beattie, 2005: 323).  

 

According to Freund de Klumbis and Munsters (2005: 2), consumers are 

now living in the “experience economy” in which they are increasingly 

finding information which allows them to experience the destination rather 

than simply searching for facts about how the destination is. Modern hotel 

guests belong to the lifestyle community who explore unique lifestyle 

experiences with a focus on hotel’s image and uniqueness (Freund de 

Klumbis, 2002: 60). They often regard hotels as destinations in their own 

right rather than just offering accommodation (Cunill, 2006: 149). Hotels 

have to provide guests with escapist experience through its physical 

components i.e. amenities with interesting interiors design and “feel-good 

element” i.e. ambiance, such as art, music and entertainment (Freund de 

Klumbis, 2002: 61). Hotels have to appeal to their guests by invoking 

pleasurable experiences on websites because browsing website is part of 

the experience (Dube, et.al. 2003: 124). In addition to offering grand 

public spaces, a variety of bars and restaurants and leisure facilities as 

shown in the above image analysis, emphasizing culturally iconic design of 

the hotel architect (i.e. the Peninsula Hong Kong), art and culture (i.e. 

Langham Place Mongkok), stimuli of sense (i.e. the Langham Hong Kong), 

space and privacy (i.e. Landmark Mandarin Oriental Hong Kong), and the 

health and well-being of guests (i.e. Mandarin Oriental Hong Kong and the 

Excelsior) have also become the emerging selling points of luxury hotels 

on their websites. The placement of these visual images constructs a 

subject position (Fairclough, 1989: 206) for readers as members of the 

lifestyle consumption communities as if they are consuming the hotel 

products. It allows hotels to create a luxury world which readers may enjoy 

just by browsing the websites.  
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Because of the intangibility and perishability of the nature of products and 

services of the hotel industry in which online transactions involve the 

readers and the websites, hotels are now becoming more aware that they 

have to provide readers good reasons to browse their websites and return to 

them. Simply having a web presence on the Internet no longer guarantees 

that the hotel website can attract readers. The change of perspective from 

the hotel to readers also implies that the hotel is becoming more consumer-

oriented when developing the website. Apart from having web presence, 

hotels have to develop enticing websites to be competitive in the industry 

and readers now play a part in shaping the design of websites.  

 

8.5 Summary 

This chapter examines the change of hotel website design over time in 

terms of the visual design and language. The six redesigned hotel 

homepages have changed from a vertical structure to a horizontal structure, 

with less text and more larger photographs in flash formats. The 

comparative analysis shows that photographs and language shape readers’ 

views about the notion of luxury. Hotels are observed to impose the 

ideology that they are grand and superior but have become more 

approachable to people, and the twenty-first luxury is formed to focus on 

selling experience, style and service rather than merely providing 

accommodation.  

 

The use of language has also changed from the old way of talking to 

people to the new way of talking with people. The change is realized 

through the use of more personal pronouns and less formal language in the 

introductory texts and hyperlinks in addition to offering positive evaluation 

of the hotels. Hence, a lower power distance is established between the 

hotel and readers. A shift of focus from text to visual images is also found. 

The analysis shows that visual images are now gaining much more social 

significance in the hotel industry. Hotels have shortened the description of 

amenities and spared a large portion of their homepages to show the 

photographs of these amenities in order to present the different parts of the 

hotel in a visual manner because photographs, compared to language, can 
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easily draw readers into experiencing the luxury world (Fairclough, 1989: 

208).  

 

The comparative analysis has also identified three reasons which lead to 

the change of hotel websites, namely the advancement of technology, the 

changing types of readers, and changing perception of the notion of 

“luxury” in the society. These reasons show that hotels are now becoming 

more consumer-oriented when designing their websites.  
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Chapter 9 Conclusion and implications  

 

9.1 Introduction  

 

The present study conducts a critical genre analysis of the hotel homepages 

of twelve five star hotels. It explores the language, visual images, 

organisational, professional and social practices of website design; and the 

construction and use of these hotel homepages. This chapter presents the 

major findings in relation to the research questions (9.2), presents the 

implications of the research (9.3), and describes the limitations of the study 

and suggestions for future research (9.4).  

 

9.2 Major findings  

This section summarizes the findings in relation to the research questions, 

as follows: 

 

4. What are the textual features and visual images that identify hotel 

homepages as a genre?  

5. How are the textual features and visual images constructed, interpreted 

and exploited by hotel website designers? 

6. How do the collective effects of organisational, professional and social 

contexts and practices affect the design, construction and use of hotel 

websites?  

 

9.2.1 Research question one:  

What are the textual features and visual images of the genre of hotel 

homepages? 

 

This study investigates the textual features and visual images of hotel 

homepages by using the frameworks of Bhatia (2004) for critical genre 

analysis, Martin and White (2005), and Hood (2010) for appraisal analysis 

and, Kress and van Leeuwen (1996, 2006) and van Leeuwen (2006) for 

analysing the features of visual images. Based on the analysis of textual 

features and visual images, the communicative purposes of hotel 
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homepages are to introduce the hotel, promote the hotel, establish the 

image of the hotel, build relationships with readers, handle transactions and 

inform readers about the news and events of the hotel.  

 

The move-structure analysis of the introductory texts of the twelve hotel 

homepages collected in 2007 reveals eighteen moves and among them, six 

moves are obligatory. They are identifying the hotel, attracting attention, 

indicating content structure, establishing contact, establishing credentials 

and introducing accommodation. These moves are the core sections of a 

hotel homepage and tend to cluster around the top of the homepages.  

 

In addition to moves, the communicative purposes of website are also 

realised by hyperlinks (Askehave and Nielsen, 2005: 132). Hyperlinks 

allow readers to read electronic text in a non-sequential manner and 

organize website by connecting text with other texts on the Internet (Jones 

and Hafner, 2012: 38). They provide links internally to provide more 

information about ideas relevant to the topic or external links that 

summarise other information that readers may be interested (ibid: 38). 

Eleven obligatory hyperlinks are found, namely accommodation, dining, 

Hong Kong information, leisure facilities, meetings and events, 

reservations, logo, hotels and resorts, contact information, photo gallery 

and privacy statement. They represent the core products and information of 

the hotels. All of these obligatory links are intertextual links which connect 

single pages within the same website (Storrer, 1999: 39) and bring users 

from a general topic to specific information on the website. These 

intertextual links are in a linear structure in which readers have to follow a 

specific sequence to search for further and a deeper level of information 

(Jones and Hafner, 2012: 37). There are also intratextual links which 

connect links on the same web page (Storrer, 1999: 39). Five hotel 

homepages have one intratextual link, i.e., “back to top” at the bottom left 

hand corner. The “back to top” link on hotel homepages contains a long 

text which brings readers back to the top of the page. Only two hotel 

homepages have extratextual links which lead users to other websites 

(Storrer, 1999, p. 39). These hyperlinks create associations between a 
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webpage with other websites in the Internet by providing examples of 

additional information which are relevant to the topics (Jones and Hafner, 

2012: 38). The rare occurrence of extratextual links implies that hotels may 

not like to direct to websites of other organisations, and that they prefer to 

have some degree of control in individual messaging linking. The 

hyperlinks use noun phrases, verb phrases and prepositional phrases. It is 

common to use a noun phrase as a hyperlink which is a convention that 

comes from titling in print media (Boardman, 2005: 15). The use of a verb 

phrase as a lexical gateway to other documents is also a convention that 

has been developed by the Web (ibid: 15).  

 

Based on the appraisal analysis of the interpersonal meaning, the twelve 

hotel texts are found to mainly use positive appreciation (92%) to evaluate 

the quality of the products or services so as to align readers positively with 

the hotel. In the realm of appreciation, hotels tend to use positive reaction 

for the aesthetic evaluation of the quality (59%) which implies an 

interpersonal significance because reaction is related to affection for being 

emotive, e.g. “it grabs me” or desiderative e.g. “I want it” (Martin and 

White 2005: 57). Positive reaction about quality occurs in nearly all the 

moves of the twelve hotel texts. 

 

The use of graduation is also a distinctive feature in the hotel texts to 

amplify their attitudes.  In the realm of force, hotels make use of the 

intensification of superlatives and maximization to scale up the sense of 

superiority of the hotels in order to present themselves as a leader in the 

industry. The choices play the role of invoking a positive attitudinal 

interpretation by the readers, but are rather subjective as it is impossible for 

all the hotels to be the best. The claim could be only empty rhetoric or self-

perception which could not be verified by readers without specifying in 

what terms the hotels regard themselves as superior. Similarly, the use of 

comparatives for amplifying the quality is elliptical in that hotels do not 

compare themselves with a benchmark. The employment of metaphors 

intensifies the sense of quality and suggests that hotels give space for 

readers to make multiple positive inferences about the positive qualities of 
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the hotel so as to establish a better interpersonal relationship. Regarding 

the grading of processes, the graduation of vigour and rigour functions to 

convey a high degree of strength and uniqueness of the hotels and the 

grading of circumstances of manner aligns readers’ positively towards the 

image of the hotels. Another special feature of hotel homepages is that 

hotels tend to employ the quantification of specific numbers to amplify the 

quantity, size and scope of their rooms and facilities so as to enhance the 

credibility and attractiveness of the hotels. Similar to the sustained listing 

of lexis which intensifies attitudinal meanings (Hood, 2010 and Martin and 

White, 2005), the sustained listing of numbers could also scale up the 

positive value of hotel homepages. In addition, the grading of distance in 

terms of space and time aligns readers positively towards the extensiveness 

of the hotel’s provision of products and services. In the realm of focus, 

grading in terms of authenticity and specificity can also be found which 

functions to promote the notion that the hotels are worthy of their 

reputation and also promote the attractiveness of the location and tailor-

made services offered. These imply that hotel homepages are competitive 

in nature because hotels tend to persuade readers to purchase their products 

and services by describing themselves as better than the others in the 

industry by offering higher quality products and services. Regarding 

engagement, hotel homepages are predominantly monoglossic which 

serves to pre-empt subsequent challenges from readers. 

 

Visual images are the most important mechanism to appeal to the audience 

(Pollach, 2003: 284). In addition to move-structure analysis, based on 

Kress and van Leeuwen (2006), some notable patterns of the 

representational, interactive and compositional metafunctions of the 

photographs have also been identified.  

 

From the perspective of representational metafunction (Kress and van 

Leeuwen, 2006), hotels put conceptual images on their homepages. 

Generally, the conceptual images convey a sense of relaxation (e.g. 

Shangri-La Kowloon, Le Meridien Cyberport and Landmark Mandarin 

Oriental), the scenery of Hong Kong (e.g. InterContinental Hong Kong, 
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InterContinental Grand Stanford Hong Kong and Excelsior Hong Kong), 

grandeur and elegance (Peninsula Hong Kong, The Langham Hong Kong 

and Shangri-La Kowloon), and hospitality (Mandarin Oriental Hong Kong). 

These conceptual images enhance the hotels’ image as five-star luxurious 

hotels. In some cases (i.e. Le Meridien Cyberport website, the redesigned 

websites of the Peninsula Hong Kong, the Langham Hong Kong, Mandarin 

Oriental Hong Kong, Landmark Mandarin Oriental Hong Kong and the 

Excelsior Hong Kong), the flash effect is combined with the conceptual 

photographs and transforms the conceptual images into narrative virtual 

touring experiences. The flash medium creates a narrative virtual tour of 

the hotel which further extends Kress and van Leeuwen’s (1996, 2006) 

idea of the distinction between narrative and conceptual images.  

 

Regarding the interactive metafunction (Kress and van Leeuwen, 2006), 

hotels prefer using offer images for readers to see what is inside the hotels. 

Photographs with a low angle are seldom used, probably to avoid showing 

a great power distance between the hotel and the readers or suggesting that 

the hotels are looking down on the viewers. Instead, they predominantly 

use high and medium angles to establish a more intimate relationship with 

the readers. In other hotels, the use of oblique angles (i.e. Four Seasons 

Hong Kong, Le Meridien Cyberport) aims to capture a broader view rather 

than detach readers from the hotel (Kress and van Leeuwen, 1996, 2006). 

Similarly, the use of long shots (i.e. Grand Hyatt, InterContinental Grand 

Stanford Hong Kong, InterContinental Hong Kong, and the Excelsior 

Hong Kong) aims to capture a panoramic view of the scenery instead of 

creating a power difference or a distant relationship.  

 

For the compositional metafunction (Kress and van Leeuwen, 2006), 

eleven of the twelve hotels use top and bottom approaches in their 

homepage layout to provide information (Baldry and Thibault, 2006: 105). 

They place the welcoming image of the hotel at the top and the text at the 

bottom. These eleven hotels place the photographs of the hotels at the top 

to introduce the hotels, and give details in the text below. The top to 

bottom layout suggests that before the website redesign, the layout of hotel 
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homepages seems to conform more to a brochure format. Moreover, the 

images presented on the twelve hotel homepages are large, covering one 

third of the homepages and are salient to catch the readers’ attention. In 

terms of modality, hotels use photographs to present their ideas on the 

homepage and so the visual modality is high. Photography suggests a 

reality that is far stronger than that of drawings, illustrations and painting 

(Harrison, 2003: 56).  

 

In addition to photographs, the analysis of logos shows that all of the logos 

are simple and modern in design with a frequent use of serif typeface to 

create a trustworthy and respectable image (Murphy, 2001: 19). The logos 

are bold in weight with regular typefaces which are neither wide nor 

narrow in expansion (van Leewuen, 2006). Most of the logos are in the 

printed style with an upright typeface which implies formality. Some of the 

hotels do not simply use the curve font in their logos but a mixture of curve 

and angular fonts to convey different types of information i.e. the name 

and the region of the hotel, to the readers.  

 

To summarize the findings, the textual features of the genre of the hotel 

homepages are the six obligatory moves and eleven obligatory hyperlinks 

which show the core products and services of the hotels. Positive 

appreciation and graduation as force dominate the twelve introductory 

texts which imply that all of the twelve hotels align readers interpersonally 

with their favourable image through the evaluative texts. Regarding the 

visual image features, like advertisements, eight hotels use conceptual 

images to relaxation, the scenery of Hong Kong, grandeur and elegance, 

and hospitality. Ten hotels design their websites by using high and medium 

angles in order to establish a close interpersonal relationship with the 

readers. Eleven hotels use top to bottom design in their homepage which is 

similar to the layout of brochures.  
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9.2.2 Research question two:  

How are the textual features and visual images constructed, 

interpreted and exploited by hotel website designers? 

 

In the hotel industry, usually the senior marketing staff of the hotel such as 

the vice president of the marketing department or the director of 

communication is involved in website design. First, the public 

relations/communication department/the designing team evaluates the old 

website and decides on the details of the content of the new websites. Then 

the hotel will decide the scope of design and outsource the design tasks to a 

website design company. The design company will send back the 

wireframe/template to the hotel for evaluation and testing. Lastly, after 

testing the hotel website will be launched. This suggests that the hotel 

website has undergone various stages of decision-making before launching 

the website to the market. The design is shaped by practitioners, namely 

the senior marketing staff, public relations/communication department, and 

the designing team of the hotel, who have knowledge about the history and 

offers of the hotels and the interest of the audience.  

 

When it comes to the use of language and visual images, Interviewees 2 

and 3 (i.e. Peninsula Hong Kong and InterContinental Grand Stanford 

Hong Kong) both suggested that hotel homepages should not include too 

many words and should include more photographs because nowadays, 

readers do not like to read too much text online. This idea is supported by 

the findings of the user interviews in which photographs are more 

important than the text in hotel websites because they seldom carefully 

read the text. Both of the hotels planned the redesign of their websites by 

focusing on creating a visual experience for the readers through deleting 

long texts and placing more photographs on the new homepages.  

 

The design of hotel websites includes both the design practices of the hotel 

industry and consumers. It is important for readers, practitioners and 

novice writers to consider the socio-cognitive strategies which lead to an 

understanding of why the hotel websites are constructed in the way they 
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are. The homepage of a hotel is a complex genre which includes elements 

taken from genres existing in other media, namely photographs, slogans 

and evaluative texts from advertisements, and company introductions from 

sales promotional letters. Some new elements, such as hyperlinks and a 

clock showing local time have been used. They exploit the potential of 

electronic media for communication that do not exist in print text, and 

flash effect, as shown in the photographs of the homepages of the 

Peninsula Hong Kong, Langham Place Mongkok, Hong Kong and Le 

Meridien Cyberport which could create a virtual tour experience to readers. 

Two “socio-cognitive strategies” (Osman, 2006), namely informative and 

promotional strategies, are found. Out of the eighteen moves, fifteen 

moves have been identified as using both informative and promotional 

strategies. The construction of the moves is very much affected by both the 

practice of the consumers and hotels. The overwhelmingly positive 

evaluation in the moves and appealing images suggest that hotel 

homepages are predominantly promotional in their communicative 

objective.  

 

The design of hotel websites is based on the practices, procedures and 

cultures of the hotel industry and consumers. For example, using simple 

logos to convey the corporate image and photographs to show the hotels 

facilities are the disciplinary practice of hotels. Based on the analysis of 

language feature, visual iamges and interviews with the website designers, 

hotels are found to commonly place photographs of grand lobbies, rooms, 

restaurants and leisure facilities to present themselves. Placing photographs 

could project desirable image of products and services into readers’ mind. 

The use of hyperlinks is also based on readers’ preference. Nowadays, 

consumers prefer simplicity and ease of navigation. All hotels use a 

navigation menu as discursive practices to help readers to locate their way 

and search for information quickly. Hotels also seem to be promoting and 

establishing the corporate image more than merely informing the readers 

about the hotel. The homepage of a hotel is a hybrid genre which includes 

elements taken from advertising genres such as photographs, slogans and 

evaluative texts, and company introduction from sales promotional letters 
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(Bhatia, 2004: 134). From the eighteen moves identified, all the moves are 

informative and fifteen moves employ both informative and promotional 

strategies. The overwhelming positive evaluation from the moves and 

appealing images suggests that hotel homepages are predominantly 

promotional in their communicative objective.  

 

9.2.3 Research question three:  

How do the collective effects of organisational, professional and social 

contexts and practices affect the hotel websites?  

 

It is conclude that the organisational, professional and social contexts of 

the hotel industry affect the production of hotel websites based on the 

diachronic comparison of six redesigned hotel homepages.  

 

Given that intangibility and perishability (Lockyer, 2007: 2) are among the 

professional values of hotel industry, a website is an important tool for the 

self-representation and transactions of a hotel. As readers have become 

more critical nowadays, having a web presence on the Internet is no longer 

enough to attract readers. As a result, hotels have to redesign their websites 

in order to be competitive in the industry.  

 

As discussed in Chapter 6, organizational context affects hotel website 

design, meaning that regional hotels have to follow corporate guidelines. 

This shows that international chain hotels impose their own guidelines and 

organizational constraints when designing and constructing the websites. 

For example, the Peninsula Hong Kong has to follow the branding 

guidelines, writing/stylistic guidelines, and content guidelines of the 

corporate Peninsula Hotel when redesigning their websites. All the design 

ideas have to be approved by the head office and the design of the website 

has to reveal the brand character of the hotel through the use of layout, 

colour, photographs, fonts and language. 

 

From the socio-critical perspective, the analysis shows that six hotel 

homepages have changed from a vertical orientation to a more horizontal 
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orientation with less text, and more larger photographs in flash format. The 

visual presentation which focuses on readers’ experience is more 

interpersonal. Hotels seem to promote the idea that they are grand and 

superior but that they have become more approachable to people. Similarly, 

communication seems to have changed from the old way of talking to 

people to the new way of talking with people. For example, on the 

homepages of the Peninsula Hong Kong and the Langham Place Mongkok, 

Hong Kong, there are a more frequent use of the pronouns “you”, “my” 

and “us”. The use of personal pronouns suggests a closer social distance 

between the hotels and the readers. Moreover, the new hyperlink language 

of the Peninsula Hong Kong is written from the perspective of the readers 

(Wellness, Dining, Occasions, Destination, Gift and Enticement) which 

reflects readers’ lifestyles rather than from the perspective of the hotel (Spa 

& Fitness, Restaurants & Bars, Meeting Homepage, Hong Kong 

Information, Gift Certificates). Similarly, the language of the hyperlinks of 

the Langham Place Mongkok, Hong Kong homepage has changed formal 

noun phrases (Accommodations, Dinning, Spa & Fitness, Meetings & 

Events, Weddings, and Map & Directions) to informal nouns (Info instead 

of “Information”), action verbs (Locate, Sleep, Eat/Drink, Meet, and 

Celebrate) which are from the readers’ point of view and experience, and 

also informal phrasal verbs (Work Out and Chill out). These show that the 

redesigned websites are more interpersonal.  

 

The change in hotel website design is due to the advancement of 

technology, the changing expectations of readers and changing perception 

of the notion of luxury in society. The advancement of technology in the 

professional context enables hotels to design elaborate layouts in which 

websites have changed from the brochure-style format to flash formant 

with the inclusion of a greater number of large photographs, and more 

interactive hyperlinks. Interactivity leads to a shift in the distribution of 

power between the writer, audience and text (Burn, 2009: 69). It makes the 

hotel websites more interpersonal with greater audience involvement and 

readers have greater control on their reading path.  

 



336 
 

In addition to the advancement of technology, with regard to the social 

context, the changing types of readers also affects the design of hotel 

websites. Readers spend more time on reading electronic documents 

nowadays (Liu, 2007: 705). Browsing and scanning websites have become 

the habit of online readers and less time is spent on in-depth reading and 

concentrated reading (ibid: 705). Nowadays, readers want to save time. 

Using shorter texts with more photographs on the hotel websites allows 

readers to read the information quickly and experience what the hotel looks 

like without scrolling through the long texts on the screen. Readers read 

more selectively on the Web in the information-abundant era and cannot 

focus on every single piece of information (ibid: 707). They spent more 

time doing non-linear reading in which they may spot keywords when 

reading websites instead of reading the whole text in sequence (ibid: 707). 

Websites provide readers greater flexibility to establish their own reading 

paths, and hence readers would be in a more active role than reading 

printed text (Jones and Hafner, 2012: 36). As a result, hotels exploit the 

web medium in the redesign by splitting the large amounts of written 

information on the homepage into different subsections, by the use of 

hyperlinks, and placing more photographs so as make the homepage easier 

for readers to read.  

 

Moreover, preparing the mind set of readers to experience luxury through 

the websites is important because hotel guests have to be “consciously 

prepared” to experience luxury (Berstein, 1999: 49). If guests do not have 

the luxury mind set, hotels would not be regarded as luxurious no matter 

how impeccable the hotel is (ibid: 49). Luxury mind set could be shaped 

through the provision of luxury stimuli such as welcoming messages from 

hotels, fresh fruit, and linen sheets  (ibid: 49) and hotel websites that covey 

virtual experience could be one of the luxury stimuli which prepares 

readers with the luxury mind set. Readers today also prefer experiencing 

luxury brands virtually through websites (Four Seasons Hotels and Resorts, 

2012: 5). Hence, hotels have to redesign their websites to show experience 

(ibid: 5).  
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The change in the perception of luxury in society also affects the 

presentation of hotel websites. The increased purchasing power has led to 

the growth of luxury goods (Kapferer and Bastien, 2009: 13) and a change 

in the notion of luxury. Luxury hotels have become more affordable and 

many consumers homes are more luxurious than in the past and hence have 

“raised the bar for the luxury hotel” (Milburn and Hall, 2007: 1). The 

concept of luxury is changing with time. Luxury is no longer just for the 

elite and nobility (Yeoman and McMahon-Beattie, 2005: 320). Consumers 

are having more material comfort than in the past and luxury is 

increasingly shifting the focus from monetary value to experience and 

indulgence (ibid: 320). Nowadays, luxury focuses on creating a special 

experience. Luxury travelers often regard hotels as destinations rather than 

just a place for accommodation. Hence, emphasizing the culturally iconic 

design of the hotel architect (i.e. the Peninsula Hong Kong), art and culture 

(i.e. Langham Place Mongkok), stimuli of the senses (i.e. the Langham 

Hong Kong), space and privacy (i.e. Landmark Mandarin Oriental Hong 

Kong), and the health and well-being of guests (i.e. Mandarin Oriental 

Hong Kong and the Excelsior) have also become the emerging selling 

points of luxury hotels on their websites. Moreover, luxury today is not 

only defined by the status of the brand but also the significance it brings to 

consumers’ life (Four Seasons Hotels and Resorts, 2012: 4). Luxury 

consumers would consider whether the hotels provide things that are 

important to them before making a purchase (ibid: 4).  The placement of 

more photographs in the redesigned websites which show the special 

experience mentioned above would help readers to visualize their stay.  

 

Based on the diachronic comparison of six redesigned hotel homepages, 

the study concludes that the design of hotel websites is, to a great extent, 

affected by the organisational, professional and social contexts of the hotel 

industry.  Hotel website design is shaped by the organisational context in 

which hotels have to follow corporate guidelines on the use of layout, 

colour, photographs, fonts and language when designing their websites. 

For example, the layout of the website of the Peninsula Hong Kong has to 

be consistent with the corporate hotel website. The hotel prefers using a 
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neutral tone to bright and sharp colours to covey a traditional image, large 

flash photographs to create a virtual tour experience, the “arial” font to 

cater for readers who use different types of computers, and language that 

could convey experience to readers. Regarding the professional context, 

the analysis shows that hotels change the website design in a similar way. 

They are following the design trend of the hotel industry. The visual 

presentation has become more interpersonal with a focus on readers’ 

experiences. This is shown on all six hotel homepages have changed to a 

more horizontal orientation with less text, and larger photographs in the 

flash format because photographs, compared to language, can easily draw 

readers into experiencing the luxury world (Fairclough, 1989: 208). The 

change is affected by the social context in which the advancement of 

technology, the changing types of readers, and changing perception of the 

notion of “luxury” in the society as mentioned above lead to how the six 

hotel websites have been re-designed.  

 

 

9.3 Implications  

The present study contributes to the academic and practical knowledge 

with regard to the design construction and use of corporate websites. It 

examines hotel websites from a critical approach which involves the 

investigation of professional, social and discursive practices in addition to 

linguistic analysis (Bhatia, 2008: 166). Bhatia’s (2004) multidimensional 

and multi-perspective approach to genre analysis goes beyond “mere 

linguistic descriptions” and offers reasons for language use in 

conventionalized settings (Bhatia, 2008: 10). The critical approach to genre 

analysis of hotel websites reveals a shift in consumer identity and explains 

the reasons for the change of hotel website design. Through the 

investigation of the change of the language features, visual images and 

interviews with hotel website designers and potential users, the analysis 

shows the emergence of a new type of consumers who value luxury which 

focuses on experience such as rather than just seeking accommodation. As 

a result, websites are changing from the hotel’s perspective with factual 

presentation to consumers’ perspective with experiential presentation. The 
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verbal and the visual cues on the new websites evoke a frame for lifestyle 

and invite readers to join the consumption community. 

 

Building on Bhatia’s (2004: 164-165) multi-dimensional and multi-

perspective approach to genre analysis, the present study proposes to add 

some visual image analysis, hyperlink analysis and diachronic comparisons 

of websites to explore web-based genres.  Bhatia’s (2004) multi-

dimensional and multi-perspective approach of genre analysis, which 

bridges the gap between New Rhetoric Studies and Australian Genre 

Theories, offers a comprehensive framework for analysing written 

discourse which takes into account the textual perspective, ethnographic 

perspective, socio-cognitive perspective and socio-critical perspectives. As 

shown in Figure 9a, the study has added visual image analysis to the 

textual perspective in Bhatia’s (2004) model to specifically analyze web-

based genres. Since multimodality, in particular, the electronic media is 

gaining importance nowadays (Bhatia, Flowerdew and Jones, 2008: 9), as 

shown in Figure 9a, the present study suggests adding the analysis of 

visual images (Kress and van Leeuwen 1996, 2006, and van Leeuwen, 

2006) to genre analysis (Bhatia, 2004) so as to examine homepages in a 

more exhaustive manner. Analysis of hyperlinks based on Storre (1999) 

should also be included for examining the different types and functions of 

hyperlinks and their communicative purposes. Unlike print texts which are 

rather static, web-based texts are dynamic and ever-changing. Diachronic 

comparisons of websites would be useful to examine genre dynamism 

because evolution and change are distinctive features in digital genre 

(Shepherd and Watters, 1998). Osman’s (2006) socio-cognitive strategies 

could be integrated into Bhatia’s (2004) socio-cognitive perspective in 

examining the use of promotional and informative strategies in the moves.  
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Figure 9a Hotel Website Research 

 

The aim of the present study is to conduct critical genre analysis of hotel 

homepages. It analyses the use of language and visual images on hotel 

homepages together with the organizational, professional and social 

practices of the hotel industry. It contributes to informing hotel 

practitioners and website designers about the communicative purposes, 

language and visual images of hotel homepages as a genre and the way in 

which they are designed and constructed. The study also examines change 

in website design and hence, discusses the change of values and social 

practices of the hotel industry. Hotel homepages is a unique genre for a 

critical investigation into the choices of language and visual images that 

are used, and how language, visual images and hyperlinks are constructed 

by hotel designers. Studying the hotel homepages has provided an 

opportunity to examine the relation between language, power and ideology.  

 

The study is interdisciplinary which contributes knowledge of website 

design not only to applied linguistics but also professional communication, 

social semiotics and marketing. It brings insights into ways of designing 
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hotel websites. Based on the findings, the following shows how hotel 

websites could communicate more effectively with readers.  

Hotels have to be more consumer-oriented when developing their websites. 

They could communicate with readers more effectively with a horizontal 

layout which implies that readers could read the whole page without 

scrolling up and down. The horizontal layout could also create a more 

‘cinematic’ effect as it resembles a movie screen which could draw readers 

into the virtual experience in a better way.  

 

Since the reading habits of consumers have now changed and consumers 

are now becoming more demanding, the texts on hotel homepages have to 

be short and concise Shorter texts with more photographs on the hotel 

websites help readers to scan the information quickly and experience how 

the hotel looks like without scrolling the long texts on the screen. 

Homepage on a single screen could improve the reading experience of 

hotel websites.  

 

Placing large photographs which shows the different products and services 

such as rooms, restaurants, and swimming pools of a hotel in flash format 

on the homepage would be useful because photographs could help readers 

to visualize the details of the hotel before making any purchase decision. 

Moreover, photographs should also reflect the reality so as to help hotels to 

tangiblize their products and services. Hotels could offer stimuli and 

prepare guests with the mind-set of luxury experience through photographs. 

Hotel homepages could focus the design on showing experience to readers 

so as to let readers feel the sense of luxury and comfort.  

 

In terms of language, in addition to evaluating the attributes of hotels 

positively from the hotels’ perspective, language that engages readers 

could be used, such as the use of more personal pronouns, language that 

arouses readers’ emotion, and a less formal tone so as to draw readers’ into 

the experience. The placement of positive comments by reputable travel 

magazines could also enhance credibility.  
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Since accommodation, dining, Hong Kong information, leisure facilities, 

meetings and events, and reservations are found to be the obligatory links 

of hotel homepages; hotels have to put all these items of information on 

their websites. Hotels could also hyperlink their websites with some 

reputable organisations or travel agents to enhance their brand images.  

 

In order to better understand the target audience, hotel websites could 

follow the method as suggested by the interviewee of the Peninsula Hong 

Kong. Hotels could use Google Analytics to check the audience reception 

of the website, such as the frequency of website visits each day, the 

number of visits of each page, and where and who the browsers come from. 

Moreover, like the InterContinental Grand Stanford Hong Kong, hotels 

could engage their websites in search engine marketing such the Global 

Distribution System (GDS) which allows people to book multiple airline 

tickets, reserve hotels and rent cars.  

 

Having a horizontal structure, large flash photographs and short text tend 

to be the patterns of nowadays’ hotel website design, the design as shown 

in Figure 9b, could also serve as a template for the design of corporate 

websites in other industries to engage readers.  

 
Figure 9b Corporate website design  

Similar to the design of hotel websites, corporate websites could be 

designed in a horizontal structure with a focal point based on an image. A 

single screen in horizontal layout could improve the online reading 

experience since readers nowadays readers prefer reading short texts on 

screen and the placement of a focal point on an image could create a more 
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direct effect in provoking emotional reaction from readers and deliver 

many messages at the same time (Jone and Hafner, 2012: 52).  

 

9.4 Limitations and suggestions for future research 

 

The limitations of the present study are that the researcher was not 

permitted to collect practitioners’ input from all the twelve hotels and 

could not gain ethnographic access to hotels for the observation of website 

design process so as to obtain more comprehensive insights for this critical 

genre analysis.  

 

The websites that were selected for the study were chosen from the five-

star alliance list. The study only examines luxury hotel websites in Hong 

Kong. Studies of websites of other categories of hotels such as three star 

and four star hotels could be done to compare the similarities and 

differences which would contribute to a better understanding of different 

levels of hotels of in Hong Kong appeal to specific target markets. In 

addition, further studies could focus on different geographical regions for 

intercultural comparisons to examine the different communication styles. 

Future research studies could also be conducted to analyse web texts of 

other genres such as websites of other industries and also non-commercial 

websites so as to offer insights into ways of improving website design in 

different industries.   

 

Finally, the validity of the findings could be further strengthened by 

including more participants in the web-user survey to further evaluate the 

appeal and usability of website designs. Since customers play an important 

role in determining the success of hotel websites, customer opinions in 

forums could also be incorporated into the analysis which could help hotel 

practitioners to review the performance of the websites.  
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Appendix I Move analysis 

 

1. Peninsula Hotel 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Introducing the content structure This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention This move shows the photograph of 

the hotel 

Establishing contact  The writer provides the hotel 

address and contact details.  

Establishing credentials This move establishes a renowned 

image and history of the hotel.  

Introducing accommodation This move informs readers on the 

quality of accommodation in the 

hotel.  

Introducing guest service This move informs readers on the 

luxurious transportation service 

specially provided by the hotel.  

Introducing restaurants  This move briefly describes some 

restaurants and bars of the hotel.  

Introducing leisure facilities This move informs readers on the 

leisure and sports facilities of the 

hotel.  
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2. Shangri-La 

Identifying the hotel The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Establishing contact The writer provides the hotel 

address and contact details.  

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention This move shows the photograph of 

the hotel 

Establishing credentials This move establishes the fame of 

the hotel.  

Introducing the location and 

views of the hotel 

This move informs reader on the 

favourable location and views of the 

hotel.  

Introducing the accommodation  This move informs readers on the 

quality of accommodation in the 

hotel.  

Introducing leisure facilities This move informs readers on the 

sports facilities of the hotel.  

Introducing restaurants  This move briefly mentions the 

restaurants and bars of the hotel.  

 

3. Intercontinental Grand Stanford Hong Kong 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 
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whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Clock showing local time This move shows the local time 

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention This move shows the photograph of 

the hotel 

Establishing contact  The writer provides the hotel 

address and contact details. 

Introducing the location and 

views of the hotel 

This move informs reader on the 

favourable location and the views of 

the hotel.  

Establishing credentials This move establishes the 

international fame and the quality 

service of the hotel.  

Introducing the accommodation  This move informs readers on the 

quality of accommodation in the 

hotel.  

Introducing restaurants This move briefly mentions the 

variety of restaurants of the hotel.  

Introducing leisure facilities This move informs readers on the 

sports facilities of the hotel.  

Introducing meetings and events 

facilities  

This move informs readers on the 

facilities of holding business 

meetings in the hotel. 

Introducing guest service This move informs readers on the 

transportation service provided by 

the hotel.  

Introducing the awards received  This move informs readers on the 
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rewards that the hotel received.  

4. Intercontinental Hotel  

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Clock showing local time This move shows the local time 

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website. 

Attracting attention This move shows the photograph of 

the hotel 

Establishing contact  The writer provides the hotel 

address and contact details. 

Establishing credentials This move establishes the 

international fame of the hotel. 

Introducing the location and views 

of the hotel 

This move describes the favourable 

location and views of the hotel.  

Describing the renovation and 

enhancements that the hotel has 

undergone 

This move describes the renovated 

rooms and facilities.  

Introducing accommodation and 

room facilities  

This move describes the number of 

rooms and room features.  

Introducing leisure facilities  This move briefly mentions the 

leisure facilities in the hotel.  
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Introducing restaurants  This move briefly mentions the 

variety of restaurants of the hotel.  

Introducing meetings and events 

facilities 

This move describes the number of 

function rooms of the hotel.  

Introducing the awards received  This move informs readers on the 

rewards that the hotel received.  

 

5. Langham Place Hotel Mongkok 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Attracting attention The move shows the photograph of 

the hotel 

Introducing the content structure   This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Establishing credentials This move establishes the fame and 

the specialization of the hotel.  

Introducing leisure facilities The move describes the spa of the 

hotel 

Introducing accommodation  This move emphasizes the spa 

accommodation of the hotel.  

Introducing restaurants  This move briefly mentions the 

variety of restaurants of the hotel.  

Introducing meetings and events 

facilities  

This move informs readers that 

there are conference rooms for 

business meetings.  

Establishing contact  The writer provides the hotel 
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address and contact details.  

 

6. The Langham Hong Kong 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Attracting attention The move shows the photograph of 

the hotel 

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Establishing credentials This move establishes the fame of 

the hotel.  

Introducing accommodation This move describes the number of 

rooms and room features.  

Introducing guest service This move describes the benefits of 

enjoying the club service.  

Introducing awards received  This move describes list out the 

awards received by the hotel.  

Introducing restaurants  This move briefly mentions the 

restaurants and bars of the hotel. 

Establishing contact  The writer provides the hotel 

address and contact details.  
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7. Grand Hyatt Hong Kong 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention The move shows the photograph of 

the hotel 

Establishing credentials This move establishes the fame of 

the hotel.  

Introducing the location and views 

of the hotel 

This move describes the favourable 

location and views of the hotel.  

Establishing contact  The writer provides the hotel 

address and contact details.  

Introducing accommodation  The writer introduces the number of 

rooms and facilities of the hotel.  

Introducing guest services  This move describes the guest 

services offered by the hotel.  

Introducing restaurants  This move briefly mentions the 

restaurants and bars of the hotel. 

Introducing leisure facilities  This move lists out some leisure 

facilities of the hotel.  

Introducing local attractions  This move describes the local 

attractions nearby the hotel. 

Introducing meetings and events 

facilities  

This move describes functions 

rooms and room facilities.  

Offering career opportunities  This move invites readers to search 



351 
 

for career in the hotel.  

 

 

8. Excelsior  

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention The move shows the photograph of 

the hotel 

Introducing the location and 

views of the hotel  

This move informs reader on the 

favourable location and views of the 

hotel. 

Establishing credentials This move introduces the fame of 

the hotel. 

Introducing restaurants   This move briefly mentions the 

restaurants and rooms of the hotel. 

Introducing accommodation  This move briefly mentions the 

accommodation.  

Introducing business facilities  This move provides information on 

the business of the hotel  

Introducing leisure facilities This move provide information on 

the leisure facilities 

Introducing the activities and 

events of the hotel   

This move informs readers about 

the hotel anniversary activities.  

Establishing contact  The writer provides the hotel 



352 
 

address and contact details.  

Clock showing the local time  This move informs travelers about 

the local time  

 

 

9. Four Seasons Hotel Hong Kong 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Establishing contact  The writer provides the hotel 

address and contact details. 

Attracting attention The move shows the photograph of 

the hotel 

Introducing the content structure This move is the main menu of the 

website which offers readers 

information of different parts of the 

website. 

Establishing credentials This move introduces the merits of 

the hotel. 

Introducing the location and views 

of the hotel 

This move describes the favourable 

location and views of the hotel.  

Introducing accommodation The writer briefly mentions the 

rooms of the hotel.  

Introducing the awards received  The writer mentions the positive 

comments received by the hotel.   
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10. Mandarin Oriental Hong Kong 

Identifying the hotel 

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Introducing the content structure This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention The move shows the photograph of 

the hotel 

Introducing the awards received  The writer mentions the positive 

comments received by the hotel.  

Establishing credentials This move establishes the fame of 

the hotel.  

Introducing the location and views 

of the hotel 

This move describes the favourable 

location and views of the hotel.  

Introducing accommodation  The writer introduces the number of 

rooms of the hotel.   

Introducing restaurants  This move briefly mentions the 

restaurants and bars of the hotel. 

Introducing leisure facilities  This move briefly mentions the spa 

of the hotel 

Introducing activities and news of 

the hotel 

This move describes the news or 

the recent events of the hotel.  

Establishing contact  The writer provides the hotel 

address and contact details.  

Clock showing the local time  This move informs travelers about 

the local time  
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11. The Landmark Mandarin Oriental Hong Kong  

Identifying the hotel The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Introducing the content structure  This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention The move shows the photograph of 

the hotel 

Introducing the location and views 

of the hotel 

This move describes the favourable 

location and views of the hotel.  

Establishing credentials This move establishes the fame of 

the hotel. 

Introducing accommodation The writer briefly mentions the 

rooms of the hotel.  

Introducing leisure facilities This move briefly mentions the spa 

of the hotel 

Introducing the awards received  This move informs readers on the 

rewards that the hotel received.  

Establishing contact  The writer provides the hotel 

address and contact details.  

Clock showing the local time The writer informs readers on the 

local time.  

 

 

 

 

 



355 
 

12. Le Meridien Cyberport  

Identifying the brand  

 

The move identifies the name and 

the region of the hotel. It enables 

readers to keep track of the 

whereabouts on the net. It serves as 

an image-creating strategy and is 

realized by a logo.  

  

Establishing contact  The writer provides the hotel 

address and contact details. 

Introducing the content structure   This move is the main menu of the 

website which offers readers 

information of different parts of the 

website.  

Attracting attention The move shows the photograph of 

the hotel 

Introducing the location of the 

hotel  

This move describes the favourable 

location of the hotel.  

Establishing credentials This move introduces the merits of 

the hotel. 

Introducing accommodation This move describe the number of 

rooms in the hotel.  

Introducing leisure facilities   This move briefly mentions the 

leisure facilities of the hotel.  

Introducing restaurants  This move briefly mentions the 

number of restaurants and bars in 

the hotel. 

Clock showing the local time This move informs travelers about 

the local time  

Introducing the members of the 

hotel 

The writer describes the members 

of the hotel  
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Appendix II Appraisal analysis of the twelve hotel homepages  

 
This section shows the appraisal analysis (Martin and White 2005, Hood 2010) of the introductory text on the hotel homepages with the aim to 
examine the interpersonal values via particular semantic resources used by the writers.  
 
Key to text analysis annotations  

Attitude underline 
Force italics  
Focus corbel 
Engagement bold  
 
1. Peninsula Hong Kong 
Moves Target of 

Evaluation 

Attitudinal terms Graduation  Dialogic 

nature 

Identifying the hotel 

(logo) 

/ / / / 

Introducing the content 

structure (menu bar) 

/ / / / 

Attracting attention 

(Greeting) 

Welcome to the Peninsula 
Hong Kong 

 

 
readers 

 

 
+affect  

  
 
monogloss 

Establishing credentials 

The Peninsula Hong Kong has 
long been hailed as one of the 

finest hotels in the world. 
Created nearly 80 years ago in 
the glamorous 1920s, the 
legendary "Grande Dame of 

the Far East" continues to set 

 
the hotel  
 
history 
 

 
 
+ appreciation (reaction, impact),  
(valuation) 
 
+ appreciation (reaction, quality) 
+ appreciation (valuation)x2 
 

 
 
Quantification: extent:scope:time, intensification:process 
Intensification: quality (superlative) 
Quantification: extent :scope :time 
Intensification: quality (infused)  
Intensification: quality (infused)  
Intensification:quality (infused)metaphor 

Heterogloss: 
Expand: 
attribute: 
distance 
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hotel standards worldwide, 
offering a blend of the best of 
Eastern and Western 
hospitality in an atmosphere of 
unmatched 
classical grandeur and timeless 
elegance. 

+appreciation (valuation) 
+ appreciation (valuation) 
 
 
 
+ appreciation (reaction, quality)  
+ appreciation (reaction, quality)  
 

Quantification: extent: scope:space  
Intensification: quality (infused) x2  
 
 
Intensification: quality, maximization 
Intensification: quality  
Intensification: quality  

Introducing accommodation 

The Peninsula Hong Kong 
offers the ultimate in luxury 
accommodations with the most 
spacious hotel rooms and 
suites in Hong Kong. Each one 

of the hotel's opulent guest 
rooms is comfortable and 
stylish and equipped with 
advanced technology for the 
convenience of hotel guests –  

 
rooms 
 

 
 
+appreciation (valuation)  
 
+appreciation (reaction, quality)  
 
+appreciation (reaction, quality)  
+appreciation (reaction, quality) 
+appreciation (reaction, quality)  
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
 

 
 
Intensification: quality, maximization  
Intensification: quality (superlative)  
 
Quantification: extent: scope:space  

monogloss 

Introducing guest service 

underlined, of course, by the 
world-famous Peninsula 
service. The hotel's celebrated 
fleet of Rolls-Royce Extended 
Wheelbase Phantoms, together 
with The Peninsula's helicopter 
shuttle service from the hotel's 
rooftop helipad, offer hotel 
guests luxurious transportation 
to and from Hong Kong 

International Airport and 
around Hong Kong. 

 
service 
 
Rolls Royce 
transportation 
 
 

 
 
+appreciation (valuation) 
+appreciation (valuation)  
 
 
 
 
 
+appreciation (reaction, quality)  
 
+appreciation (reaction, quality)  
 

 
Intensification: quality (modality) 
Intensification: quality, maximization 
 
Quantification: number (infused) 
Quantification: extent: scope: space 
 
 
 
 
Quantification: extent: distance: space 
 
Quantification: extent: distance: space 

Heterogloss:  
contract: 
proclaim: 
concur: affirm  

Introducing restaurants  

The restaurants and bars at The 
 
restaurants 

  
 

Monogloss 
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Peninsula Hong Kong are 
among the most exclusive and 
most elegant in Hong Kong. 
Renowned as one of the best 
French restaurants in Asia, 
Gaddi's is Hong Kong's most 

elegant dining experience 
while Felix offers a sleek and 
stylish city rendezvous with 
stunning views across the 
harbor. Afternoon tea at The 
Peninsula's Lobby is a Hong 
Kong institution, and the best 

authentic Cantonese food in 
town is served in Spring 
Moon. 

and bars 
 
 
Gaddi’s 
 
Felix 
 
 
 
 
Spring Moon 

 
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality)  
+appreciation (valuation) x2 
 
+appreciation (reaction, quality)  
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality)  
+appreciation (reaction, impact) 
 
 
+appreciation (valuation)  
+appreciation (reaction, quality) 
 

 
Intensification: quality (superlative) 
Intensification: quality (superlative) 
Intensification: quality (superlative) 
 
Intensification: quality (superlative) 
 
 
 
Intensification: quality, Quantification: extent: 
distance:space 
 
Intensification: quality (superlative) 
Valeur: authenticity  

 
 
Heterogloss: 
expand: 
attribute: 
distance 

Introducing leisure facilities 

The hotel features a state-of-

the-art fitness center and a 
huge Roman-style swimming 
pool. The pool opens onto the 
hotel's sun terrace, providing 
an incredible view of Victoria 
Harbour and Hong Kong 
Island. The new Peninsula Spa 
by ESPA is a harmonious 
combination of The 
Peninsula's legendary service 
and the world's leading spa 
consultancy, ESPA, offering 
luxurious bespoke treatments 
for both body and mind. 

 
fitness centre 
swimming 
pool 
 
 
view 
spa 

 
 
+appreciation (reaction, quality)  
+appreciation (reaction, quality)x2 
 
 
 
+appreciation (reaction, impact)  
 
+appreciation (reaction, quality) 
+appreciation (composition)  
 
+appreciation (valuation)  
+appreciation (valuation)  
 
+appreciation (reaction, quality) x2 
 
 

 
 
Intensification: quality, maximization 
Quantification: mass 
 
 
Quantification: extent:scope: space 
 
 
 
 
 
Intensification: quality, infused 
Intensification: quality, maximization  
 
 
Quantification: extent: scope: space 

monogloss 
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Total: Affect 1 
Appreciation: reaction: impact 3 
       quality 23 
valuation 13 
composition 1 
Intensification: superlative 7 
    Maximization 5 
  Quantification: extent 8, number 1, mass 1 
 
 
2. Shangri-La Kowloon 
Moves Target of 

Evaluation 

Attitudinal terms Graduation  Dialogistic 

positioning 

Identifying the hotel (logo) / / / / 

Establishing contact / / / / 

Indicating the content 

structure 

/ / / / 

Attracting attention (Greeting)  

Welcome to Kowloon Shangri-La 
Hong Kong 

 
readers 

 
+affect 

 monogloss 

Establishing credentials 

The award-winning Kowloon 
Shangri-La, known for its 
legendary warm and friendly 
hospitality, 

the hotel 
 
 
service 

 
+appreciation (valuation)  
+appreciation (valuation)  
+appreciation (reaction: impact) x2 
 

 
 
 
Intensification: quality 
infused 

Heterogloss: 
expand: 
attribute, 
distance 

Introducing the location and 

views of the hotel 

is conveniently situated in the Tsim 
Sha Tsui East shopping and 
entertainment district overlooking 
the world famous Victoria Harbour.  

 

 
location 
 
view 

 

 
+appreciation (reaction, quality)  
 
 
+appreciation (valuation)  
 

 
 
 
 
 
Intensification: quality 
Maximization  

monogloss 

Introducing the accommodation  

All its 700 guest rooms and suites, 
   

Quantification: extent:scope:space  
monogloss 
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amongst the most spacious in town, 
offer the ultimate in luxurious 
comfort and feature a floor-to-
ceiling bay window commanding 
breathtaking harbour views or 
exciting city vistas. 

 
rooms 
 
 
view 

 
+appreciation (reaction, quality)  
+appreciation (valuation), (reaction, 
quality) 
+appreciation (reaction, quality)  
+appreciation (reaction, impact)  
+appreciation (reaction, impact)  

Intensification (superlative) 
Intensification:quality, maximization  
 
 
Intensification:quality, maximization  
 

Introducing leisure facilities 

Complementing its exemplary 
services are state-of-the-art fitness 
facilities and  

 
service 
fitness 
facilities 

 
+appreciation (valuation)  
+appreciation (reaction, quality)  
 
 

 
Quantification: extent: scope: space, 
Intensification: quality (infused) 
Intensification: quality, maximization 
 

monogloss 

Introducing restaurants and bars 
a range of fine restaurants and bars 
enhanced by our warm and caring 
people. 

 
restaurants 
staff  

 
+appreciation (reaction, quality) 
+judgment (capacity) x2  
 

 
Quantification: extent: scope: space 
Intensification: process 

monogloss 

 
Total: Affect 1 
  Appreciation: reaction: impact 4 
      quality 6 
    valuation 5 
    judgment 2 
  Intensification: quality 3, superlative 1, maximization 4 
  Quantification: extent 1, number 1 
 
3. InterContinental Grand Stanford 
Moves Target of 

Evaluation 

Attitudinal terms Graduation  Dialogistic positioning 

Identifying the hotel (logo) / / / / 

Clock showing local time / / / / 

Introducing the content 

structure  

/ / / / 
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Introducing the location and 

views of the hotel 

InterContinental Grand Stanford 
Hong Kong offers breathtaking 
views of Hong Kong's Victoria 
Harbour and is conveniently located 
in the shopping, business and 
entertainment districts of Tsim Sha 
Tsui East, in Kowloon. 

 
 
 
views 
 
location  

 

 

 
+appreciation (reaction, impact)  
 
+appreciation (reaction, quality)  
 

 
 

 
 
 
Intensification: quality, maximization  
 
Intensification: process 
 
 

monogloss 

Establishing credentials 

Internationally renowned, the hotel 
offers both business and leisure 
travellers to Hong Kong the highest 
levels of service in a friendly, yet 
elegant five-star hotel environment. 

the hotel 
 
 
service 

 
+appreciation (valuation) 
 
+appreciation (valuation) 
+affect 
+appreciation (reaction, quality), 
(valuation)  
 

 
Intensification: quality 
 
Quantification: extent:scope:space 
Intensification: quality (superlative) 
 
 

 
Heterogloss: expand: 
attribute: distance 
 
contract: disclaim: counter 

Introducing the accommodation 

The 578 luxuriously-appointed 
rooms and suites either present the 
best harbour views of any of the 
five star hotels in the Hong Kong or 
overlook the vibrant streets of Tsim 
Sha Tsui East. 

 
rooms 
views 
 
 
Hong Kong 

 
+appreciation (reaction, quality) 
+appreciation (valuation) 
 

 
+appreciation (reaction,impact) 

 
Quantification: number 
 
Intensification: quality (superlative) 
 

monogloss 

Introducing restaurants 

InterContinental Grand Stanford 
Hong Kong offers a wide selection 
of world-class dining outlets (from 

Italian to regional Cantonese and 
international buffet),  

 
restaurants 

 

 
+appreciation (reaction, quality) 
+appreciation (valuation),  
(reaction, quality) x 3 
+appreciation (reaction) 
 

 
 
Quantification: extent:scope: space 
Intensification: quality, maximization 
Quantification: extent: scope:space 

monogloss 

Introducing leisure facilities 

together with an array of hotel 
facilities that include a rooftop 
heated outdoor swimming pool, a 
hotel Fitness Centre and The Place 
for Body and Mind. 

 
leisure facilities 
 
  

 
 
+appreciation (reaction, quality)x3 
 
 

 
Quantification: extent: scope:space 
 
 
 
 

monogloss 
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Introducing meetings and events 

facilities 

Internationally renowned among the 
business hotels in Hong Kong, 
InterContinental Grand Stanford 
Hong Kong is perfectly located for 
meetings. The hotel provides 
extensive and sophisticated banquet 
and conference facilities under the 
expert guidance of the hotel's 
Catering and Conference Services 
team. A fully equipped Business 
Centre is also available for the 
convenience of hotel guests and 
meeting delegates. InterContinental 
Grand Stanford Hong Kong offers a 

variety of meeting and conference 
facilities to suit any occasion, from 

corporate meetings and full-scale 

conferences to gala dinners and 
wedding celebrations. 

 
 
business 
facilities  
 
 
 
location 
facilities 
 
service 
 
Business Centre 
 
 
 
facilities  

 

 
+appreciation (valuation) 
 
 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality), 
(valuation) 
+judgment (capacity) 
 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
 
 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
 
 

 
 
Intensification: process 
 
 
Intensification: quality maximization, process 
 
Quantification: extent:scope:space 
 
Intensification: quality maximization  
 
Intensification: quality, maximization 
 
 
 
 
Quantification:extent:scope:space 
Quantification: extent:scope:space 
Quantification: extent:scope:space 

Heterogloss: expand: 
attribute: distance  

Introducing guest service 

InterContinental Grand Stanford 
Hong Kong offers a complimentary 
shuttle bus service to the Star Ferry 
area and is ideally situated for hotel 
guests interested in exploring Hong 
Kong, as it is within easy reach of 
Kowloon-Canton Railway and the 
MTR underground. 

 
 
shuttle bus 
 
Star Ferry 
 
Railway 

 

 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
 
 

 
 
 
 
Intensification: quality, maximization 

monogloss 

Introducing the awards received 

(image only) 
    

 
Appreciation: reaction: quality 20 
       Impact 2 
     Valuation 6 
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Intensification: quality: maximization 8 
       Superlative 2 
Quantification: number 2, extent 6 
 
4. InterContinental Hong Kong 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel (logo) / / / / 

Clocking showing local time / / / / 

Introducing the content 

structure 

/ / / / 

Attracting attention 

(photograph) 

/ / / / 

Establishing Credentials 

Internationally acclaimed as one of 
the world's top hotels for business 
and leisure,  

 
the hotel 

 
+appreciation (valuation) 
+appreciation (valuation) 
 
 

 
Quantification: extent:scope:space 
Intensification: quality, maximization  

Heterogloss: expand:  
Attribute: distance 

Introducing the location and 

views of the hotel 

InterContinental Hong Kong, with 
its unique and convenient Kowloon 
waterfront location, offers 
unrivalled views of Victoria 
Harbour and Hong Kong Island, 
and unparalleled service and 
facilities. 

 
 
 
location  
view 
 
service and 
facilities 

 

 

 
+appreciation (valuation), (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (valuation) 
 
+appreciation (valuation) 
 
 

 
 
 
Valeur: specificity 
 
Intensification: quality, maximization 
 
Intensification: quality, maximization 

monogloss 

Describing the renovation and 

enhancements that the hotel has 

undergone 

As the Asia-Pacific flagship for 
InterContinental Hotels & Resorts, 
InterContinental Hong Kong has 

 
 
 
the hotel 
 
 

 

 

 
+appreciation (valuation) 
 
 

 
 
 
Intensification: quality, maximization  
 
 

Monogloss 
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undergone major enhancements, 
which have positioned it as Hong 
Kong's most stylish hotel. These 
have included the contemporary 
new-look Lobby, the state-of-the 
art Club InterContinental 
(Executive Lounge), the feng shui 
inspired I-Spa and Fitness Centre 
and SPOON by Alain Ducasse. The 
hotel also renovated the 
InterContinental Ballroom and 
harbourview function rooms, as 

well as its acclaimed Cantonese 
restaurant, Yan Toh Heen. In 2005 
the hotel introduced THE STEAK 
HOUSE winebar + grill and has 
renovated all of our guest rooms 
and opened NOBU restaurant in 
2006. 

enhancement  
 
lobby 
club 
 
 
 
 
 
Cantonese 
restaurant 
 
 
guest rooms 

+appreciation (reaction, quality) 
 
+appreciation (reaction, quality ) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x2 
 
+appreciation (reaction, quality) 
 
 
 

  
+appreciation (reaction, quality) 
+appreciation (valuation) 
 
 
 

Intensification: quality 
 
Intensification: quality (superlative) 
 
Intensification: quality, maximization 
 
 
 
 
 
 
Quantification: extent:scope:space 
 
 
 
 
Quantification: extent: scope: space  
 

 

 

 

 

 

 

 

 

 

 
Heterogloss: expand: 
Attribute: distance 

Introducing accommodation  

The hotel features 495 guest rooms, 
including 92 harbourview suites, all 
of which have highspeed broadband 
internet access and 24-hour butler 
service and in-room dining for all 
rooms. Other "around-the-clock" 
services include 24-hour "Insider 
Concierge" and business services. 
New 'Contemporary guest rooms 
and suites' all have 37" SHARP 
LCD televisions, Bose DVD/CD 
home entertainment sound systems 
with iPod docking stations and 
high-speed wireless broadband 
access.  
The hotel has launched its stunning 
new Presidential Suite, one of the 

most spectacular in Asia and the 
largest in Hong Kong at 7,000 

 
guest rooms 
 
internet 
 
 
service 
 
rooms 
 
 
 
 
internet 
 
Presidential 
Suite 
 
 
 

 

 
+appreciation (reaction, quality) 
+appreciation (reaction, qaulity) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
 
 
+appreciation (reaction, quality) x2 
 
 
 
 
+appreciation (reaction, quality)x2 
 
+appreciation (reaction, impact) 
+appreciation (reaction, quality) 
+appreciation (reaction, impact) 
+appreciation (reaction, quality) 

 
Intensification : process 
Quantification:extent:number, scope:space  
 
Quantification: extent:number 
Quantification: extent:scope:space 
Quantification: extent:scope:time 
Quantification: extent:scope:time 
 
 
Quantification: extent:scope:space 
 
 
 
 
 
 
Intensification: quality, maximization 
Intensification: quality, (superlative) 
 

Monogloss 
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square feet with a 2,500 square feet 
terrace with infinity swimming pool 
overlooking Victoria Harbour and 
Hong Kong Island. There are also 
two new specialty suites (The CEO 
Suite and Terrace Suite), both with 
large outdoor terraces and Jacuzzis 
overlooking Victoria Harbour. 

swimming pool 
 
 
suites 
 
terraces 

 
+appreciation (reaction, quality) 
 
 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality)x2 
 
 
 

Quantification: extent (superlative): 
scope:space, Intensification: quality  
Intensification: quality, maximization  
 
 
 
Quantification: extent :scope :space 
Quantification: mass 
 
 
 
 

Introducing leisure facilities 

Superb leisure facilities include a 
large outdoor heated swimming 
pool and unique trio of infinity spa 
pools. The luxurious I-Spa, with its 
feng shui inspired ambiance, is 
Hong Kong's ultimate spa retreat 
with private spa suites, each with its 

own Jacuzzi, sauna, steam shower 
and massage facilities. The Fitness 
Centre is open 24-hours.  
 

 
swimming pool 
 
 
 
 
spa 

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality)x3 
+appreciation (valuation), (reaction, quality) 
+appreciation (reaction, quality)  
+appreciation (reaction, quality)  
+appreciation (valuation) 
+appreciation (reaction, quality) 
 
 
 
 

 
Intensification: quality, maximization 
Quantification:mass 
Intensification: quality, maximization 
 
 
Intensification: quality, maximization 
Quantification: extent:scope:space 
 
 
Quantification: extent:scope:time 

monogloss 

Introducing restaurants  

Dramatic dining options include 
SPOON by Alain Ducasse, Yan Toh 
Heen (Cantonese), THE STEAK 
HOUSE winebar + grill and 
Harbourside (popular for its 
extensive international buffets). 
The Lobby Lounge is renowned for 
its spectacular panoramic views of 
Victoria Harbour and Hong Kong 
Island. Drinks, snacks, afternoon 
tea or evening cocktails here with 
the Hong Kong skyline as the 
dramatic backdrop is a magical 
experience. 

 
restaurants  
 
 
 
the steak house 
lobby lounge  
 
view 

 
+appreciation (reaction, impact) 
 
 
 
+affect 
+appreciation (reaction, quality) 
+appreciation (valuation),  
+appreciation (reaction, impact & quality) 
 

 

 
 

+appreciation (reaction, impact) x2  

 
 
 
 
 
 
Quantification: extent:scope:space 
 
Intensification: quality (infused) 

Monogloss 
 
 
 
 
 
 
Heterogloss: expand: 
attribute: distance  
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Introducing function rooms  
The InterContinental Ballroom 
(Hong Kong's largest) and 11 
harbourview function rooms, have a 
refreshed modern look and the 
latest technology. 

  

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x2 
+appreciation (reaction, quality) 
 

 

 
Quantification: mass, number (superlative) 
 
 
Intensification: quality (superlative) 

 

Introducing award received  

 
    

 
Appreciation: reaction: impact 6 
       quality 39 
Valuation 10 
Intensification: quality: maximization 10 
     Superlative 5 
    Quality 3 
Quantification: number 3 
    extent 14 
 
 
 
5. Langham Place, Mongkok 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic positioning 

Identifying the hotel (logo) / / / / 

Attracting attention 

(photograph) 

/ / / / 

Introducing the content 

structure  

/ / / / 

Establishing credentials the hotel    
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Langham Place, Mongkok, Hong 
Kong builds on The Langham 
legend of 141 years while 
introducing a refreshingly modern 
five-star Luxury Hong Kong Spa 
hotel of clean lines and hi-tech 
delivery. Langham Place, 
Mongkok, Hong Kong is more 
than just a luxury spa hotel in 
Hong Kong, it is the PLACE. 

 
history  

 

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x2 
+appreciation (reaction, quality)  
+appreciation (reaction, quality) x2 
 
 
+appreciation (valuation) 
 
  

 
 
Quantification: extent:scope:time 
Intensification: quality (isolated) 
 
 
 
Intensification: quality 

 
Heterogloss: contract: disclaim: 
counter 
 
 
 

Introducing leisure facilities 

and accommodation 

As a true five-star luxury Spa 
hotel in Hong Kong, Langham 
Place, Mongkok, Hong Kong is 
home to Chuan Spa which 
straddles the top three floors of 
the Hotel and introducing one of 

the first luxury Spas to specialize 
in traditional Chinese medicine 
while offering all the 
international treatments and 
massage you have come to 
expect. Chuan Spa is not only a 

day spa but a luxurious 
residential spa with hotel 
accommodation available 
featuring a "secret" entrance 
directly to the Spa. The state of 

the art Health Club in Hong 
Kong and outdoor heated pool in 
the sky are further essential 
ingredients of this sensory 
multiplex. 

 
 
hotel 
 
 
 
 
spa 
 
 
 
 
 
accomodation 

 

 
+appreciation (valuation)  
 

 

 
 
 
+appreciation (valuation) 
+appreciation (valuation), (reaction, 
quality)  
+appreciation (reaction, quality) 
 
 
+appreciation (reaction, quality)x2 
 
 
+appreciation (reaction, quality) 
+appreciation (valuation) 
 
+appreciation (reaction, quality)x2  
+appreciation (valuation) 
+appreciation (reaction, quality) 
 
 
 

 
 
Valeur: authenticity, 
intensification:quality 
 
 
Quantification: extent :scope :space 
Quantification: extent:scope:time 
Intensification: process 
 
Quantification: extent:scope:space 
 
 
 
Intensification: quality  
 
 
 
Intensification: quality, maximization 
 
 
Quantification: extent:scope:space 

Monogloss 
 
 
 
 
 
 
 
Heterogloss: contract: disclaim: 
counter 
 
 
Heterogloss: contract: disclaim: 
counter 

Introducing restaurants    monogloss 
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Speaking of Ingredients part of 
the essential recipe for this five-
star luxury Hong Kong spa hotel 
are our deluxe restaurants and 
professional business 
conference rooms in Hong Kong. 
Ming Court offers superb 
traditional oriental cuisine and 
The Place has a wholesome a la 
carte menu or a sumptuous buffet 
(you'll need to watch your 
waistline). The Backyard comes 
alive on weekend evenings with a 
BBQ under the stars and Portal 
serves everything from great 

nibbles and bar meals through to 

an eclectic range of oysters and 
shellfish. 

restaurants  
 
 
 
 
Ming Court 
The Place 
 
 
 
 
Portal 
 
 

 
+appreciation (valuation) 
+appreciation (reaction, quality) x2 
+appreciation (valuation) 
+appreciation (reaction, quality) 
 
 
+appreciation (valuation) x3 
+appreciation (valuation) 
+appreciation (reaction, quality) 
 
 
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality)  
 

 
 
 
 
 
 
Intensification: quality, maximization 
 
 
 
Intensification: metaphor  
 
 
Intensification: metaphor 
Quantification:extent:scope:space 
 
Quantification: extent:scope:space 

Introducing meetings and 

events facilities  

In addition, our events team cater 

for 
wedding banquets, business 

conference meetings, parties, 

corporate lunch's, award 
ceremonies and gala dinners with 
equal experience and finesse 

 
 
business 
facilities 

 

 

 

 

 
 
 
 
+judgment (capacity)  
+judgment (capacity) 
 

 
 
Quantification: extent:scope:space 
 
 
 

monogloss 

Appreciation: reaction: quality 20 
   Valuation 11 
   Judgement: capacity 2 
Intensification: quality 4 
   Maximization 2 
   Metaphor 1 
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Quantification: extent 9 
Focus: sharpen 1 
 
 
 
6. Langham Hong Kong 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel (logo) / / / / 

Attracting attention  / / / / 

Introducing the content 

structure  

/ / / / 

Establishing credentials 

As the only member of The 
Leading Hotels of the World in 
Hong Kong,  

 
the hotel 

 
+appreciation (valuation) 
 
 

 
Valeur: specificity  

Monogloss 
 

Introducing accommodation 
the hotel offers 495 luxurious 
rooms and suites, including 150 
brand new Grand Rooms. Very 
stylish, timeless and elegant, the 
brand new Grand Rooms are 
beautifully presented using high 
luxury fabrics and textiles, 
including hardwood floors, rich, 
ornate hand woven carpets, silk 
drapes and gold-leaf artwork. 
Adding to the dramatic effect of 
the design, each Grand Langham 
room is highly intelligent, 
equipped with 37” flat screen TV, 
DVD player and i-Home audio 
system and the highlight of the 
renovation is the spacious new 

open plan spa -like bathrooms. 

 
Rooms 
Grand Rooms 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x3 
+appreciation (reaction, quality)  
+appreciation (reaction, quality) x2 
 
+appreciation (reaction) 
+appreciation (reaction) x3 
+appreciation (reaction) x2 
+appreciation (reaction, impact)  
 
+appreciation (valuation)  
+appreciation (reaction, quality)  
 
 
+appreciation (reaction, quality) x4 

 
Quantification: number x2 
 
Intensification: repetition 
Intensification: quality 
 
Intensification: process 
 
 
 
 
Quantification: 
extent:scope:spacex2 
Intensification: quality 
Quantification: extent:scope:space  
 
 
Intensification : quality : repetition 

Monogloss 
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Introducing guest service 

The Langham Hotel Club, located 
on the 11th floor, provides 
exclusive and personalized 
services daily between 7:00am 

and 11:00pm. By paying an 
additional daily supplement, 
guests staying in any room 

category can enjoy full Langham 
Hotel Club benefits such as daily 
breakfast in the Club Lounge, in-
room broadband internet 
connection, local telephone calls 
and daily personal laundry 
allowance etc. 

 
the hotel club 

 

 
 
+appreciation (reaction, quality) x2 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
 
+affect 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x2 
 
 

 
 
 
Valeur: specificity x2 
Quantification: extent:scope: time 
x2 
Quantification: extent:scope: time 
Quantification: extent:scope:space 
Quantification:extent:scope:space 
Quantification: extent:scope: time 
 
Valuer: specificity x3 
 
Quantification: extent:scope: time 
 

monogloss 

Introducing award received  

International accolades received 
by The Langham includes 
“World's Top 500 Hotels” (Jan 
2008 and Jan 2007) as well as 
“Top 50 Hotels in Asia” (Aug 
2007)by US Travel + Leisure.   It 
is also named as one of “75 Top 
Hotels in Asia” by Conde Nast 
Traveller(Nov 2007). 

 
The hotel 

 
+appreciation (valuation) 
 
+appreciation (valuation) 
 
+appreciation (valuation) 
 
+appreciation (valuation) 
 
 

 
Quantification: extent:scope:space 
Intensification: 
Maximization x3 

Heterogloss: 
contract: proclaim: 
endorse 

Introducing restaurants 

The hotel also features five award 
winning restaurants and a bar, 
namely T'ang Court, The 
Bostonian Restaurant, Main St. 
Deli, L'Eclipse, Palm Court and 
Tsar Bar. 

 
restaurants 

 
+appreciation (valuation) 
 

 

 

 
 

 
Intensification: quality 

monogloss 

Establishing contact / / / / 



371 
 

 
Appreciation: reaction: impact 1 
quality 28 
     valuation 7 
Quantification: extent 7 
   Number 3 
Intensification: quality 3  
  Maximization 3 
 
7. Grand Hyatt Hong Kong 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel (logo) / / / / 

Introducing the content 

structure (menu bar) 

/ / / / 

Attracting attention 

(photograph) 

/ / / / 

Establishing credentials  

Grand Hyatt Hong Kong Hotel in 
China is positioned among the 

finest luxury hotels in the world 

 
the hotel 

 

 
+appreciation (valuation) 
 
 

 
 
Intensification: quality 
superlative 

Heterogloss: 
expand: 
attribute: 
distance 

Introducing the location and 

views of the hotel 

and with magnificent views of 
Hong Kong's renowned Victoria 
Harbour. The Grand Hyatt Hong 
Kong enjoys a central location on 
Hong Kong Island, in the very 
heart of this vibrant and exciting 
city. The hotel is conveniently 

interconnected with the HKCEC 

 

 
the views 
the location  
 
the hotel 

 

 
+appreciation (reaction, quality) 
+appreciation (valuation)  
 
+appreciation (compositon) 
+appreciation (composition), 
+appreciation (reaction, impact)x2 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 

 
 
Intensification: quality (infused) 
 
 
Intensification : process, Valeur:specificity 
 
 
Valeur: specificity  
Intensification : process, Quantification : 

Monogloss 
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(Hong Kong Conventions and 

Exhibition Centre) and only 40 

minutes from Hong Kong Airport.  

 

 

 

 

extent : scope : space 
Quantification:extent:scope : time 

Establishing contact / / / / 
Introducing accommodation 

Rooms & Amenities  
549 Rooms & Suites  
Most Rooms with Hong Kong 
Harbour View  
Grand Club Rooms & Lounge  
High-Speed Internet Access 

accommodations  

 

 

 

 

 
+appreciation (reaction, quality)  
 

 
 
Quantification: number x2 

monogloss 

Introducing guest services 

Guest Services  
Personalised butler service 
available for speciality suite guests  
Visit China Visa Service  
Business Centre  
Private Yacht Available 

guest services  

 
+appreciation (reaction, quality) 
 
 
 
+appreciation (reaction, quality) 

 
 
Valeur: specificity  
 
 
 
Valeur: specificity 

monogloss 

Introducing restaurants  

Dining & Entertainment  
8 Award-winning Restaurants and 
Bars  
Tiffin Lounge for All-Day Dining  
The Grill Poolside Restaurant  
Champagne Bar 

restaurants  

 
+appreciation (valuation) 
 

 
 
 
 
Quantification:extent:scope:time 

monogloss 

Introducing leisure facilities 

Activities  
Plateau Spa  
Five Fitness and Exercise Studios  
Outdoor Swimming Pool (Heated)  
400-metre Jogging Track 

  

 

 

 
+appreciation (reaction) x2 

 
 
 
 
 
Quantification: 
Extent: scope: space 

monogloss 

Introducing local attractions 

Local Attractions  
Aberdeen Harbour  
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Appreciation: reaction: impact 2 
     Quality 11 
   Valuation 4 
   Composition: balance 2 
Judgement: propriety 1 
Force 1 
Intensification: superlative 1 
   Quality 1 
Quantification: number 4 
    Extent 4 
 
 
 

Boat tours to the outlying islands  
Hollywood Road antique shops  
Peak Tram - historical funicular 
railway 

 
+appreciation (reaction, quality) 
+appreciation (valuation) 

Introducing meetings and events 

facilities  

Meetings & Events  
Ballroom for up to 950 guests  
25 Meeting Rooms  
Wireless High-Speed Internet 
Access in all Meeting Rooms  
Dedicated Convention Services 
Team 

  

 

 

 

 
+appreciation (reaction, quality) x2 
 
+judgment (propriety)  

 

 

 
Quantification: extent: scope: space 
Quantification: number  
 
Quantification: extent:scope:space 

 

Introducing career opportunities  

Hyatt Careers  
Search for career opportunities at 
this Hyatt hotel 
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8. Excelsior 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel (logo)     

Introducing the content 

structure  

    

Attracting attention (Greeting) 

Where friendly courteous service 
comes at standard at the heart of 
Causeway Bay 

 
the hotel 

 
+appreciation (reaction/affect)x2 
+appreciation (valuation), 
(composition) 

 
Intensification: quality 
Valeur: specificity 

monogloss 

Introducing the location and 

views of the hotel 

The Excelsior, Hong Kong is in the 
heart of the entertainment, 
business and shopping district, with 
spectacular views over Victoria 
Harbour.  

 
 
the location 
 
the views 

 

 
 
+appreciation (composition) 
 
+appreciation (reaction, impact)  
 
 

 
 
 
Valeur: specificity  
 
Intensification: quality (infused) 

monogloss 

Establishing credentials 

It’s also notable for its history, 
standing on Lot No.1, the very first 

plot of land sold at auction when 

Hong Kong became a British 
Colony in 1841. 

 
history 

 
+appreciation (valuation) 
+appreciation (reaction, quality)  
+appreciation (reaction) 

 
 
Intensification: quality 
Quantification: extent: distance: time 

monogloss 

Introducing restaurants   

With its excellent restaurants,  
 
restaurants  

 
+appreciation (reaction, quality)  

 
Intensification: quality, maximization 

monogloss 

Introducing accommodation 

well designed rooms and suites, 
The Excelsior is the ideal place to 
stay on a visit to the island. Above 
all, you’ll be delighted by the warm 
and friendly service and amazing 
views 

 
accommodations 
the hotel 
 
service 
views 

 
+appreciation (reaction, quality)  
+appreciation (valuation) 
 
+affect x2 
+affect, +appreciation (reaction, 
impact)  

 
 
Intensification: quality, maximization 
 
 
Intensification: quality, maximization 

monogloss 

Introducing business and leisure 

facilities 

Ideal for business or pleasure, 
please take a little time to explore 

 

 
business and 

 

 
+appreciation (valuation)  

 
 
Intensification: quality, maximization 
Quantification: extent: scope: time 

monogloss 
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the site and sample the delights that 
await you. We look forward to 
welcoming you to The Excelsior 
soon.  

leisure facilities   
 
+affect 
+affect 

 
 
 
Quantification: extent: distance: time 

Introducing the activities and 

events of the hotel  

The Excelsior celebrates its 35th 

Anniversary in 2008 and to mark 
the occasion we will host a range 
of exciting activities throughout the 
year. Please click here for details 

 

 
the hotel’s 
anniversary  
 
activities  

 

 

 

 

 
+appreciation (reaction, impact) 

 
 
Quantification: extent: distance: time 
 
Quantification: extent: scope: space 
Quantification: extent: distance: time 
 

monogloss 

Establishing contact / / / / 
Clock showing the local time / / / / 

 
Appreciation: reaction: impact 3 
     Quality 7 
Valuation 4 
Composition 1 
Affect 3 
Intensification: quality: maximization 4 
   Quality 2 
Quantification: extent 3 
Focus: sharpen 1 
 
 
9. Four Seasons Hong Kong 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel (logo) / / / / 

Establishing contact / / / / 
Attracting attention (Greeting)    monogloss 
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Welcome to Four Seasons Hotel 
Hong Kong. 

readers +affect 

Introducing the content structure 

(menu bar) 
/ / / / 

Introducing the location and 

views  

On the waterfront overlooking 

Victoria Harbour and the financial 
district,  

 
views 

 
 
+appreciation (reaction, quality)  
+appreciation (reaction, quality) 

 
 
Quantification: extent: distance: space 

monogloss 

Establishing credentials  

Four Seasons redefines luxury and 
excellence 

 
the hotel 

 
+appreciation (reaction, quality)  
+appreciation (valuation)  

 
Intensification: process 

monogloss 

Introducing accommodations 

in a city renowned for exceptional 

accommodations. 

 
city, 
accommodation  

 
+appreciation (valuation), (reaction, quality)  

 
Intensification: quality (comparative) 

Heterogloss: 
expand: attribute: 
distance  

Introducing the transport links 

As part of the prestigious 
International Finance Centre, it 
offers unrivalled links to Hong 
Kong Station, with the famed Star 
Ferry steps away. 

 
transportation  

 
+appreciation (valuation)  
 
+appreciation (valuation) 
+appreciation (valuation) 
+appreciation (reaction, quality) implicit 

 
 
 
Intensification: quality, maximization 
 
Quantification: extent: distance: space 

monogloss 

Introducing the awards received  

"The smart hotel is now the Four 
Seasons Hong Kong in the 
International Finance 
Centre.…with bigger rooms and 
impeccable food and service..." 
Condé Nast Traveller (UK), March 
2007 

 
the hotel 

 
+appreciation (reaction, quality) 
 
 
+appreciation (reaction, quality)  
+appreciation (reaction) 

 
 
 
 
Intensification: comparative  
Intensification: maximization 

Heterogloss: 
contract: proclaim: 
endorse 

 
Affect 1 
Appreciation: reaction: quality 8 
Valuation 5 
Intensification: quality: comparative 2 
  Maximization 
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10. Mandarin Oriental Hong Kong 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel (logo) / / / / 

Introducing the content 

structure  

/ / / / 

Attracting attention (Greeting) 

Welcome to the all new legendary 
Mandarin Oriental 

 
the hotel 

 
+affect, +appreciation (reaction, 
quality) (valuation) 

 
Quantification: extent:scope:space 

monogloss 

Introducing the awards 

received  

“All who know it, love the place. 
It is more, far more, than merely a 
hotel. It is quite simply home” 
Conde Nast Traveller UK. 

 
 
the hotel 

 
 
+affect  
 
+appreciation (composition) 

 
 
Quantification:extent:scope:space 
Quantification: extent:scope:space 
Fulfilment: actualisation 

Heterogloss: 
contract: 
proclaim: 
endorse 

Introducing locations and views 

of the hotel 

With its breathtaking location 
overlooking Victoria Harbour,  

 

 
the location  

 

 
+appreciation (reaction, impact) 

 
 
Intensification: quality, maximization   

monogloss 

Establishing credentials 

it has been a landmark at the 
heart of the financial district 
since 1963 - and the winner of a 
stream of awards since the day it 

opened. Today echoes of a 
glamorous past add to the high 
style of the hotel’s entirely 
redesigned interior. 

 
the hotel 
 
awards 
 
the hotel 

 
+appreciation (valuation), 
(composition) 
+appreciation (reaction, quality)  
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 

 
Intensification: quality  
Valeur: specificity 
Quantification: extent:scope:time 
Quantification: number (infused), 
extent :scope:time 
 
Quantification: 
Extent:scope:space 

monogloss 

Introducing accommodation 

We offer our guests 502 rooms 

and suites with more space and 
every new luxury of 
contemporary first class travel 

 
rooms 

 

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x2,  
+appreciation (reaction, quality) x2 

 
Quantification: extent:scope:extent 
Intensification: quality 
Quantification: extent:scope:space 

monogloss 

Introducing restaurants  

Our restaurants have been 
recreated by epicurean maestros 
from around the world such as 

 
restaurants 

 

 
+judgment (capacity) 

 
 
 
Quantification: extent:scope:space 

monogloss 
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Pierre Gagnaire.  
Introducing leisure facilities  

And for the most valuable of 
today’s luxuries, serenity, retreat 
to our extraordinary spa space. 
Our legendary staff welcomes 
you back to our hotel and this 
unique destination, our home, 
Hong Kong. 

 
spa 
 
 
staff 
 
Hong Kong 

 
+appreciation (valuation) 
+appreciation (reaction, quality) x2 
+appreciation (valuation) 
+judgment (normality), +affect 
 
+appreciation (valuation)  

 
Intensification: superlative 
 
Intensification: quality  
Intensification: quality (infused) 
 
Valeur: specificity  

monogloss 

Introducing the activities and 

news of the hotel 

Philip Kingsley now at The 
Mandarin Salon ~ The Mandarin 
Salon is delighted to announce 
the arrival of the Philip Kingsley 
hair careline. Whether you require 
a hair and scalp consultation, 
conditioning treatment or if you 
simply want the very best 
products for everydayhair care, 
our extensive knowledge and 
training will give you beautiful, 
healthy hair in an instant! To 
make an appointment contact 
TheMandarin Salon. 
 
 

 

 
The Mandarin 
Salon 

 

 

 

 
+affect 
 

 

 

 
+ appreciation (valuation) 
 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) x2 
+appreciation (reaction, quality) 

 
 
 
 
 
 
 
 
 
process: Fulfilment: actualisation 
Intensification: quality (infused) 
Quantification: extent:scope:space 
Quantification: extent 
Quantification:extent:distance:time 
 
Intensification: quality (infused) 
 

monogloss 

Establishing contact / / / / 
Clock showing the local time / / / / 
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Affect 3 
Appreciation: reaction: quality 16 
     Impact 1 
Composition 2 (complexity and balance) 
Valuation 5 
Judgement: normality 1 
  Capacity 1 
Quantification: extent 11 
Intensification: quality 5 
   Maximization 1 
Superlative 1 
Focus: sharpen 2 
 
 
11. The Landmark Mandarin Oriental Hong Kong 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dialogistic 

positioning 

Identifying the hotel  / / / / 

Introducing the content 

structure  

/ / / / 

Attracting attention 

(photograph) 

One Step from the pulse of the city 

yet a million miles from the 
pressure 

 

 
the hotel 

 

 

+affect  

 
 
Quantification: extent: scope: space 
Quantification: extent: scope: space 

monogloss 

Introducing the locations and 

views of the hotel 

Escape the thunderous whirl of 
Hong Kong’s centre and enter a 
cocoon of private luxury. The 

 

 
Hong Kong 
 
the hotel 

 

 
-appreciation (reaction, impact) 
 
+appreciation (reaction, quality) 

 
 
Intensification: quality, maximize 
 
Intensification: metaphor 

monogloss 
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new Landmark Mandarin Oriental 
is situated at Hong Kong’s most 

prominent address, surrounded by 

the world’s leading fashion 
brands and the premier business 
locations. This is the very nucleus 
of the city. 

+appreciation (reaction, quality) 
 
+appreciation (valuation) 
+appreciation (valuation) 
+appreciation (composition) 
 

 
Intensification: quality  
Quantification: extent:distance:space 
Intensification: quality, maximization 
Intensification: quality, maximization 
Valeur: specificity  

ing credentials 

In our design we have considered 
the ultimate desire of 
international travellers, to 
luxuriate in discreet serenity;  

 
the hotel 

 
 
+appreciation (reaction, quality) 
+judgment (capacity)  
+affect, +appreciation (reaction, 
quality) 
 

 
 
Intensification: quality, maximization 
 
Intensification: quality 

monogloss 

Introducing accommodation  

every element of the rooms and 
service reflects this 
understanding. With an acute 
awareness of space we have 
created 113 of the largest rooms 
in Asia, an appreciable feat in 
Hong Kong. The bathrooms are 
quite simply spectacular; the 
entertainment system is the 

highest possible quality. The 
facilities for executives are 
excellent. Every detail you could 
wish for, and even those you 
wouldn’t expect, have been 
provided. 

 
rooms 
 
 
 
 
 
bathroom 
 
executive 
facilities 

 

 

 

 

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
 
+appreciation (reaction, impact) 
+appreciation (reaction, quality) 
 
 
+appreciation (reaction, quality) 
+affect 
-affect  

 
Quantification: 
Number 
Intensification: quality, maximization  
 
Quantification: extent:scope: space., 
Intensification: Superlative 
 
Intensification: quality, maximization  
Intensification: superlative 
 
Intensification: quality, maximization, 
Quantification: extent:scope:space 

Monogloss 
 
 
 
 
 
 
 
Heterogloss: 
expand: 
entertain 

Introducing leisure facilities  

The Oriental Spa is an extreme 
experience; pure escapism 
delivered by fabulous design, 
professional therapists and 
creative life enhancing rituals. 

 
spa  
 
design, 
therapists 
rituals 

 
+appreciation (reaction, quality) 
 
+appreciation (reaction, quality) 
+judgment (capacity) 
+appreciation (reaction, quality) 
 

 
Intensification: quality, maximization 
Valeur: authenticity  
Intensification: quality, maximization  
 

monogloss 

Introducing the hotel design    monogloss 
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From the moment guests ascend 
the private staircase into The 
Landmark Mandarin Oriental 
they will be struck by the iconic 
design which is inspired by its 
surroundings, both the heart of 
haute couture and the 
contemporary orient.  

the hotel  
+appreciation (reaction, quality) 
 
+affect, +appreciation (reaction, 
quality) 
+appreciation (composition) 
+appreciation (reaction) 
+appreciation (reaction) 

 
 
 
Intensification: quality, maximization 
 
Intensification: quality  
Intensification: quality (infused) 

Introducing guest  service 

But above all the experience is 

delivered with the ultimate service 
for which Mandarin Oriental is 
renowned. 

 
the hotel service 

 

 
+appreciation (reaction) 
 
+appreciation (valuation) 

 
 
Intensification: quality, infused 
 

Heterogloss: 
expand: 
attribute: 
distance 

Introducing awards received  

The Landmark Mandarin 
Oriental, Hong Kong has been 
recognized by influential 
publications as an outstanding 
hotel. 

 
awards 

 

 
 
+appreciation (valuation) 
+appreciation (valuation) 

 
 
 
 
Intensification: quality, maximization 

Heterogloss: 
expand: 
attribute: 
distance 

Establishing contact / / / / 
Clock showing the local time / / / / 

 
12. Le Meridien Cyberport 
Moves  Target of 

Evaluation 

Attitudinal terms Graduation Dial

ogis

tic 

posi

tion

ing 

Identifying the hotel (logo) / / / / 

Establishing contact / / / / 

Introducing the content 

structure (menu bar) 

/ / / / 

Attracting attention 

(photograph) 

/ / / / 
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Introducing the location  

Minutes from Hong Kong’s centre, 
 
the hotel 

  
Quantification:extent: distance: time 

mon
oglo
ss 

Establishing credentials 

Le Méridien Cyberport is a stylish 
haven of modern technology and 
upscale amenities. 

 
the hotel 

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 

 
 
Intensification: metaphor 

mon
oglo
ss 

Introducing accommodation 
Each room features both cutting-

edge technology and a panoramic 
view of the shimmering Pacific, 
putting guests at the centre of one 

of the world’s most exciting 
destinations. Beyond the 170 
rooms, 

 
rooms 
views 
 
 
Hong Kong 

 

 
+appreciation (reaction, quality) 
+ appreciation (reaction, quality) x2 
 
+appreciation (reaction, impact) 
 
 

 
Quantification: extent: scope: space 
Intensification: quality, maximization  
 
Intensification: superlative,  
 
Quantification: number 

mon
oglo
ss 

Introducing leisure facilities  

the hotel offers easy access to the 
adjacent Cyberport Convention & 
Exhibition Centre, indoor and 
outdoor meeting and banquet event 
venues, a Cardio Vascular Suite, an 
outdoor Jacuzzi and swimming 
pool,  

 
facilities 

 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
+appreciation (reaction, quality) 
 
+appreciation (reaction) 
 

 mon
oglo
ss 

Introducing restaurants  
and five restaurants and bars. 

Restaurants and 
bars 

 Quantification: 
Number 

mon
oglo
ss  

Clock showing the local time / / / / 
Introducing the members of the 

hotel 

LM100 is a group of cultural 
innovators and artists who define 
and enrich the guest experience at 
Le Méridien. The group comprises 
a global array of visionaries, from 

painters to photographers, 

musicians to designers, chefs to 
architects. 

 

 
people 

 
 
+judgment (capacity) 
+judgment (capacity) 
 
 
+judgment (capacity) 
 
 

 
 
 
 
 
 
Quantification: extent: scope: space 
 

mon
oglo
ss 
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Appendix III Visual image analysis 

 

 

 

 
Figure 9.1 Website 1 Four Seasons Hong Kong  

 

Figure 9.1.1 is the logo. “Logo” refers to the abbreviation of “logotype” 

which suggests the “process of impression” in Greek (Chevalier and 

Mazzalovo, 2004: 31). Traditionally, “logo” indicates a group of signs with 

the same typographical character which are printed all in one time. Later, 

the word refers to “any fixed group of graphical signs representing a brand, 

 

Figure 9.1.3 icons 

Figure 9.1.2 

Swimming pool 

 

 

 Figure 9.1.1 Logo 
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a product, or a company” and the logo is a method of writing the brand 

(ibid: 31).  

 

In a commercial context, a logo is to give “validity to the organisation” 

(Boardman, 2005: 25). The logo shows a tree divided into four sections 

which represents the four seasons, spring, summer, autumn and winter. 

Under the tree, there is the name of the hotel “FOUR SEASONS HOTEL” 

in capital block letters and the location of the hotel in Hong Kong in italics. 

Further analysis of logos is presented in the discussion section at the end of 

this chapter.  

 

There is a large photograph in the centre of the homepage as shown in 

Figure 9.1.2 which shows the swimming pool of the hotel. With regard to 

the representational metafunction, “narrative images” are defined by the 

presence of a “vector” that connects participants (Kress and van Leeuwen, 

2006: 42). Figure 9.1.2 is a narrative image in which the direction of the 

man’s head forms a vector, connecting the man in the swimming pool with 

the harbour. The vector leads readers’ eyes from the man to the harbour 

view and the Hong Kong Island as shown by the arrow in the photograph. 

The vector is reactional which is formed by the direction of the glance of 

the man and the harbour is the “phenomenon” in which it is being looked 

at (Kress and van Leeuwen, 2006: 67). The use of vector implies the 

narration of the story showing the man in a swimming pool, stretching out 

his arms, overlooking the harbour and commercial buildings on the Island 

side. The setting showing the swimming pool being attached to a tall 

commercial building i.e. International Finance Centre and the arm-

spreading posture of the man which takes up physical space creates a 

relaxing atmosphere in a busy city with a hotel guest enjoying the harbour 

and city view from the swimming pool. There is no movement in the water 

which portrays tranquility and a calm atmosphere.  

 

Regarding the interactive metafunction, the photograph addresses viewers 

indirectly. The represented participant is the object of the viewer (Kress 

and van Leeuwen, 2006: 119). The participant is looking out of the 
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swimming pool instead of looking at the viewer. No contact is made 

between the viewer and the participant. The viewer is an “invisible 

onlooker” (ibid: 119). The photograph is an “offer” image which offers the 

represented participants (i.e. the man, swimming pool, and harbour view ) 

to the viewer as “items of information”, “objects of contemplation”, as 

though they are “specimens in a display case” (ibid 119). The photograph 

shows the rear view of the man. Show the back to readers is to “make 

oneself vulnerable which implies trust” (ibid: 135). This may suggest that 

the man in the photograph is relaxed and totally involved in enjoying the 

waterfront view. Also, the rear view of the man may also lead readers to 

identify themselves with the man in the photograph and imagine 

themselves overlooking the Victoria Harbour, because showing the back of 

the participant “can have the effect of aligning the viewer with the 

represented person. We stand with them, viewing the world as they do” 

(Machin, 2007: 114). By adding photographs with people, readers can also 

evaluate how others enjoy their stay at the hotel (Jeong and Choi, 2004: 

202). The rear view of the man makes the harbour and the busy city the 

foci of the photograph. Moreover, the head and shoulders of the subject in 

a close-up shot suggest a close social distance between the participant and 

the viewers. The photograph is shown as if the viewer was also in the 

swimming pool. The man in the photograph is seen from a high angle, and 

therefore suggests that readers have power over the represented 

participants which are the man, the swimming pool, the view of the 

Victoria Harbour and the city scenery in the photograph. The photograph 

also implies that readers can have a relaxing and luxurious time that the 

man in the photograph is having if they stay at the hotel. The angle also 

puts the city away from the swimming pool and the human participant and 

diminishes the role of the busy city. The use of an oblique angle seems to 

capture a broad view of the harbour rather than detaching readers from 

photograph.  

 

In terms of the “compositional metafunction”, the blue sky, blue swimming 

pool, blue Victoria Harbour and blue reflection on the IFC building create 

harmony on the homepage. Harmony is also realized through the use of 
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black typeface in the logo which coheres to the black typeface in the text 

and black links on the webpage. Both the links and the text of the hotel 

description have Verdana typeface which create coherence.  

 

Regarding the “information value”, the photograph is located in the centre 

of the homepage. The homepage is in the “star pattern” with a “central 

element and a number of other elements arranged around it” (Martinec and 

van Leeuwen, 2009: 24). The photograph in the centre provides the “core 

information” and is “the most important part” of the homepage which 

“unifies the peripheral items in some way, and the peripheral items are 

dependent on it for their meaning” (ibid: 24). The peripheral elements are 

the logo, hyperlinks and contact information on the top frame, the 

navigation menu in the left which shows the different sections of the hotel, 

the introductory text of the hotel in the right, the travel magazine comment, 

and hyperlinks at the bottom. These elements “represent the attributes or 

characteristics of the central element, or define its identity” (ibid: 24-25). 

With the logo, the greeting “Welcome to Hong Kong” at the top of the 

photograph and the first sentence “Welcome to Four Seasons Hotel Hong 

Kong” on the introductory text on the left highlighted in bold, readers 

would have no problem in figuring out the photograph is showing one part 

of the views from the Four Seasons Hotel Hong Kong. Intertextually, the 

introductory text on the left “On the waterfront overlooking Victoria 

Harbour and the financial district…As part of the prestigious International 

Finance Centre, it offers unrivalled links to Hong Kong Station, with the 

famed Star Ferry Steps away” echoes the story of the photograph in the 

centre with a man overlooking the Victoria Harbour and the Hong Kong 

Island in the swimming pool with the busy city surrounding him. The 

photograph also visualizes the comment made by Zagat Guide to Hong 

Kong, 2008. The comment placed below the photograph states “heavenly 

pool with breathtaking views of Victoria Harbour” and that the hotel is 

“attached to the exclusive IFC mall”. Given the text, readers would 

understand the narrative of the photograph. In hotel advertising, 

communicating the location of the hotel is a strategic competency (Israeli 

et.al., 2000: 28). The choice of the represented participants depicted in the 
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photograph enhances the intent of the text which is to convey to readers the 

idea that the hotel is situated in a busy financial district, yet with a tranquil 

waterfront view. It visualises the location which is stated by the contact 

address on the top of the photograph. The photograph shares a similar 

function of the introductory text which is to inform readers about the nice 

location and the luxury experience of the hotel. It supports what the text 

has described and presents evidence about what the readers will experience 

if they stay in the hotel.  

 

The pool photograph is the largest element on the webpage. It is the most 

salient and eye catching element in the composition. “Central to branding 

is the process of loading products with values that will make them 

meaningful to particular niche market groups” (Machin, 2007: 133). The 

“heavenly pool” as commented positively by the travel guide is given the 

greatest salience as it shows the core selling product that the hotel wishes 

readers to see before anything else (ibid: 133). It is more than just an 

ordinary swimming pool but with an infinity edge which can create the 

visual effect of water extending to the horizon, linking the pool with the 

Victoria Harbour. It shows the luxury treatment in which people do not 

“normally experience at home” (Milburn and Hall, 2007: 2). 

 

The welcoming phrase has the largest typeface among all the fonts. The 

white background and the welcoming phrase in grayish pale yellow create 

harmony. The color in the welcoming phrase is similar to the colour of the 

banner at the top. Although there is no actual line functioning as a frame 

line in the image, the blue of the image sets the photograph apart from the 

whiteness of the webpage. The colours in the image are within the blue-

white spectrum which creates continuity and holds the pictorial elements 

together, and thus making the photograph a separate information section. 

The empty space between the photographs and the text also creates 

framing (Jewitt and Oyama, 2001: 150).  

 

Regarding modality, “photographs are often thought of as images of the 

real” (Jewitt and Oyama, 2001: 151). One may argue that the advancement 
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of technology may lead to the construction of nice panoramic photographs 

(Collier, 2001: 56) or the distortion of colour and focus by digital 

manipulation (Machin, 2007: 183). However, readers would not assume 

that the photograph is not real; instead the digital manipulation such as the 

panoramic effect may mean “sensuousness” (ibid: 183). Photographs still 

“imprint a reality which is closer to that seen with the naked eye than that 

shown through drawings” (Almeida, 2009: 496). The photograph in Figure 

9.1.2 has high modality. The realness is realized by the use of several 

ranges of colours i.e. blue, dark and white and the presence of the 

background of the harbour which makes the photograph looks real.  

 
 

 

Figure 10.1.1 Logo 

              

 

Figure 10.1.2 

 Lobby 

 

Figure 10.1.6 

index 
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Figure 10.1 Website 2 Grand Hyatt Hong Kong 

Figure 10.1.1 is the logo of the hotel. The design of the logo is simple with 

the name of the hotel in blue with a red curved line crossing through it. It is 

in capital letters and located in the top left hand corner. Similar to website 

1 Four Seasons Hong Kong, the logo is located on the top left hand corner. 

The position indicates “the importance of the company”s image and its 

elevated status in the mind of the company”s executives, and consequently 

the designers” (Martinec and van Leeuwen, 2009: 22).  

 

Regarding the representational metafunction, the photograph in Figure 

10.1.2 is a narrative image (Kress and van Leeuwen, 2006: 46). There are 

vectors as shown by the arrows (ibid: 46) (the two staircases from the 

second floor and the four pillars around the corner of the hotel) which 

connect the hotel guests in the centre of the lobby together. The staircases 

and pillars are the “actors” (ibid: 59) which converge on the ground floor 

and lead readers” eyes to the centre of the lobby, informing readers of the 

goal (i.e. the on-going activities of the hotel guests with some hotel guests 

talking together in the lobby and doormen managing the front doors of the 

Figure 

10.1.3 

e-concierge 

 

Figure 10.1.4 

offers 

Figure 

10.1.5 

Package 

 

 

 

 

Figure 7 
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hotel) (ibid: 66). The vector creates action which leads readers to look at 

the daily business activities of the hotel in the lobby and gives the 

photograph a natural dynamic sense rather than a static feeling (Harrison, 

2003: 51). Instead of focusing on, or magnifying, the action of the hotel 

guests or staff, the photograph focuses on capturing an overall view of the 

on-going business of the hotel. Moreover, the brighter lighting in the centre 

of the lobby creates a stronger focus when compared with the dim light on 

the second floor and catches the readers” attention regarding the lobby. 

The use of vectors from the pillars of the four corners and the staircases, 

converge on the lobby and the black and gold hues create a grand image. 

Indeed, the designing concept of the hotel is to present a grand “mise en 

scene” by placing “two sweeping grand staircases instead of escalators” 

and “discrete circular fountains in black marble instead of usual cascading 

water feature” (Leung and Kwan, 1993: 10-11). The theatrical atmosphere 

is also realized by the use of “black and honey colour scheme” (ibid: 11). 

The placement of Figure 10.1.2 as the “dramatic and energetic” image of 

the lobby is one of the signature designs of the hotel (Grand Hyatt, 2008). 

It also fits into the “grand” and “luxury” image of the hotel with 

“innovative interior design” as mentioned by its mission (Grand Hyatt, 

2008). The hotel puts the lobby photograph onto the homepage as the 

lobby is one of the “signature elements of Grand Hyatt” (Grand Hyatt, 

2008).  

 

Regarding the interactive metafunction, the photograph of Figure 10.1.2 is 

an offer image. The use of an offer image suggests the hotel offers to 

readers what is happening in the hotel. The participants are "offered" to the 

readers "as though they were specimens in a display case”, and the 

relationship between participant and reader is one of unfamiliarity (Kress 

and van Leeuwen, 2006: 119). Unlike a direct gaze which “demands” 

visitors to purchase the products or services of the hotel (ibid: 118), this 

indirect gaze addresses the visitors indirectly and shows the quality 

products and services that readers will enjoy if they stay in the hotel. 

Readers are in the subject position in observing the activities in the 

“theatrical” lobby.  
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The photograph in Figure10.1.2 has a very long shot from the second floor. 

According to Kress and van Leeuwen (2006), a very long shot suggests a 

distant relationship between viewers and the viewed (ibid: 124). However, 

it does not seem to fit into the intent of this photograph. The purpose of the 

use of the very long shot in this photograph is to show the spacious and 

grand environment of the hotel lobby as if readers were standing on the 

second floor of a theatre, observing the on-going activities of the stage. 

Although the use of a long shot is used in luxury item advertisements to 

convey the idea that the object is out of reach and for readers” 

contemplation only (ibid: 125), the hotel does not seem to depict and create 

such a distant with the readers. The depiction of the within reach idea is 

shown through the use of angle. The photograph in Figure 10.1.2 is taken 

from a frontal and high angle, suggesting that readers are involved with the 

represented participants in the photograph and are part of them which is 

opposed to the idea of “strangers” which is realised by the very long shot. 

Moreover, the high angle suggests that readers have power over the 

represented participants (ibid: 140). These suggest that although the hotel 

is a luxury hotel, it is not out of reach. Readers can be part of the guests in 

the photograph and enjoy the hotel service. The above analysis implies that 

the framework for analysing the shots is not applicable to all settings. It 

depends on the types of genre and how the other aspects of the framework 

co-ordinate and interact with each other to form a coherent meaning.  

 

Apart from Figure 10.1.2, there are also three thumbnails on the homepage 

as shown in Figures 10.1.3, 10.1.4 and 10.1.5. The representational 

metafunction will be described first before discussing the interactive 

metafunction. The photograph in Figure 10.1.3 is presented to the readers 

as a “conceptual symbolic” image (ibid: 105). Conceptual images do not 

have vectors and the represented participant (i.e. the man) is shown with 

the concept of who he represents (i.e. a hotel staff). The man in the 

thumbnail is wearing a suit and sat at a reception desk, smiling at the 

readers. The human participant of a conceptual symbolic image usually 

poses for the readers instead of being presented as involving in actions 
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(ibid: 105). S/he has a “posture which cannot be interpreted as narrative: 

they just sit or stand there, for no reason other than to displays themselves 

to the viewer” (ibid: 106). From the outfit of the man, the photograph 

conveys the concept that the man is the concierge of the hotel and people 

are welcome make enquires. The man is placed in the centre of the 

photograph. Due to the small-sized nature of thumbnails, “thumbnails 

restrict photo editors for the most part to centred, single-object images” 

(Knox, 2009: 154).With the caption above the photograph “Hyatt e-

corcierge” and a caption below “pre-arrange services and activities prior to 

arrival”, the photograph shows that this is the image link for readers to ask 

questions about the hotel and request travel assistance before arrival and 

conveys the idea that the hotel is customer-oriented. The use of a human 

participant who is smiling at the readers in the photograph depicts a 

friendly hotel staff and shows that the hotel wants to build a relationship 

with the readers. The function of the photograph in Figure 10.1.3 illustrates 

the intent of the caption “hotel-e-concierge” and at the same time portrays 

the idea that the hotel employs friendly staff to serve guests which is not 

mentioned in the introductory text above.  

 

Below Figure 10.1.3, there is a caption “Hotel special offers”. The 

photograph in Figures 10.1.4 shows the special offers of the hotel. The 

photograph in Figure 10.1.4 is a “conceptual classificational” image (Kress 

and van Leeuwen, 2006: 47). Classification images bring “things together 

in one picture, distributing them symmetrically across the picture space to 

show that they have something in common, that they belong to the same 

class” (Jewitt and Oyama, 2001: 143). Figure 10.1.4 shows a tray with a 

tea pot and glasses of drinks. The tea pot and drinks have something in 

common; they all belong to what is included in the “Plateau Plan” as stated 

in the caption. Plateau is the name of the spa of the hotel. The image 

depicts the spa plan of the hotel. However, one may think that the 

photograph in Figure 10.1.4 merely suggests food and beverage without 

looking at the text below or searching for further information about the 

Plateau on the website. As a result, the photograph in Figure 10.1.4 adds 

further information about what the spa provides. The tray of a tea pot and 
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drinks suggests what guests will enjoy refreshments in addition to the spa 

treatment service. The image link suggests that if guests wish to enjoy the 

kind of special relaxation shown in the photograph, they have to click on 

the link to read more about the special offers.  

 

Below Figure 10.1.4 is Figure 10.1.5. The thumbnail in Figure 10.1.5 could 

be regarded as a narrative image. It is reactional in which the vector is 

formed by the leg and the toe of the human participant, pointing towards 

the tea tray (Kress and van Leeuwen, 2006: 67). Unlike Figure 10.1.2 and 

10.1.3, the photograph does not include the full body of a human 

participant but only the legs which leads readers to identify themselves 

with the human participant in the photograph, as if they were also lying in 

bed, looking at the tea set. The vector brings readers’ focus to the tea set 

and directs the readers” eye to the tea tray which informs the readers that 

hotel guests not only enjoy relaxation in bed but at the same time tea and 

other thoughtful services are prepared for them. Given the link “Awaken” 

and caption “Rise refreshed”, the photograph shows that readers can enjoy 

relaxation and there is no need to rush after they have waken up from bed. 

The photograph conceptualizes the form of relaxation and luxury which is 

“Rise refreshed” which readers will be able to enjoy if they join the special 

offer plan. It arouses readers’ desire to click on the link and purchase this 

special offer.  

 

Regarding the interactive metafunction of these thumbnails, Figures 10.1.3, 

10.1.4 and 10.1.5 are taken in close shots. However, thumbnails are very 

often in close-up shots because of their small size (Knox 2009: 153). 

Together with “extreme intimacy”, thumbnails “reduce the effectiveness of 

other choices in construing interpersonal meanings visually” (Knox, 2009: 

153). These other choices include the exploitation of the vertical angle 

which implies power and also social intimacy which is created by the 

distance of shots as proposed by Kress and van Leeuwen (1996, 2006). 

Compositionally, “thumbnails are too small to exploit the semiotic 

potential of photographs to place actors in relation to one another (or to 

their surroundings) by the use and manipulation of foregrounding, vectors, 
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framing, or focus” (Knox, 2009: 153-154). Without the verbal elements, 

readers could hardly know that the thumbnails are about concierge, special 

offers and spa plan. Thus, the context of the thumbnails on the hotel 

homepage is given by the verbal elements (Knox, 2009: 154). The function 

of these thumbnails is not to provide information that is not provided in the 

written text but to help readers to “predict the relevance of a new 

webpage” (Aula et.al., 2010: 1).  

 

With regard to the compositional metafunction of the homepage, the 

homepage has a top and bottom design. The image is placed at the top and 

the introductory text in the lower half of the homepage. Elements in the 

upper part of the page appeal to the viewer’s emotions, expressing “what 

might be” (Kress and van Leeuwen, 2006: 186). The bottom elements have 

an informative appeal, showing “what is” (ibid: 186). These contrasting 

appeals can be assigned the values of ideal and real, where “ideal” 

elements are more salient and simply contain the general essence of 

informations and “real” elements give practical and specific information 

(Kress and van Leeuwen, 2006: 186). The top part of the hotel homepage 

which is mainly occupied by the photograph in Figure 10.1.2 shows the 

ideal and the bottom part with text (i.e. the hotel contact information and 

other details) which presents factual information about the hotel presents 

the real. The hotel homepage has two screens with the first screen showing 

only the large photograph, menu bar, reservation engine and the hotel’s 

contact information. Webpage designers usually situate what they believe 

as more crucial in the “guaranteed viewing areas” with the rest of the other 

information arranged in a descending sequence (Kok, 2004: 146). Readers 

have to scroll down in order to view the second screen which shows the 

information about the rooms, facilities and other details of the hotel. The 

hotel places the spacious and grand lobby at the top of the homepage and 

the lobby which is taken from the second floor is the largest element in the 

photograph while the men are reduced in size. This suggests the hotel 

focuses on presenting an ideal image of the hotel with a spacious, grand 

and luxurious environment. The placement of images at the top and text at 

the bottom of the homepage is common as images have “iconic 
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resemblance to the perceptions of our experience, are better suited to 

making an impression” (Martinec and van Leeuwen, 2009: 22-23).  

 

The photograph in Figure 10.1.2 is highly saturated in colour. There is a 

contrast to the white background of the homepage with the dark floor and 

pillars and the men in black suits and the beige balcony with bright lights. 

There is no actual use of frame but the white space between the image and 

the menu forms a border which makes the photograph a separate unit of 

information. The photograph has high modality as it is photorealistic and 

shows the actual appearance of the lobby when readers enter into the hotel.  

 

The use of colour and font also enhances coherence in the text. The use of 

the brown to red colour spectrum in the menu and also the brown spectrum 

in the photograph in Figure 10.1.2 shows “colour coordination” (Kress and 

van Leeuwen, 2002: 349). Moreover, the use of Arial font throughout the 

page in both the links and introductory text creates harmony. There is a 

repetition of the use of colour on the menu with the use of red on the left 

and the three links “virtual tour”, “photos” and “factsheet” and the use of 

blue for the links on the text. The use of white for the text on the right, the 

links in the top menu and the white background creates harmony. The 

brighter brown colour on the right handside menu has “colour 

coordination” (Kress and van Leeuwen, 2002: 349) with the light brown 

colour at the top menu which shares the same colour scheme. The four 

photographs on the homepage give readers of some additional information 

which is not in the introductory text. The introductory text focuses on 

describing the reputation, views, convenient location and spa of the hotel 

while the photographs portray an impression of grandeur, friendly 

hospitality and relaxation which could attract readers” to stay in the hotel. 

Below the photograph of Figure 10.1.2, there are seven hyperlinks (i.e. 

rooms and amenities, guest service, dining and entertainment, activities, 

local attractions, and meetings and events) and bullets below the links 

which list out some of the facts of the hotel. The white space between 

hyperlinks sets themselves as a unit of information. It “divide(s) and 

categorise(s) the “type of navigation available” (Boardman 2005: 18). 



396 
 

These hyperlinks cohere and repeat some of the hyperlinks (i.e. rooms and 

rates, dinning and entertainment, activities, guest services, and meetings 

and events) placed on the menu bar on the left next to Figure 10.1.2. They 

bring readers to the same subpages of the website. The use of sidebars is a 

“fashion” in website design to “highlight and formalize possible navigation 

choices to other parts of the site” (Boardman, 2005: 18). 
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Figure 11.1 Website 3 InterContinental Grand Stanford Hong Kong 

 

The logo in Figure 11.1.1 is located in the centre at the top of the 

homepage. It is a capital letter “I” symbol in white in a brown oval. The 

“I” stands for “InterContinental”.  

 

Figure 8 

Logo 

Figure 11.1.1 

Logo 

Figure 11.1.2 Hong Kong 

Figure 11.1.3 

Hotel 



398 
 

The photograph in Figure 11.1.2 is a conceptual image (Kress and van 

Leeuwen, 2006: 79) which shows the skyline of Hong Kong. It does not 

involve action or reaction of the represented participants (i.e. the skyline, 

buildings and harbour) but presents them in a generalized way in terms of 

meaning (ibid: 49). It is “symbolic suggestive” in which the represented 

participants show what they mean and the details of the image are de-

emphasized in order to show the “mood” and “atmosphere” of the image 

(ibid: 106). Readers are positioned as if they were on The Peak which is a 

popular attraction on the Hong Kong Island overlooking the surrounding 

night view of the city, the Victoria Harbour, and skyscrapers, such as the 

Bank of China Tower and the Central Plaza with bright neon rods standing 

out among the high-rise buildings and the hillsides. The details of the 

buildings and harbour are de-emphasized and blended together as the 

landscape of Hong Kong which show the “mood” of prosperity (ibid: 106).  

 

The function of the photograph is to attract readers to visit Hong Kong by 

depicting the famous skyline in Hong Kong (as mentioned by the website 

designer in Chapter 6). The photograph in Figure 11.1.2 does not depict 

any aspect of the hotel. The hotel may be among one of those buildings. 

Another reason of placing Figure 11.1.2 on the homepage is that the 

mission of the InterContinental Hotels and Resorts is to provide “authentic 

and local experience” to hotel guests (InterContinental Hotels and Resorts, 

2010). Without the caption “InterContinental Grand Stanford Hong Kong”, 

the photograph serves more like promoting Hong Kong as a tourist 

attraction. However, a closer look at the first paragraph in the text below 

which says the hotel offers a wonderful view of the Victoria Harbour helps 

readers to imagine the breathtaking views of the harbour that the hotel 

offers. Therefore, the image enhances the intent of the text by providing 

evidence on the scenery of the harbour and arouses readers’ interest in 

visiting Hong Kong. Apart from that, although in reality the hotel is not 

located on The Peak and there is no such view that guests will enjoy, the 

hotel places the night scenery of the skyline of Hong Kong to inform 

readers that this website is the Hong Kong website with the caption 

“InterContinental Grand Stanford Hong Kong” in which the words “Grand 
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Stanford Hong Kong” is in bold so as to emphasize that the readers are in 

the InterContinental Grand Stanford Hong Kong and not other 

InterContinental hotels.  

 

Regarding the interactive metafunction, the photograph in Figure 11.1.2 is 

taken from a long distance and the reader is in “lookout” position, a place 

that is not in the landscape but affording an overview of it (Kress and ban 

Leeuwen, 2006: 125). Long shot can be interpreted as showing a distant 

relationship between the photograph and the readers (ibid: 126).However, 

this proposition may not be applicable to Figure 11.1.2. Since Figure 

11.1.2 is a landscape photograph which aims to create a panoramic effect, 

the photograph is long shot. The skyline is taken from a high angle from 

The Peak and readers may have symbolic power over the landscape (ibid: 

140). The photograph also echoes the “unrivalled view of Victoria 

Harbour” in the introductory text below. If readers wish to enjoy the 

breathtaking harbour view as shown in the photograph, they should choose 

to stay in this hotel.  

 

Below the large photograph in Figure 11.1.2, the website producer further 

helps readers to identify the hotel by putting a thumbnail in Figure 11.1.3 

on the right hand side of the homepage. The photograph in Figure 11.1.3 is 

another conceptual symbolic image (Kress and van Leeuwen, 2006: 79) in 

which there is no vector. The represented participant (i.e. the building) is 

not involve action or reaction and is presented to the readers with the 

“concept” of what it represents (i.e. The InterContinental Grand Stanford 

Hong Kong). The photograph in Figure 11.1.3 shows the building of the 

hotel from the outside. The photograph is taken at night with some lights 

from some rooms. The placement of this thumbnail helps the readers to 

identify the hotel. The photograph is decontextualized and because of its 

small size, the hotel has to be placed in the centre. As mentioned before, as 

thumbnails are usually close-up shots and the distance of shots and use of 

angles are interrelated, the interpersonal meanings cannot be effectively 

construed (Knox, 2009: 153).  
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In compositional metafunction, the homepage has a top and bottom design. 

The homepage has two screens. The first screen shows the photograph of 

Figures 11.1.2 and 11.1.3, and also the contact information of the hotel and 

readers have to scroll downwards in order to read the details of the hotel 

below. The image is placed at the top and the introductory text in the lower 

half of the homepage. The top part of the homepage shows the ideal 

impression of the hotel and the bottom part shows the real factual 

information about the accommodation, restaurants, facilities and awards of 

hotel as mentioned in Chapter 4. The large size of the photograph in Figure 

11.1.2 and the dark colour makes greater salience of the image. The dark 

blue colour of the skyline shows colour contrast with the white background 

of the text. There is no actual use of line as a frame. The use of dark 

colours in the image sets it apart from the whiteness of the webpage which 

makes the photograph a separate unit of information. Similarly, the dark 

background of the menu bar sets itself as a separate section of information 

from the introductory text.  

 

As mentioned before that “photograph imprint a reality which is closer to 

that seen with the naked eye than that shown through drawings” (Almeida, 

2009: 496). Both of the photographs in Figure 11.1.2 and 11.1.3 have high 

modality in which readers could be able to these scenes in reality. Figure 

11.1.2 shows the skyline of Hong Kong and Figure 11.1.3 shows the actual 

appearance of the hotel. The two photographs cohere as they are both taken 

at night. The dark colour of the navigation menu creates harmony with the 

image of the dark skyline of Hong Kong at the top and the night scene of 

the hotel on the right. It also coheres to the black typeface of the 

introductory text below the image. The photograph in Figure 11.1.2 

visualizes the “breathtaking views of Hong Kong’s Victoria Harbour” 

mentioned in the text below.  
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Figure 12.1 Website 4 InterContinental Hong Kong 

The design of the logo, photograph and layout are similar to that of 

Website 3 as the two hotels belong to the same hotel chain. Figure 12.1.1 is 
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the logo of the hotel. As mentioned in Website 3, the logo is in capital 

letter “I” symbol in white which is surrounded by a brown oval. The “I” 

symbol stands for InterContinental.  

 

Similar to the homepage of the InterContinental Grand Stanford Hong 

Kong, the photograph in Figure 12.1.2 is a conceptual image which 

presents the city night life of Hong Kong (Kress and van Leeuwen, 

2006:79). From the perspective of the interactive metafunction, the 

photograph in Figure 12.1.2 is taken from a long shot. The purpose of the 

use of the long shot is to capture the whole building of the hotel with the 

view of the Victoria Harbour background rather than creating social 

distance between the readers and the hotel. Although the use of a long shot 

happens in luxury items advertisements which suggests the idea that the 

object is out of reach and for readers’ contemplation only (ibid: 125), the 

hotel does not try to depict such a distant relationship with the readers. The 

depiction of the within reach idea is shown through the use of high angle 

which suggests that readers have symbolic power over the view (ibid: 140).  

 

Following the large photograph in Figure 12.1.2 in the centre at the top of 

the homepage, the hotel places a thumbnail which shows the appearance of 

the hotel on the right hand side. The thumbnail shows the hotel buildings 

together with the view of the Victoria Harbour from the Kowloon side, 

overlooking the Hong Kong Island. The thumbnail in Figure 12.1.3 is a 

conceptual image which does not involve action or reaction of the 

represented participants (i.e. the hotel and harbour view). The represented 

participants are grouped together to show the “concept” of what they 

represent (Kress and van Leewen, 2006: 79) i.e. the hotel is located at a 

waterfront location with the night view of the Hong Kong Island. The busy 

city in Hong Kong is revealed from the background in the photograph 

which shows the strong neon lights of an array of commercial buildings on 

the Hong Kong Island. This photograph gives evidence to the description 

of the first paragraph of the text that the hotel has a “unique and convenient 

Kowloon waterfront location” and “offers unrivalled views of Victoria 

Harbour and Hong Kong Island”. Similar to the thumbnails on the 
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websites mentioned previously, the manipulation of angle mentioned by 

Kress and van Leeuwen (2006) which construes power and the distance of 

shots which implies the relationship between the readers and the hotel do 

not apply in this thumbnail. The use of vertical angle and long shot in the 

thumbnail is to capture the both the hotel and harbour view within a 

confined space.  

 

Regarding the compositional metafunction, the homepage has a top and 

bottom design. The image is placed at the top and the introductory text in 

the lower half of the homepage. Elements in the upper part of the page 

appeal to the viewer’s emotions, expressing “what might be”. The bottom 

elements have an informative appeal, showing “what is” (Kress and van 

Leeuwen, 2006: 159). The dark colour of the photograph and its large size 

make greater salience of the image. There is no actual use of line as a 

frame. The use of dark colour in the image sets it apart from the whiteness 

of the webpage which makes the photograph as a separate unit of 

information. Both of the photographs have high modality. Apart from 

photographs, there is an icon below Figure 12.1.3. Figure 12.1.4 shows a 

symbol in the shape of a booklet in white, with the InterContinental logo 

on it. It is an e-newsletter. The repetition of the use colours create 

coherence of the homepage. The background colour of the booklet is in 

grey and coheres to the colour of the left navigation menu. The white 

booklet is also similar to the use of colour in the white background. The 

photograph in Figure 12.1.2 helps readers to identify that region of the 

hotel which is in Hong Kong and Figure 12.1.3 provides additional 

information which the text does not mention. The text focuses on 

describing the inside of the hotel but the photograph in Figure 12.1.3 

inform readers about the general appearance of the hotel from the outside.  
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Figure 13.1 Website 5 The Langham Hong Kong 

On the Langham place homepage in website 5, the logo in Figure 13.1.1 is 

the capital letter “L” with the name and the region below in white and pink 

background. There is a curved line crossing the “L”. “L” stands for 

Langham.  
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The photograph in Figure 13.1.2 is a conceptual image which does not 

have vectors (Kress and van Leeuwen, 2006: 79). It is analytical as the 

represented participants are presented in a “part-whole” structure. The 

whole is a carrier which posses the parts called “attributes” (ibid: 57). The 

hotel lobby is the carrier of the attributes (i.e. the European style furnishing, 

marble floor, dome-shaped ceiling, the crystal chandelier, table, plant 

decorations, dim lighting, service counter and the hotel staff). These 

represented participants are grouped together to show the concept of an 

elegant and grand lobby and the two staff at the service counter at the end 

of the lobby implies hospitality. This kind of analytical photograph 

happens in advertisements to show the quality of the product as a whole 

(ibid: 59). The placement of the hotel lobby photograph with hotel staff on 

the hotel homepage creates a virtual sense of arrival at the hotel. It also 

reflects its brand pillars “elegance in design” and “genuine service” 

(Langham Hotels International, 2010). 

 

Regarding the interactive metafunction, the photographed participants are 

offered to the readers “as though they were specimens in a display case”, 

and the relationship between participant and reader is “one of 

unfamiliarity” (Kress and van Leeuwen, 2006: 43). The use of an offer 

image suggests the offer of information and services by the hotel and 

readers take the subject role to observe the lobby.  

 

The photograph in Figure 13.1.2 is taken with a very long shot in which 

human figures occupy less than “half of the height of the frame” (Kress 

and van Leeuwen, 2006: 124). Based on Kress and van Leeuwen (2006), a 

long shot suggests a distant relationship between viewers and the viewed. 

However, in this case, the purpose of the use of the long shot in this 

photograph is to capture the spacious environment of the hotel lobby as if 

readers are standing at the entrance of the hall. The depiction of the within 

reach idea is shown through the use of angle. The photograph is taken in an 

almost horizontal angle which involves viewers in the lobby environment. 

The frontal angle suggests that “what you see here is part of our world, 

something we are involved with” (ibid: 136). The photograph in Figure 
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13.1.2 is at the eye level and the point of view is of equality, and therefore, 

there is no power difference involved (ibid: 140), suggesting the 

producer’s attempt to establish a friendly relationship with the readers.  

 

Apart from the image gaze, distance of shots and use of angles as proposed 

by Kress and van Leeuwen (2006), the types of represented participants in 

the photograph and the use of lighting in the photograph can also enhance 

interpersonal effect. The inclusion of human participants (i.e. the hotel 

staff) in the service counter, the green plants placed in the centre and 

corners of the lobby and the use of dim light also make the lobby more 

interpersonal and approachable. Although the human participants are not 

clearly depicted in detail in the photograph of Figure 13.1.2, the presence 

of hotel staff in the lobby photograph may imply that readers will be 

served when they enter the hotel. Employees are the crucial asset of a hotel 

(Lockyer, 2007: 77). As mentioned by Terry Holmes, Executive Director 

of The Stafford, London, England, “anybody can build a hotel, if you have 

the money. But it is an inanimate object, just bricks and mortar and then 

you put in nice carpets and paintings, but it is still just a building. It can be 

a mausoleum. It is the people who work in it that give it soul” (Lockyer, 

2007: 76). In the photograph of Figure 13.1.2, using a plant as the focus 

also provides a sense of natural light which makes the grandeur 

atmosphere more approachable. “As well-know in interior design, placing 

some green plants do not only have artistic effect, but also makes the 

indoor air to be fresh and brings a visual comfort to the human” (Zou, Hu 

and Wang, 2008: 989). Finally, the use of soft light in yellow provides 

warm and welcoming feeling.  

 

There are three thumbnails which are image links to the right of the text. 

The thumbnails in Figure 13.1.3 and 13.1.4 are conceptual images. The 

photograph in Figure 13.1.3 is a conceptual image which does not include 

vectors. It is analytical in which the room is identified through the part-

whole structure (Kress and van Leeuwen, 2006: 57). The carrier is the 

room (i.e. the whole) and its attributes are the bed, pillows, cushion and 

painting (i.e. the parts). The photograph presents a general picture of what 
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the room looks like and the text further elaborates the details of the room. 

With the description of the text in the first paragraph on the left, readers 

will have a better idea about how the room looks like which is with “high 

luxury fabrics and textiles, including hardwood floors, rich ornate hand 

woven carpet, silk drapes and gold-leaf artwork”. With the caption “Grand 

deal” below Figure 13.1.3, the image link suggests the promotional offers 

of the hotel rooms. As the meaning of thumbnail images depends heavily 

on the verbal text (Knox, 2009: 154), without the caption “Grand Deal”, 

readers would not know that the image link is about promotional offer of 

rooms.  

 

Similarly, below Figure 13.1.3 is the thumbnail in Figure 13.1.4 which is 

also a conceptual image without vectors. It is analytical in which the 

carrier (i.e. the room) posses attributes of the sofa, coffee table, food and 

dim light shows a comfortable setting of the room (Kress and van Leeuwen, 

2006: 57). Due to the small size of the thumbnail, not every “part” is 

shown clearly. Readers have to refer to the caption “Langham Hotel Club” 

to comprehend that the thumbnail is about the club house of the hotel. It 

serves as a preview of the “Langham Hotel Club” described in the second 

paragraph of the introductory text on the right.  

 

Another thumbnail in Figure 13.1.5 is a narrative image in which the 

vector is connected by the eyeline of the woman to the notebook. It directs 

the readers towards the notebook which suggests that the thumbnail 

informs readers about something related to computers. With the caption 

“Best On Line Rate”, the photograph suggests that the viewers could click 

the thumbnail to get the best online rate.  

 

At the bottom of the text on the homepage, there are also three thumbnails. 

The photograph in Figure 13.1.6 is a narrative image with a vector 

connecting the two women. It shows the action of two women having a 

chat with some drinks. It is an offer image with an indirect gaze. The 

thumbnail is rather generic and can be interpreted as dining or some social 

events in the hotel. It is only with the caption “Be in the Know Sign up for 



409 
 

Offers” that readers would know about the thumbnail is about special 

offers by the hotel.  

 

Next to Figure 13.1.6 on the right is the thumbnail Figure 13.1.7. It is a 

conceptual image which is classificatory. The represented participants 

belong to a “kind of” something or some group in which they are the 

members of the same class or doing the same thing (Kress and van 

Leeuwen, 2006: 49). The thumbnail shows a group of people practicing 

Tai Chi in the open area of the clock tower in Tsim Sha Tsui with the 

coach waiting in the front. It draws readers” attention to the local practice 

as Tai Chi symbolizes part of the local lives of Hong Kong people. The 

photograph is taken at the clock tower of Tsim Sha Tsui as Tsim Sha Tsui 

is a tourist spot of Hong Kong which represents the experience of the local 

life in Hong Kong. With the link “Hong Kong Travel Guide” below the 

photograph, the image link offers Hong Kong travel information.  

 

The next thumbnail in Figure 13.1.8 is a narrative image which shows a 

woman’s action of reading a book. The angle of the head forms the vector 

and leads the readers” eyes towards the book. It suggests that this image 

link is informative and invites readers to read it. With the link “Customize 

your eBrochure” below the photograph, the image link suggests that it is an 

electronic brochure. 

 

Interpersonally, we look at how a photograph engages readers. As 

mentioned earlier, since all the above six thumbnails are small in size, they 

are all close shots. Due to the fact that small size affects the use of angles 

and distance of shots, the features of interactive metafunction suggested by 

Kress and van Leeuwen for analysing images do not apply in thumbnails 

(Knox, 2009: 153). Based on the analysis, thumbnails engage the readers 

more by their pragmatic function rather than the use angles and distance of 

shots as they give readers a preview of the subpages and attract readers to 

click on the link.  
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With regard to the compositional metafunction, the use of brown palette in 

the frame and also the image form harmony. Time New Roman is used 

throughout the text and links. Regarding the use of colour, both the text 

and links in the menu are in grey. The white colour of the logo coheres to 

the text background. The use of pink on the menu bar which is the 

corporate colour conveys the “fairytale” feeling and “romance” of the hotel 

(Langham Hotels International, 2010).  

 

The homepage has a top and bottom design. The lobby photograph is 

placed at the top to welcome readers and the thumbnails and text are 

presented at the bottom. The elements in the upper part of the page appeal 

to the viewer’s emotions, expressing “what might be”. The bottom 

elements have an informative appeal, showing “what is” (Kress and van 

Leeuwen, 2006: 186). These contrasting appeals can be assigned the values 

of ideal and real, where “ideal” elements are more salient and simply 

contain the general essence of information; “real” elements give practical 

and specific information (Kress and van Leeuwen, 2006: 157). There is 

also a left-right visual structure at the bottom section with the introductory 

text placed on the left and the thumbnail links on the right. The 

introductory text can be regarded as given information is about some stable 

facts of the hotel while the thumbnail links on the right link to readers offer 

new information such as the room rates and special offers of the hotel. The 

top section of the homepage welcomes readers to the Langham Hotel and 

the bottom part showing the range of products and services allows the 

readers to click on the thumbnails and hyperlinks to search for further 

details.  

 

The hotel places the more important hyperlinks at the top of the homepage 

such as accommodation, dining, spa and fitness, and special offer and the 

less important links in the bottom such as affiliate properties, careers, and 

development. The hyperlinks in the introductory text i.e. New Grand Room, 

Grand Langham Room, Top 50 hotels in Asia cohere to the hyperlinks 

listed on the menu bars both at the top and in the bottom of the homepage. 

Their function of these hyperlinks is to shorten the text. This shows that the 
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“Ideal-Real” principle also applies to hyperlinks in which the major 

hyperlinks tend to be at the top of the homepage while the subsidiary 

hyperlinks are at the bottom (Martinec and van Leeuwen 2009: 23).  

 

The photograph in Figure 13.1.2 is the most salient element on the 

homepage as it is large enough to attract the reader’s attention. The frame 

is in light brown which makes the image at the top and the text in the 

centre salient. The photograph has high modality, showing the real lobby 

with high colour saturation and a reception desk in the background. 

 

There is no actual use of frame in the small photographs in Figure 13.1.3-

13.1.5 on the right of the text but the darker colour in the photographs of 

Figure 13.1.3 and 13.1.4 set itself apart from the white background. In 

Figure 13.1.3, the white ceiling and the white bed with the brown furniture 

and brown decoration holds the represented participants together. The 

photograph in Figure 13.1.5 is in light blue which also sets itself apart from 

the white background and the colours in the photograph falls within white 

and light blue and holds the represented participants together. Unlike 

Figure 13.1.3-13.1.5, Figure 13.1.6-22 show grey lines as frames around 

photographs which set the represented participants in the photographs apart 

from the rest of the content of the homepage. The use of frame suggests 

that the image links present “a separate unit of information” (Kress and van 

Leeuwen, 2006: 203).  

 

 

 

 

 

 

 

 

 



412 
 

 
Figure 14.1 Website 6 The Langham Place, Mongkok, Hong 

Kong 
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Figure 14.1.2 Painting “Bloom” Figure 14.1.3 Langham Place 

Architecture 

 
 

Figure 14.1.4 Sculpture “Meditation”             Figure 14.1.5 Sculpture 

“Red Guard” 
 

Website 6 shows has four images of art works displayed on the homepage 

as shown in Figures 14.1.2, 14.1.3, 14.1.4 and 14.1.5. They are in the flash 

format. The representational metafunction of the photographs of these four 

art works will first be described before looking at the other metafunctions. 

  

The painting in Figure 14.1.2 is a narrative image (Kress and van Leeuwen, 

2006: 59). The vector is created by the head direction of the court lady and 

the man as shown in the arrow. The two human participants (i.e. the man 

and the woman) are the “interactors”. They both play the role of actor and 

goal as they are looking at and talking to each other, and the vector, as 

shown in the photograph is bidirectional (ibid: 66). It narrates the story of 

two participants, a Chinese court lady and a man in the costume of the 

Ching dynasty who looks like a servant, watching a bird in a cage at a 

pavilion.  

 

The next photograph in Figure 14.1.3 is a conceptual image (Kress and van 

Leeuwen, 2006: 79). It is a “symbolic suggestive” image in which there is 

only one participant which is the carrier (i.e. the hotel exterior) and the 



414 
 

details of the image are de-emphasized in order to show the “mood” and 

“atmosphere” of the image (ibid: 106). Unlike the other hotels which 

places the whole exterior of the hotel on the homepages namely website 3, 

4 and 11, the presentation of this hotel is more artistic which is realized by 

the angle of the shot and use of colours. The photograph in Figure 14.1.3 

shows part of exterior of the hotel (i.e. the carrier) through the blurred 

reflection on its glass wall with a close up of one of the metal fixtures of 

the mirrored glass wall of the building. The photograph is in monochrome. 

Monochromes, which are related to art (Machin, 2007: 56) can be used to 

suggest “timelessness as in black and white and might be used to make 

images seem symbolic rather than descriptive” (ibid: 78). The image is in 

monochrome which creates a “mood” (Kress and van Leeuwen, 2006: 106) 

of nostalgia and reminds readers of the building. The use of monochrome 

highlights the design philosophy of the building which is to create 

“memorable places that are inspired by their context” (Business Wire, 

2005). The photograph is to inform readers that the hotel is modern in the 

outlook and its architecture is a piece of art as the Langham Place is the 

tallest building in Kowloon. It is a distinctive new building surrounded by 

old buildings in the district. The placement of this photograph is to show 

that the beauty of the exterior of the hotel as “hotel architecture has 

become ever more culturally iconic and architects are being asked not just 

to design an environment for temporary accommodation but to establish a 

landmark that will become a cultural identifier” (Watson, 2005: 7).  

 

The photograph in Figure 14.1.4 is also a conceptual image which is 

“symbolic suggestive” in which the details of the two sculptures are shown 

in order to present the overall “mood” of the photograph (Kress and van 

Leeuwen, 2006: 106). The two sculptures which are the two separate 

carriers sitting on the floor are not doing anything, with their left hand 

resting on their chins and thus creating a futile atmosphere. The colours are 

in monochrome which makes the participants shown as “silhouette” (ibid: 

106). The blurring of the body and facial features of the sculptures 

suggests genericity and creates a symbolic value to the sculpture. It 

stimulates readers to imagine themselves and create a personal resonance 
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towards the sculpture. The sculpture represents the idea that modern men 

are in the state of loss by the influence of technology and materialism 

(Langham Place, Mongkok Hong Kong, 2008), suggesting that modern 

people are too busy to find time for meditation. They may blindly focus too 

much on technology and materialism which hinders relationship building 

and neglects the other important things in life (Langham Place, Mongkok 

Hong Kong, 2008).  

 

The photograph in Figure 14.1.5 is a narrative image in which the limb of 

the sculpture (i.e. the actor) is the vector and connects readers” eyes to the 

mobile phone (i.e. the goal). Below the image there is the title of the piece 

“Red Guard- Going forward! Making money!” The narration is that in the 

past people blindly worshipped Maoism but nowadays people blindly 

worship capitalism to the same extent (Langham Place, Mongkok Hong 

Kong, 2008). Similarly, the featureless face of the sculpture leads readers 

to fit themselves into the Red Guard and create space for readers to think 

about the issue.  

 

To sum up, the four flash photographs display modern art and strengthen 

the hotel as a “modern five star” hotel. They provide extra information 

about the artistic characteristics of the hotel which are not mentioned in the 

text below. The flash photographs both create the effect that readers are 

touring and experiencing the artwork in a gallery and reinforce the hotel”s 

claim as the “Best Art Gallery Masquerading as a Hotel”, and thus 

reflecting the mission of the Langham Place which is to challenge the 

conventional definition of luxury and create a new and exciting hotel 

experience that stimulates the guests by providing them with the 

experience of contemporary elegance through modern art (Langham Place, 

2010).  

 

Website 6 is different from the other eleven website as it displays some 

specific art works in the hotel with the aim to present the artistic image of 

the hotel as a whole instead of promoting the different parts of the hotel or 

showing the scenery of Hong Kong. The photographs in Figures 14.1.2, 
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14.1.3, 14.1.4 and 14.1.5 shown above are either narratives of the painting 

and sculptures or showing the “symbolic value” of artworks. Given the 

focus of the photographs are to show the painting, architecture and 

sculptures, the photographs are decontextualized in relation to the physical 

environment of the hotel. These photographs have to been taken from the 

centre. As a result, Kress and van Leeuwen’s (2006) idea of investigating 

the interpersonal values from the use of angles and social distance do not 

apply in these photographs. The interactive meaning is realized by the 

function of those artworks rather than through distinguishing the use of 

angles and shots of the photographs. The functions are to “provoke 

thought”, “capture imagination” of the readers and to “bring readers closer 

to modern Chinese art” (Langham Place, 2008). Apart from that, these 

artworks also present the image of the hotel as the first Hong Kong modern 

Chinese art hotel (Langham Place, 2008), with in room art gallery, like a 

museum which is a point of differentiation from the other luxury hotels.  

 

Next to the text, on the right hand side, there are three thumbnails. The 

thumbnail in Figure 14.1.6 is a conceptual image in which it is “symbolic 

suggestive” (Kress and van Leeuwen, 2006: 106). The details of the 

thumbnail are not clear partly because of its small size and partly because 

of the colours of the night view are blended together. It depicts the lively 

atmosphere of the firework in Victoria Harbour. The caption “A suite deal” 

underneath the thumbnail shows that the thumbnail is about some special 

package of room reservation. The purpose of the use of a very long shot in 

this thumbnail is to capture the whole view of the Victoria Harbour instead 

of creating a distant relationship and an out-of-reach idea between the 

viewers and the viewed. The use of a frontal angle applies to all the 

thumbnails because of the small size.  

 

The thumbnail in Figure 14.1.7 is a narrative image with the vector created 

by the limb of the woman (i.e. the actor). The limb leads the readers to the 

whiteboard (i.e. the goal) with the name “Langham Place” on it. The 

narrative is telling readers that the woman is about to present something 

about the Langham Place hotel. Below the photograph, there is a caption 
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“3D-Animation”. The photograph is a demand image with a direct gaze 

from the woman to invite the readers to experience the 3D animation in the 

guest rooms in a friendly way.  

 

The next thumbnail in Figure 14.1.8 is a conceptual image which is 

“symbolic suggestive” (Kress and van Leeuwen, 2006: 106). It shows the 

street view in the night time and the details of the thumbnail are de-

emphasized through the use of dark colours to create the “mood” (ibid: 106) 

of a busy street. At the bottom of the text on the homepage, there are also 

three small thumbnails which are similar to those on website 5.  

 

The thumbnails in Figure 14.1.9 and Figure 14.1.11 are the same as that of 

the Langham Hong Kong homepage. Figure 14.1.10 is a narrative image 

with the vector formed by the hand of the actor who is having Chinese 

opera make up. With the caption “Hong Kong Travel Guide”, thumbnail 

presents Hong Kong travel information.  

With regard to the compositional metafunction, the use of colour creates 

harmony on the homepage. Grey is used as the frame of the homepage and 

also the links in the menu. The use of pink in the menu suggests a fancy 

style which coheres to the theme of the hotel as a Modern Chinese art hotel. 

Time New Roman is used throughout the homepage which creates a 

compositional unity. Images are placed at the top and the text at the bottom. 

The hotel put the art works pictures at the top to give readers a general idea 

on the theme of the hotel, followed by details in the text below.  

 

In the painting in Figure 14.1.2, the court lady is the most salient 

represented participant in the image. It is the biggest with saturated colours 

in blue and red in contrast to the yellow background. The court lady is in 

the foreground which catches more attention. The photograph in Figure 

14.1.3 shows a fixture of the hotel architecture. The fixture is the most 

salient and is the biggest element in the object and it is in the foreground. 

In the photograph in Figure 14.1.4, the white sculpture facing the viewer 

directly is the most salient feature. It is the largest element in the image. 

The photograph in Figure 14.1.5 shows the Red Guard. The Red Guard is 
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the largest feature in the image and is the most salient. Regarding framing, 

there is no actual line as a frame. There is no use of line as a frame but the 

use of colours sets the image apart from the white background of the 

homepage. The first image is a painting. It is not naturalistic with low 

modality. The second photograph is hyper-real with great details of the 

metal fixture of the architecture of the hotel. In the second, third and fourth 

photographs, few colours are used which also results in creating a low 

modality effect. Instead of placing photographs which are about the rooms 

or the lobby of the hotel at the top of the homepage, the use of several low 

modality art photographs creates a masquerade effect and supports the 

theme of the hotel which is “art gallery masquerading as a hotel” 

(Langham Place Mongkok, 2008). Regarding, framing, the producer makes 

use of grey lines as frames around photographs in Figure 14.1.6-14.1.8 

which set the represented participants in the photographs apart from the 

rest of the content of the homepage. The use of frames suggests that the 

image links serve as a separate unit of information from the text. Unlike 

the big photographs at the top of the homepage, the small photographs in 

Figure 14.1.6-14.1.11 have high modality as they are image links which 

presents facts about the hotel. They are photographs with great colour 

saturation. The photograph in Figure 14.1.3 has lower modality with the 

use of black and white colour. The use of monochrome suggests that the 

image link “ebrochure” is presenting something factual about the hotel.  
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Figure 15.1 Website 7 Le Meridien Cyberport 
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Figure 15.1.2 

Front entrance 
Figure 15.1.3 Lobby 
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Figure 15.1.4 Room    Figure 15.1.5 Swimming 

pool 

 
 

 

Figure 15.1.6 Hotel exterior   Figure 15.1.7 Restaurant  

 
 

Figure 15.1.8 Suite    Figure 15.1.9 Fitness room 
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Figure 15.1.10 Conference room Figure 15.1.11 Hotel 

exterior 

 
The logo in Figure 15.1.1 is at the top right hand corner. It is in capital 

letters and in black with Arial font. The logo is in a simple style.  

 

As the ten photographs are presented in flash, the representational 

metafunction of these photographs will be analysed first before moving on 

to the other metafunctions. The first flash photograph shown in Figure 

15.1.2 is a narrative image with a vector (Kress and van Leeuwen, 2006: 

59). As shown by the arrow in the photograph, the vector is formed by the 

direction of the woman (i.e. the actor) walking towards the front door of 

the hotel (i.e. the goal). It brings readers” eye to the name “Meridien 

Cyberport” marked on the front door of the hotel. The vector of motion 

allows readers to create a story about the represented participants (Harrison, 

2003: 51). The choice of the rear view suggests that the woman plays the 

role of a tour guide and readers may follow the woman at the back to the 

hotel.  

 

The hotel places this entrance photograph as the first photograph among 

the flash photographs to lead readers to step into the hotel and inform them 

of what is happening inside the hotel in the next step. The next photograph 

in Figure 15.1.3 is also a narrative image (ibid: 59). The vector is formed 

by the limb of the doormen (i.e. the actor) who is standing next to the 

entrance, opening the door (i.e. the goal) for the visitors. The body posture 

suggests “welcome through” (Machin, 2007: 111). The limb of the 

doorman connects the door and the door direction leads readers” eyes 

towards the entrance and then the centre of the lobby. The vector leads 

readers to observe what is happening in the lobby. The use of sharp pink 
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light which is radiating from the reception desk, the floor and the wall 

creates warmth and vitality as colours on the red side are associated with 

the idea of “warmth, energy, salience and foregrounding” (Machin, 2007: 

79).  

 

The third flash photograph in Figure 15.1.4 is the room of the hotel. The 

photograph is a conceptual image (Kress and van Leeuwen, 2006: 79) 

which is analytical. The represented participants are presented in a part-

whole structure. The room is the whole and is a carrier which possesses the 

parts (i.e. the bed, pillows, telephone, television, modern lamp, dressing 

table and mattress) which are the attributes of the room (ibid: 57). It 

depicts a comfortable and well-equipped bedroom with the above 

mentioned attributes. There is no vector in an analytical image (ibid: 59). 

The analytical image in Figure 15.1.4 creates “the overall impression of an 

abundance of parts” which is common in advertisements showing the 

advertised product (ibid: 59).Unlike some hotels which have ostentatious 

and classical design of beds, carpets and use of luxury fabrics, the room in 

this hotel presents simplicity and modernity. There is no ostentatious 

decoration on the wall. The colours of the room are white, blue and light 

brown hue which are associated with the idea of “cold, calm and 

cleanliness” (Machin, 2007: 79). There is no placement of human 

participant in the photograph, suggesting that the photographer’s focus is 

to present the details of the room.  

 

Similarly, the fourth flash photograph shown in Figure 15.1.5 is a 

conceptual image (Kress and van Leeuwen, 2006: 79) which presents a 

part-whole structure. It is an analytical image which shows the carrier (i.e. 

the hotel) and the attributes (i.e. swimming pool, a line of beach chairs and 

trees). The photograph shows some trees, beach chairs for guests and the 

swimming pool. The attributes combine together to present the “alluring 

sensory quality of the advertised product as a whole” (ibid: 59). The non-

existence of human participant suggests a calm environment and the 

photograph”s focus is rather to present the swimming pool. . 
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The next flash photograph in Figure 15.1.6 brings readers from the 

swimming pool to the building of the hotel next to it. It is a conceptual 

image (Kress and van Leeuwen, 2006: 79) which is “symbolic attributive” 

and shows “what the participant means or is” (ibid: 105). The photograph 

shows the building with the “attribute” of the logo “Le Meridien” shown at 

the top right corner. It suggests the exterior of the hotel. The building is 

made salient in the photograph by being placed in the foreground and 

exaggerated in size (ibid: 105). Unlike Figure 15.1.5 in which the 

swimming pool area is depicted in detail, the swimming pool on the left of 

the building and parkland at the back are de-emphasized as they are placed 

in the background. The building is “well lit” (ibid: 105) with conspicuous 

colour reflected by the glass wall and the irregular shape of the building 

suggests modernity.  

 

The other photograph in Figure 15.1.7 is a conceptual image (Kress and 

van Leeuwen, 2006: 79) which is analytical. It shows a part-whole 

structure (ibid: 87) with the restaurant as the “whole” which is the carrier 

and the tables, tableware, seats, floor-to-ceiling- windows as the parts 

which are the attributes (ibid: 87). The photograph presents the dining 

environment of the hotel. Together with the night view shown through the 

floor-to-ceiling windows and the absence of human participants, the 

photograph focuses on showing the “alluring sensory quality” (ibid: 89) of 

the dinning environment of the hotel as a whole.  

The photograph in Figure 15.1.8 showing another room of the hotel is a 

conceptual image (Kress and van Leeuwen, 2006: 79). It is analytical with 

the represented participants being presented in a part-whole structure. The 

room is the whole and is a carrier which possesses the “parts” (i.e. the bed, 

pillows, telephone, television, modern lamp, mattress, chairs, coffee table 

and bathroom) which are the attributes of the room (ibid: 57). It shows the 

“abundance of parts” of the accommodation provided by the hotel (ibid: 59) 

which is similar to the previous photograph in Figure 15.1.4. The colours 

of the room is in white, blue and brown hue which create a “cold and 

calm” feeling (Machin, 2007: 79). There is no placement of human 
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participant in the photograph which suggests that the photographer’s 

attempt to portray a quiet and private ambience.  

 

The photograph in Figure 15.1.9 is a conceptual analytical image (Kress 

and van Leeuwen, 2006: 87) with the fitness room presented as the carrier 

and the treadmills, cycling machines, barbells, table, chairs and windows 

as the attributes (ibid: 87). The absence of human participant suggests that 

the photographs emphasizes the “the abundance of part” (ibid: 59) of the 

fitness room.  

 

The photograph in Figure 15.1.10 is also a conceptual analytical image 

(Kress and van Leeuwen, 2006: 87) It shows the conference room which is 

the carrier with a number of facilities like a powerpoint slide, a flip chart, a 

table, some chairs, water and paper prepared on each of the seat which are 

the attributes of the room. The photograph presents the idea of a well-

equipped conference room. 

 

The photograph in Figure 15.1.11 is a conceptual image (Kress and van 

Leeuwen, 2006: 79). It is “symbolic suggestive” and presents “what the 

participant means or is” (ibid: 105). It shows the overall appearance of the 

back of the hotel with four glass buildings of the hotel and a lawn with 

some trees. The details of the photograph are de-emphasized to create an 

overall “atmosphere” (ibid: 106) at the hotel.  

 
The ten flash photographs bring readers from the front door of the hotel 

into the lobby, and then the room and suite, restaurant, fitness centre, 

conference room and finally the back of the hotel. The first two 

photographs in Figure 15.1.2 and Figure 15.1.3 are narrative images with 

vectors representing actions of the human participants and hence narration. 

The readers follow the rear view of the human participant walking into the 

hotel. As the readers have virtually entered the hotel, the rest of the eight 

photographs show the parts of the hotel. They are conceptual images 

(Kress and van Leeuwen, 2006) which help readers to visualize what the 

different sections of the hotel represent when analysed individually. 
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However, in composition as a whole, the flash effect combines the ten 

photographs in sequence and makes the conceptual images “narrative”. 

The flash medium creates a narrative virtual tour of the hotel as if the 

readers were following the woman in Figure 15.1.2, visiting the different 

parts of the hotel. The narration is realized through the direction of the 

vector which is first obliquely formed by the walking direction of the 

woman in Figure 15.1.2 from the left and then the use of similar oblique 

angle shots from the left as showed by the dashed arrows for the rest of the 

nine photographs (i.e. Figures 15.1.3-15.1.11). The oblique angle serves 

more like an imaginary vector which is first formed by the woman in 

Figure 15.1.2, guiding readers to the rooms rather than creating detachment 

with readers (Kress and van Leeuwen, 2006: 136). As a result, not only the 

front door of the hotel in Figure 15.1.2 is the goal of the actor (i.e. the 

woman) as mentioned earlier, but also the lobby, rooms, swimming pool, 

hotel exterior, restaurant, fitness room, conference room, and the back of 

the hotel. Thus, the ten photographs are a narrative representation as a 

whole with the exploitation of the flash medium. Although the woman is 

not included in Figures 15.1.3-15.1.11, the exclusion of the woman starting 

from Figure 15.1.3 is to let readers focus on observing the ongoing 

activities of the lobby, the “abundance of parts” of the rooms and also the 

“symbolic meaning” and “atmosphere” (ibid: 106) of the exterior of the 

hotel as mentioned in the analysis.  

 

With regard to the interactive metafunction, the first photograph in Figure 

15.1.2 is an “offer” image (Kress and van Leeuwen, 2006: 119) in which 

the woman is looking at the hotel instead of the viewers. The woman is the 

object and viewers are the subject. The photograph shows the rear view of 

the woman. The woman’s direction leads the readers’ eyes towards the 

hotel. The rear view of the woman may also lead readers to identify 

themselves with the woman in the photograph and imagine themselves 

walking towards the hotel. The photograph has a medium shot which is at 

the knees level suggesting medium social distance. It is taken from an 

oblique angle from the left. Kress and van Leeuwen (2006: 136) suggest 

that an oblique angle creates greater detachment. However, in the 
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photograph in Figure 15.1.2, it seems that the hotel makes use of the 

oblique angle to capture a broader view and provide more details about the 

hotel rather than trying to create detachment from readers, and this case is 

also applied to the rest of the nine photographs (i.e. Figures 15.1.3-15.1.11). 

If the photograph is taken from the horizontal, the woman may block the 

entrance view of the hotel and the name of the hotel cannot be shown. The 

low angle suggests that the woman has power over the readers and readers 

have to look up, with the woman, taking the lead to guide readers into the 

hotel, and so she is in control of the knowledge.  

 

The photograph in Figure 15.1.3 is an “offer” image in which all the 

people are not looking at the viewers “as though they were specimens in a 

display case” (Kress and van Leeuwen, 2006: 43) and readers are invited to 

observe what is happening in the lobby of the hotel freely on their own. 

The photograph in Figure 15.1.3 is taken from a long shot in which the full 

figures of human bodies can be viewed. It creates a distant social 

relationship between the viewers and the represented participants. 

However, the long shot from the left at the same time captures a broad 

view of the lobby up to the second floor and creates a spacious 

environment. The photograph is taken from an oblique angle which creates 

the effect that readers are following the woman all the way. The 

photograph is from a low angle, and hence the participants have power 

over the viewers.  

 

According to Harrison (2003), “not every aspect of every metafunction is 

important in analysing an image for its impact on a reader/user” (ibid: 59). 

The use of distance of shots which suggests social distance does not apply 

to Figure 15.1.4-15.1.11. Given the photographs in Figures 15.1.4, 15.1.5, 

15.1.7- 15.1.10 function to present the details of the bedrooms, swimming 

pool area, restaurant, fitness room and conference room respectively, the 

hotel has to use a medium shot to capture a clear view of the rooms and 

their details. Long shots are used in the photograph in Figure 15.1.6 and 

Figure 15.1.11 with aim to capture the whole exterior of the hotel rather 

than creating distancing effect with the readers. Similarly, the use of 
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oblique angles is neither applied to these photographs as an oblique angle 

helps to capture a broader view of the rooms rather than to detach the hotel 

from the readers. An oblique angle also acts more like an imaginary vector 

and creates consistency starting from the oblique position of the woman in 

Figure 15.1.2. The relationship between a vertical angle and power does 

not fit the photographs. For example, imagine there is a human placed in 

the left hand corner in Figure 15.1.4, the bed, table and chair must be in a 

lower position than the eye level of the human. It is inappropriate to make 

the claim that the human or readers have greater power over the bedroom. 

This notion applies to all the photographs in Figure 15.1.5, 15.1.7, 15.1.8- 

15.1.11. As for the photograph of Figure 15.1.6, the hotel uses a high angle 

to capture the whole building and background of the hotel with the focus 

on including the name “Le Meridien” rather than presenting the idea that 

readers have greater power over the hotel.  

 

Regarding the compositional metafunction, the homepage has a top and 

bottom design. The photographs are placed at the top and the introductory 

text in the lower half of the homepage. Elements in the upper part of the 

page appeal to the viewer”s emotions, expressing “what might be”. The 

bottom elements have an informative appeal, showing “what is”. These 

contrasting appeals can be assigned the values of ideal and real (Kress and 

van Leeuwen 2006: 186). The photographs create cohesive ties with the 

introductory text. They visualize the room, event room, Cardio Vascular 

Suite”, swimming pool and restaurants which are mentioned in the text 

below. These flash photographs serve as the pictorial representation of “the 

promise of the product” (ibid: 178). Unlike the other eleven homepages, 

readers could glimpse at the rooms and facilities in a minute without 

clicking or scrolling the homepage for further details. The homepage 

seems to sell luxury in terms of convenience with well-equipped facilities 

both for leisure and business (as shown in the part-whole structure of the 

images and also the text below, stating the hotel as a “stylish haven of 

modern technology and upscale amenities” and the “Best Hi-Tech Hotel 

2008” (Le Meridien Cyberport, 2008) rather than presenting a grandeur or 
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artistic image. This suits the needs of the target market of the hotel i.e. 

local and visiting IT professionals.  

 

The photographs are the most salient objects on the homepage. They are 

the largest objects with strongly saturated colours and backgrounds. There 

is no use of actual lines as a frame but the colourful photographs set 

themselves apart from the white background. All the photographs have 

high modality. They are photorealistic with full colours and a background. 

Moreover, eight of the ten photographs are taken from the left to create a 

sense of unity of the homepage. There is also a sequence of the flash of the 

photographs to direct readers on a virtual tour of the hotel. The web 

designer first places the two photographs which show a woman about to 

enter the hotel and the lobby of the hotel as the first beginning flash 

photographs and then leads readers to the inside of the hotel with a 

photograph of the bedroom and the photographs of the outside of the hotel 

with a swimming pool and the outlook of the hotel. After presenting the 

outlook of the hotel, the web designer brings readers back to the inside of 

the hotel with photographs of the restaurant, bedroom, fitness room and 

conference room, and lastly the back lawn of the hotel. The background of 

the homepage is white and with a black frame around the homepage. The 

black frame matches both the introductory text in black and the black links 

in the white navigation menu at the top of the homepage.  
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Figure 16.1 Website 8 Mandarin Oriental Group: The Excelsior 

Hong Kong  

 

Figure 16.1.1 is the logo located at the top right hand corner of the 

homepage. The logo shows a Chinese character “會” with the hotel name 

“The Excelsior” and region “Hong Kong” below.  

 

Figure 16.1.2 is a conceptual image which does not involve action or 

reaction of the represented participants (i.e. the commercial buildings and 

residential flats) but presents them in a generalized way in terms of 

meaning (Kress and van Leeuwen, 2006: 49). It is a “symbolic suggestive” 

image (ibid: 106). The commercial buildings and residential flats are 

grouped together and the details and names of each of the buildings are de-

Figure 16.1.2 Causeway Bay 

Figure 16.1.3 

Offers 

 

Figure 

15.1.4 

Online rate 

 

Figure 5.1.1 

Logo 
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emphasized which conveys an overall atmosphere of a busy city. Given the 

caption “where friendly courteous service comes at standard at the heart of 

Causeway Bay” and the first paragraph of the introductory which says 

“The Excelsior, Hong Kong is in the heart of entertainment, busy and 

shopping district with spectacular views over Victoria Harbour. It’s also 

notable for its history-standing on lot No. 1, the very first plot of land sold 

at auction when Hong Kong become a British Colony in 1841”, the 

photograph implies that the hotel is among the commercial building in this 

first plot of land in Causeway Bay. The photograph which is taken nearby 

Kellett Island focuses on capturing the promenade of Causeway Bay which 

is a special unique location of the hotel. It promotes the historical location 

which is the selling point of the hotel.  

 

Regarding the interactive metafunction, the photograph in Figure 16.1.2 is 

taken from a very long shot which occupies less than half of the frame. The 

use of a very long shot captures a broad view of the harbourside of 

Causeway Bay and informs readers of the surrounding environment of the 

hotel. The photograph is taken from a horizontal angle which makes 

viewers involved with the scene. The frontal angle suggests that “what you 

see here is part of our world, something we are involved with” (Kress and 

van Leeuwen, 2006: 136). The image is at the eye level and the point of 

view is of equality with no power difference involved (ibid: 140). The 

hotel makes use of the medium angle to establish a friendly relationship 

with the readers.  

  

With regard to the compositional metafunction, the elements in the upper 

part of the page with images appeal to the viewer’s emotions, expressing 

“what might be”. The bottom elements have an informative appeal, 

showing “what is”. These contrasting appeals can be assigned the values of 

ideal and real, where “ideal” elements are more salient and simply contain 

the general essence of information; “real” elements give practical and 

specific information (Kress and van Leeuwen, 2006: 186). The hotel puts 

the photo of Causeway Bay at the top to suggest the idea that the hotel is 

located in a busy city in which it is the first plot of land and provides 
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factual information about the hotel. With the caption on the photograph 

“Where friendly courteous service comes as standard at the heart of 

Causeway Bay”, readers would know that the hotel is in Causeway Bay 

and the hotel is also highlighting its “friendly courteous service” as a 

whole.  

 

In the photograph, the hotel is the largest building and creates a contrast 

with the shorter buildings. Although the hotel building is the largest 

element in the image, there is no indication that the building is the hotel. 

The readers might regard the hotel building as merely one of the buildings 

in the busy city. The message of the photograph could be strengthened by 

taking a photograph of the hotel with the brand name on it. The photograph 

as a whole covers the first half of the webpage and is able capture viewers’ 

attention.  

 

There is Asian floral pattern framing on the homepage. The frame is in 

light brown which makes the image at the top and the text in the centre 

salient. The photograph is a photorealistic snapshot with high modality. 

There are thumbnails on the left of the introductory text. The first image 

link is “Seasonal choices at Mandarin Oriental” and the second one is 

“Internet Rate”. The two image links are visually cohesive to the 

homepage in terms of the typeface and the background pattern. The blue 

background of the photograph, blue typeface in the introductory text, white 

text background, white links and the white logo work together to create 

harmony. Verdana font is used in both the introductory text and the links. 

The photograph is placed at the top half and the text is in the lower half of 

the homepage. The image link is brown and yellow with white typeface in 

Time New Roman which introduces the different special package. Below 

Figure 16.1.3 is an image link in Figure 16.1.4 which is a conceptual image 

which showing some pillows and a bolster on a bed. The image link with 

pillows and beds suggests the idea of bedrooms. With the caption “Internet 

Rate Book Now” at the top, the link suggests the provision of the Internet 

room rate to readers.  
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Figure 17.1 Website 9 Landmark Mandarin Oriental Hong Kong 

 
Figure 17.1.1 is the logo of the hotel, located at the top right hand corner of 

the homepage. The logo shows a fan with the hotel name and region below 

in capital letters. The fan suggests luxury, elegance and comfort that are 

symbolic values of the hotel. It also conveys the oriental culture. The fan is 

“classically simple, visually elegant and indisputably a part of the Orient, 

the eleven-bladed fan ties together each hotel into the single identity of the 

luxury hotel group” (Mandarin Oriental, 2008).  

 

The photograph in Figure 17.1.2 is a narrative image with vectors formed 

by the eyelines between the human participants (Kress and van Leeuwen, 

2006: 59). The two human participants (i.e. the man and the woman) are 

the “interactors” (ibid: 59). They both play the role of actor and goal as 

they are looking at and talking to each other, and the vector is bidirectional 

Figure 

17.1.1 

Logo 

 

Figure 17.1.2 Meeting 

Figure 17.1.3 Offers 

Figure 17.1.4 e-brochure 
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(ibid: 66). From the formal outfit of the human participants, the setting 

implies that they are having a meeting. There are two layers in the 

photograph. The first layer shows a vase of flowers on a table which is 

placed in the front. At the back, there are two people, a man and a woman, 

on a sofa chatting. The hotel places the vase of flowers and the table as the 

foreground and readers have to look further into the photograph to observe 

the activity of the human participants. The hotel is trying to depict itself as 

“cocoon of private luxury” as stated in the text below. There is also a 

superimposed verbal text “One step from the pulse of city yet a million 

miles from pressure” in white on the left side of the photo which implies 

that the hotel offers a relaxing shelter in a busy city.  

 

With regard to the interactive metafunction, the photographed participants 

i.e. the hotel guests are “offered” to the readers “as though they were 

specimens in a display case”, and the relationship between participant and 

reader is one of unfamiliarity (Kress and van Leeuwen, 2006: 119). The 

photograph in Figure 17.1.2 is taken from a long shot with the human 

bodies occupying less than half of the frame. It suggests observation and a 

distant relationship between the viewers and the viewed. The long shot also 

creates a greater sense of privacy of the human participant, suggesting that 

hotel guests could enjoy the same privacy if they stay in the hotel. Apart 

from that, as mentioned previously, the use of human participants (i.e. the 

two hotel guests) lead readers to identify themselves with the photograph 

and the plant decoration which makes “visual comfort” (Zou, Hu and 

Wang, 2008: 989) to the readers, and therefore, more interpersonal.  

 

The photograph in Figure 17.1.2 is taken from a horizontal angle. Viewers 

are involved with the represented participants. The frontal angle suggests 

that “what you see here is part of our world, something we are involved 

with” (Kress and van Leeuwen, 2006: 136). The photograph is taken at the 

eye level and the point of view is of equality and showing no power 

difference involved (ibid: 140). The hotel hence makes use of the eye level 

angle to establish a friendly relationship with the readers.  
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Regarding the compositional metafunction, the brown background of the 

image, brown typeface, white text background, white links and white logo 

create the harmony on the homepage. Verdana font is used in both the 

introductory text and the links. There are also two image links on the left 

of the introductory text. The first image link is “Seasonal choices at 

Mandarin Oriental” and the second “View our new hotel e-brochure”. The 

two image links are visually cohesive to homepage in terms of the use of 

colours, the typeface and the background pattern. Both image links are 

brown and yellow in colour with white typeface in Time New Roman, 

matching brown colour of the photograph in the centre and the brown 

typeface of the text in white background. Figure 17.1.2 is placed at the top 

half and the text in the lower half of the homepage. The elements in the 

upper part of the page appeal to the viewer’s emotions, expressing “what 

might be”. The bottom elements have an informative appeal, showing 

“what is”. These contrasting appeals can be assigned the values of ideal 

and real (ibid: 186). The hotel puts the photograph of the hotel at the top to 

present “the promise of the product” (ibid: 178) and elaborates the details 

of the location, rooms, leisure facilities and award at the bottom.  

 

There is a sharp line which provides a boundary between the photo and the 

text. The brown frame divides the page into two sections with two kinds of 

meaning. One is the promise of the relaxing ambience of the hotel and the 

other is the factual information about the hotel, its location, rooms and 

facilities. The line divides between the word of “what might be” and “what 

is” about the hotel itself (Kress and van Leeuwen, 2006: 159). The colour 

in the introductory text coheres to the brown colour of the frame around 

the photograph at the top. There is another frame around the room booking 

engine below the introductory text which is in grey and white colours. The 

use of frame helps to separate different units of information. The typeface 

in the frame coheres to that of the introductory text. The photograph looks 

real with a range of colours. It has a background.  

 

 

 

 



435 
 

 

 
Figure 18.1 Website 10 Mandarin Oriental Hong Kong 

 

The logo in Figure 18.1.1 is located at the top right hand corner of the 

homepage. It is a fan with the hotel name and region below. Similar to 

Website 9, the fan suggests luxury, elegance and comfort which is the 

symbol of everything that the hotel presents (Mandarin Oriental, 2008).  

 

Regarding the representational metafunction, the photograph in Figure 

18.1.2 is a conceptual image with no vector of motion. The represented 

participants (i.e. the man, his cap and the birdcage trolley luggage cart) are 

not linked by vectors and they are grouped together to present readers with 

the “concept” (i.e. a hotel staff) of what they represent (Kress and van 

Leeuwen 2006: 79). The photograph is a “symbolic attribute” image (ibid: 

105) in which the human participant’s identity is established by means of 

attributes of size and positioning (ibid: 105). Based on the outfit of the 

carrier (i.e. the man) and the birdcage trolley (i.e. the attribute), the 

Figure 18.1.2 Bell boy 

Figure 18.1.1 

Logo 

Figure 18.1.3 

Offers 

Figure 18.1.4 

E-brochure 
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photograph in Figure 18.1.2 shows a bellboy of the hotel. The man is made 

salient in size in which only the head and the top part of the trolley are 

shown conspicuously in the centre. He is posing to the readers rather than 

involved in action. He is in a posture “for no reason rather than displaying 

themselves to the viewer” and cannot be interpreted as a narrative (ibid: 

106).  

 

Interpersonally, the photograph creates a visual form of direct address. It 

acknowledges the viewers explicitly. The bellboy’s gaze “demands 

something from the viewer” and demands that “the viewer enter into some 

kind of imagery relations with him” (Kress and van Leeuwen, 2006: 250). 

The choice of a direct gaze creates a strong engagement between the 

readers and the participant. The demand image addresses the viewer 

directly, realizing a visual “you”. The demand photograph is more like the 

language of advertisement with “yous” abound but “Is” are rare (ibid: 122). 

It creates a closer relationship with the readers as if the man in the 

photograph is addressing each of the readers. Apart from the eye gaze 

which creates “social affinity” (ibid: 115) with the readers, facial 

expression also creates interpersonal meaning (ibid: 115). The smile 

“invites us in” (Machin 2007: 111) and shows the hotel’s attempt to create 

a close social distance with the readers. The photograph is also a close shot 

which means there is an intimate social distance between the represented 

participants and the viewers (Kress and van Leeuwen, 2006: 124). The 

represented participant is portrayed as a friend and viewers are engaged 

with the hotel. The photograph in Figure 18.1.2 has a horizontal angle. 

Readers are involved with the represented participants.  

 

 

The photograph creates a bond with the readers both at the visual and 

verbal levels. The photograph has no actual setting and readers are drawn 

to the role played by him. Without the caption, the bellboy could be placed 

anywhere or represent any hotels. This decontextulised image tends to be 

symbolic as it represents a concept (Machin 2007: 35). The font size of the 

sentence inserted on the left of the bell boy saying “Welcome to the all 
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new legendary Mandarin Oriental” is larger than that of the rest of the text 

on the homepage and this captures readers’ attention. Together with the 

smiling expression and the direct eye gaze of the bell boy, the setting of the 

scene (i.e. a bellboy with a luggage trolley next to him) and the use of 

frontal and horizontal angles and close shots, the photograph has a 

welcoming function as if readers were entering into the hotel virtually with 

a bellboy ready to unload their luggage when they enter into the homepage. 

The verbal and visual elements with the use of human combine to promote 

a friendly hospitality image of the hotel to the readers. They reflect the 

hotel”s mission which is to provide “gracious and sincere service” by 

“exceptional people” (Mandarin Oriental Hong Kong, 2008).   

 

Next to Figure 18.1.2 shows the menu bar of the homepage. It consists of 

hyperlinks of logo, tempting offers, reservation, photo gallery, contact us, 

hotel home and languages. These links are obligatory or with low 

optionality based on the analysis in Chapter 4. This shows that important 

hyperlinks are all placed in the immediate area next to the large photograph 

and the less important ones are placed either at the top of the homepage or 

on the left of the introductory text.  

 

With regard to the compositional metafunction, the page is in unity with 

the brown background of the image, brown typeface, white text 

background, white links and white logo. The brown background of the 

image of Figure 18.1.1 at the top of the homepage shares the same colour 

with the typeface on the introductory text. Moreover, Verdana font is used 

in both the introductory text and also the links. The thumbnail link on the 

left in Figure 18.1.3 introduces the different packages offered by the hotel. 

It shows the “Seasonal choices at Mandarin Oriental”. The thumbnail link 

is brown and yellow with white typeface in Time New Roman. There is an 

Asian floral pattern and an arch behind the words. The image link is in 

brown and yellow. Below the thumbnail link in Figure 18.1.4 is another 

image link. Figure 18.1.4 introduces the hotel brochure. The image link in 

Figure 18.1.4 is brown and golden yellow with white typeface in Time 

New Roman. There is a golden yellow swirl pattern at the back with the 
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caption “Hotel E-Brochure” in the front. The use of colour of these image 

links creates a cohesive tie with the brown background and white typeface 

of the photograph in Figure 18.1.2.  

 

The bell boy and the welcoming phrase are the most salient and eye 

catching elements in the composition. The bell boy is the largest element in 

the photograph and the welcoming phrase is also the largest among all the 

fonts of the other text. With the brown background, the phrase in white 

becomes prominent. The photograph focuses on the face of the friendly 

hotel staff to highlight the idea that the hotel will make the guests feel 

“simply home” as indicated in the text suggested below.  

 

Framing is realized by a sharp line which provides a boundary between the 

photo and the text. It divides the page into two sections with two kinds of 

meaning. One is the promise of the hotel service and the other is the factual 

information about the hotel, its location, rooms and facilities. The line 

divides the words of “what might be”, the projected friendly atmosphere 

that the hotel will bring and “what is” about the hotel itself (Kress and van 

Leeuwen, 2006: 156). Embedded text links offer readers information about 

rooms, restaurants and facilities. Apart from that, there is Asian floral 

pattern framing the homepage. The frame is in light brown which makes 

the image at the top and the text in the centre salient.  

 

The photograph in Figure 18.1.2 is photorealistic and has low visual 

modality. There is not much colour differentiation with the use of light 

brown, yellow, black, beige and white; and the background is not clearly 

shown. Low modality creates a “sensual and enticing” impression (Machin 

and Thornborrow 2003: 460). The photograph is placed at the top half and 

the text in the lower half of the homepage. Elements in the upper part of 

the page appeal to the viewer”s emotions, expressing “what might be”. The 

bottom elements have an informative appeal, showing “what is” (Kress and 

van Leeuwen, 2006: 186). The hotel puts the photo of the hotel at the top 

to welcome readers to the homepage and elaborates the details of the hotel 

in the text below. Based on the move analysis in the previous chapter, the 
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text below the photograph of Figure 18.1.2 has the move of establishing 

credentials, introducing accommodations, restaurants, leisure facilities, and 

news and activities of the hotel. The information provided in the moves 

and the embedded hyperlinks (i.e. rooms and suites, restaurants, spa and 

destination) in the text overlaps with the information that would be 

provided by the hyperlinks listed at the top of the homepage and thus 

create coherence.  

 

Figure 19.1 Website 11 Peninsula Hong Kong 

 

 

Figure 19.1.1 Logo 

 

Figure 19.1.2 Hotel 
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The logo in Figure 19.1.1 is on the left corner in a simple design with the 

name and the region of the hotel. The font of the hotel logo is in serif, 

suggesting a traditional and formal impression.  

 

With regard to the representational metafunction, in the first photograph in 

Figure 19.1.2, the image is a conceptual image (Kress and van Leeuwen, 

2006: 49) with a classificatory, overt taxonomy type of visual structure 

(ibid: 80). Classficiational visual structures “bring different people, places 

or things together in one picture, distributing them symmetrically across 

the picture space to show that they have something in common, that they 

belong to the same class” (Jewitt and Oyama, 2001: 143-144). The 

participants are presented in a “tree structure” in which the superordinate(s) 

are related to a number of subordinates in the hierarchy of taxonomy (ibid: 

81).  

 

The photograph in Figure 19.1.2 shows the exterior of the hotel with a fleet 

of Rolls Royce lining together and an array of hotel staff standing in front 

of it. The hotel is the “superordinate” and the Rolls Royce and staff are the 

“subordinates”. The taxonomy is “overt” as the superordinate participant is 

shown in an explicit manner. Classificatory images “relate participants to 

each other in a kind of relation” (Kress and van Leeuwen 2006: 79). The 

arrangement of Rolls Royce and the hotel staff are placed at an equal 

distance from each other, with the same size and same orientation towards 

the horizontal and vertical axes of the photograph. They belong to the same 

group and present the services under the same brand name “Peninsula”. 

Hence, “collectivisation” (Machin 2007: 119) is realised by the group of 

staff and Rolls Royce in which they are shown by wearing the same 

uniforms and making the same posture. The Peninsula is regarded as one 

of the “colonial buildings” in Hong Kong (Hong Kong Tourism Board, 

2010). The setting of the photograph with the alignment of hotel staff and 

Rolls Royce suggests grandeur and luxury in the traditional British colonial 

style. 
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In terms of the interactive metafunction, in Figure 19.1.2, the chauffeurs 

have direct gaze at the readers and the image is a “demand” image (Kress 

and van Leeuwen, 2006: 59). “Demand" photographs are those in which its 

participants are looking directly at the reader. Using a "demand" 

photograph acknowledges the viewer, "addressing them with a visual 

“you.”" In addressing the reader directly, the participant”s gaze demands 

an imaginary relation with the viewer (ibid: 59). It is a visual “invitation” 

(ibid: 123). The direct gaze suggests that strong engagement between the 

readers and hotel staff in the photograph and invites readers to pay a visit 

to the hotel. The photograph is a very long shot which shows the whole 

body of the hotel staff to capture the whole view of the hotel. The use of a 

low angle shows the grandeur concept of the hotel in which readers have to 

look up and have less power.  

Figure 19.1.3 Rolls Royce 

 
The second flash photograph in Figure 19.1.3 is a conceptual image (Kress 

and van Leeuwen, 2006: 49). It has a “symbolic structure” in which the 

participant”s identity is established by attributes. The attributes “are made 

salient in the representation in one way or another; for instance, by being 

placed in the foreground, through exaggerated size, through being 

especially well lit, through being represented in especially fine detail or 

sharp focus, or through their conspicuous colour or tone” (ibid: 105). The 

photograph in Figure 19.1.3 shows one of the cars (i.e. the carrier). The 

hood ornament indicates the brand of the car, Rolls Royce, a green cap 

with the name Peninsula, and a pair of white gloves indicates the outfit of 
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chauffeurs of the hotel. The representation is made salient through the 

zoom effect of the camera in which the cap, gloves and silver hood 

ornament are placed in the foreground on the hood. They are well-lit and 

shown in fine detail. Nhuman subject is presented, “the issue of social 

distance does not arise” in the photograph of Figure 19.1.3 (Kress and van 

Leeuwen, 2006: 269). The use of close up shot of the Rolls Royce is to 

illustrate to the readers that offering Rolls Royce transportation is the 

special service that the Peninsula offers. The use of oblique and high 

angles is to present the cap, gloves and hood ornament on the car rather 

than suggesting “detachment” and “power”. Rolls Royce seems to be an 

important attribute of the hotel as it appears in the two flash images on the 

homepage. It is the special service which can be hired by guests. The 

Peninsula and Rolls Royce are long time business partners. The hotel has 

used Rolls Royce motor cars exclusively for its guests since 1970.  

 

With regard to the compositional metafunction, the homepage is designed 

in unity with the overall horizontal-vertical grid structure. Linguistically, 

coherence is realised by lexical repetition of hyperlinks and the text (e.g. 

hotels, Hong Kong, information, meetings, and home). There is also 

harmony in the use of colour which is realised by the uniform dark grey 

background with the beige colour of the text, white colour of the links in 

the menu bar and in the text. These colours match those of the hotel as 

shown in the first flash image.  

 

The two photographs are the most salient elements on the homepage as 

they are large. The use of a white frame sets the photograph apart from the 

rest of the text. These two photographs hence suggest a grandeur, luxurious 

and classical ambience of the hotel with all together fourteen luxurious 

Rolls Royce. The traditional style photographs reflect the “Grande Dame”s 

image of the hotel as mentioned in the text below. The hotel is known as 

“Grande Dame” as it was established in 1928 and is the first hotel in Hong 

Kong. It offers luxurious accommodation and services which set 

worldwide standards (Peninsula Hong Kong 2008).  
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Both of the photographs have high modality. The photograph in Figure 

19.1.2 has high colour saturation with a diversified range of colours (the 

blue sky, the beige hotel, the hotel staff dressed in white and the black 

Rolls Royce). Similarly, Figure 19.1.3 also has high colour saturation and 

use different colours (the white gloves, black cap, and silver Rolls Royce 

hood ornament).  

 

Figure 20.1 Website 12 Shangri-la Kowloon 

 
The photograph in Figure 20.1 shows the image on the homepage of 

Shangri-La Kowloon. The logo shows the region and the name of the hotel. 

Apart from that, there is an “S” shape icon above the hotel name. The logo 

is a projection of the image of the company. The hotel website explains 

that the S shape “resembles uniquely Asian architectural forms, suggests 

majestic mountains reflected in the waters of a tranquil lake.” (Shangri-La 

Kowloon, 2008). It echoes the meaning of the word “Shangrila” below,. 

 

 

 

Figure 20.1.2 Lobby 

Figure 10.1.1 Logo 
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The name was inspired by James Hilton”s legendary novel Lost Horizon. It 

also means an imaginary distant beautiful place, where everything is 

pleasant and you can get everything you want (Cambridge Dictionaries 

Online). This suggests that in this hotel, customers will retreat and enjoy 

themselves in an ideal environment with perfect services. The Logo is in 

Asian architectural form conveys the idea that the hotel is Asian-based.  

 

The photograph in Figure 20.1.2 shows the lobby of the hotel. With regard 

to the representational function, the photograph is a conceptual image 

without vectors (Kress and van Leeuwen 2006: 79). It is analytical as the 

represented participants are presented in a part-whole structure. The hotel 

lobby is the carrier which is the whole and the attributes are the parts (i.e. 

the expansive marble floor, Chinese style mural painting, the crystal 

chandelier, double height ceiling, table, chairs, lamp, fountain, plant 

decorations, dim lighting, the hotel guests and staff) (ibid: 57). The human 

participants are reduced in size. One is a customer sitting on a chair in a 

relaxed posture and the other is a hotel staff serving some guests at the 

back of the lobby. These represented participants are grouped together to 

show the “alluring sensory quality” of grandeur of the lobby as a whole 

(ibid: 59). The placement of the hotel lobby photograph on the hotel 

homepage creates a virtual sense of arrival at the hotel. 

 

Regarding the interactive metafunction, the human participants do not look 

at the readers directly. They are offered to the readers “as though they were 

specimens in a display case”, and the relationship between participant and 

reader is one of unfamiliarity (Kress and van Leeuwen 2006: 43). The use 

of an offer image suggests the offer of information and services by the 

hotel and readers take the subject role to observe the lobby.  

 

The photograph is taken with a very long shot in which human figures 

occupy less than “half of the height of the frame” (Kress and van Leeuwen 

2006: 124).The very long shot depicts a panoramic view of the lobby, 

creating a magnifying and grand environment. The use of oblique angle 

captures a broad view of the lobby. The eye level and the point of view are 
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equal, and therefore there is no power difference involved (ibid: 140). This 

suggests the hotel’s attempt to establish a friendly relationship with the 

readers.  

 

The photograph is a photorealistic snapshot of the lobby of the hotel, 

providing readers with an idea about how the hotel looks like. It has high 

modality. The image is presented horizontally covering most of the screen. 

There is a top frame with a dark brown Asian floral pattern. This Asian 

motif at the top frame, together with the logo, strengthens visitors’ 

knowledge of the hotel and the distinctive Asian spirit.  

 

Regarding the compositional function, the homepage has a dark brown 

background. This suggests the hotel”s attempt in creating a homey and 

natural ambience for the visitors. The use of a dark brown background and 

white colour text links and light brown text below highlights the image in 

the centre of the page. The Verdana typeface also mirrors the overall 

brown colour of the page. Readers’ eyes are strongly drawn to the large 

image in the centre with the contrast of the small typeface (Font 7 and 9).  

 

The logos are placed on the left hand corner of the two hotel homepages 

which both attracts attention and increases credibility (Kok, 2004: 145). 

Both hotel homepages place the photograph of the hotel at the top and the 

text at the bottom. Elements in the upper part of the page appeal to the 

viewer’s emotions, expressing “what might be”. The bottom elements have 

an informative appeal, showing “what is” (Kress and van Leeuwen 2006: 

186). The hotel puts the photograph of the lobby at the top to give readers a 

general idea about how the hotel looks like and provides more details in 

the text below. The lobby is the most salient element on the homepage in 

contrast to the small typeface in the text below. Readers’ eyes are strongly 

drawn to the large lobby in the centre.  
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Appendix IV  Interview with the Associate Professor from the School 

of Hotel and Tourism Department, The Hong Kong Polytechnic 

University 

 

 
A:  Ok let’s start. I just want to know how is Asian hospitality realised 

in Shangri-la? I remember that last time you said they care about 
people so and so so how is it realized 

B: Ok so how do you tangiblize the specifics well if you go on their 
website there are some specific guidelines missions in terms of 
what their objectives are but what the key element is about is their 
guest services, the priority and the comfortablity of the guests is the 
priority and that is about making sure that you do things like 
escorting the guests to various places rather than just point and 
show kind of things is about smiling and greeting and using the 
proper names and you know all those kinds of things like 
dignifying people as individuals rather than as just a guest. Shangri-
La hotels are big and is into personalized service so I think that’s 
probably what the key is about the pleasure of serving someone and 
being able to someone a good face.  

A: So how does it maintain itself as a leading hotel in an Asian context?  
B: Well I think if you are talking about the operation a lot of it is 

human resources and marketing is about hiring the right people is 
about putting the right training programs in place and then is about 
making sure that the customers know understand what they expect 
when they come to Shangri-La you know sort of like some hotels 
love to put beautiful pictures of the hotel on the web and when you 
get there you just find all the things wrong. So Shangri-La is about 
what they show is the reality what they show is what they deliver. 
You set up a high standard. You know I’ve seen I stayed in a place 
recently where you know website looks really great but when you 
got there you saw the context of where they take the picture you 
realize that it doesn’t look like that at all.  

A: Can you show me some examples 
B: I can actually show you that one but I don’t remember where it was 

a small rural hotel in Shitang outside of Shanghai and the picture of 
the room look beautiful but when you got there that’s the picture of 
the bed but you didn’t see the rest of the place look like you know 
it’s acceptable but there’s a lot of places like that. One that I can 
show you I just stayed there last week and it’s a beautiful hotel it’s 
very nice but the website is a bit over the top or even though it’s a 
five star hotel it. I might have shown this to you before or I shown 
to somebody this the website is quite. Now when you go to the 
website and click on here you gonna get this 

A: Oh yeah very slow 
B: Slow and the nature that it is trying to show here Shanghai 2009 ok 

they are showing this woman in the country side and then some guy 
riding a bicycle on the hill. There are no hills in Shanghai you 
know Shanghai is very flat. There is a lot of construction going on 
on that particular area so this is the lobby. It’s a very attractive 
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lobby. (music) Ok where’s the music shut it down. I’ll shut up over 
here. Now you know that’s a nice shot. It doesn’t tell much about 
the hotel but is that’s part of the garden outside and is attractive it’s 
a nice feature but you know the website just shows this doesn’t give 
you much of a picture here the people are too far away so we don’t 
know much about the people. In the guest room in which is very 
nice and in it that’s what it looks like. That’s a good representation 
but what I what I guess getting here is about the food the lounge 
there has a beautiful view of of the city you know not the direction 
of the of hmm river but is a nice view they show the food you know 
for the executive lounge here these leave you with an impression 
that’s a really great hotel and it is but when you look at the location 
at it right now because the construction is going on it’s not 
inconvenient but is not as close to this is all construction going on 
all because of building more subways and eventually it will be 
great er but this subway is you know is very close cross by the 
street is easy to get to I’m not saying it’s a bad representation just 
the whole introduction to me is just not necessary you know since it 
doesn’t really relate what the hotels are.  

A: And I remember that last time you said it’s good to put more 
human beings into the photographs. 

B: Yea exactly because it’s about service. Everybody the physical 
product is the same. That Eaton hotel physical product is the same 
as the Shangri-la is the same as all the top hotels are in that area so 
that’s not going to differentiate you showing that lobby is not going 
to differentiate you. Showing the level of service that you might 
give might differentiate you but I must say the level of service of 
that hotel is not a Shangri-la service. It’s a five star hotel physically 
but in the Chinese restaurant, the service that we had, the dinner 
that we had there never smiled. The entire time never smile never 
really was very aggressive just simply brought the food took the 
order. They are obviously not not you know into their job. They 
weren’t giving Asian service. Asian service is you know asking if 
you are ok whether it’s good, how do you feel about it, is 
everything all right you know double checking with you all the 
time.  

A: So what’s the difference between Asian service and western service  
B: People 
A: People so western service would be 
B: about caring and giving people. People who look at their job as a 

hmm a sense of respect and a sense of you know loyalty to the 
organisation and please to be able to provide a good service to 
someone else whereas the western aspect is more of service 
industry in hotels are a job. A job that I do and I go home, work 
every day and I do my job and I go home. So I do what they tell me 
to do for the company but I don’t put extra effort to do. That’s been 
very general, stereotype, not all the time but that’s the perception.  

A: So are your comments based on any references or readings or is 
based on your widely experience? 
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B: It’s also based on other textbooks in the area which talks about 
Asian service, Asian culture. 

A: Can you suggests any references 
B: You know some of the basic principles are based on the cross-

cultural literature. This is probably the rule of that area hmm let’s 
see (.) sometimes is within textbooks of service marketing. This is a 
textbook in services marketing which that particular one focuses on 
Asian customers. There are some aspects about customer service 
case study. I look at it as a face issue. It’s issue of giving face to 
someone. You know this is a respectable thing to do to give 
someone else face. So if a business person is entertaining a client in 
a restaurant and you then do some special as a server to recognize 
them or call them by name, is there anything special, can I help you 
to get a particular drink, that’s for me to give that person face in 
front of the customers and that makes them feel good and I feel 
good. I think that’s a part of what is respected? 

A: So are your comment about human being putting in the 
photographs is it based on a kind of references or  

B: It’s based on the fact that every hotel physical building is the same. 
You know I mean a bed is a bed and a guest room is a guest room, 
a lobby is a lobby. A restaurant is a restaurant. How do you get 
more money from the competition? Sometimes yes because your 
location is better than somebody else but more than likely is that 
there are many competitors within the same region. It goes down to 
where people feel that they are treated the best. The hotel 
recognizes who the guests were, recognizing someone, being able 
to acknowledge them, appreciate their business. People go back 
because they are given good face. I appreciate that hotel recognizes 
I come back but I don’t have the same necessity. Somebody gratify 
me I just find that nice touches.   

A:  I see then what are the differences between the two brands of 
Shangri-La? Last time you mentioned that there are Shangri-La and 
traders.  

B: In reality I think the difference is based on the physical product. Is 
based on service level. Both traders and Shangri-La should deliver 
the same attitude. The differences like amenities. Traders hotels are 
usually four and a half star. Their amenities are not quite as 
elaborate. Their rooms are smaller and they probably don’t have 
many restaurants to choose from. Their restaurants will probably be 
predominantly the ethnic Chinese restaurants. These hotels are 
predominantly intra-Asia other than international. Shangri-La 
appeals itself to high-end Asian clients and to Europeans and North 
Americans. The traders hotel wouldn’t be normally marketed to as 
a primary market to North America. It might market to AustraAsia 
market  

A: Are there any traders hotel in Hong Kong 
B: No there’s no hotel traders here. There’s hotel Jen which is owned 

by the family. It doesn’t have the name Shangri-La on it. It’s on the 
island side. This hotel is essentially one step below the traders hotel. 
There are traders in Beijing, traders in a number of cities in China, 
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there are traders in Singapore, traders in Philippines. There might 
be some in the Pearl River delta. I am not sure. But it sort of like in 
the Marriot System. You know the Ritz Carlton is the top brand 
you have the J. W. Marriot as essentially the equivalent but not 
quite at the same level then you have Renaissance and then you 
have Marriot. So a Marriot hotel would be more in line with a 
typical Marriot in North America will be more in line with the 
traders hotel whereas the J.W. Marriot and Ritz Carlton will be like 
Shangri-La. 

A: But they belong to the same brand. 
B: Yea yea 
A: Last time you showed me about your project. I was asking how did 

you place the photographs and links to lead the readers to look at 
the website? 

B: Oh that was not a project. You were talking about what I did for 
San Jose Convention and Exhibition Centre  

A: What kinds of photographs did you put and why did you put those 
photographs? 

B: It was the use of language and buttons (pause) 
A: What kind of project is that? 
B: This was the marketing that we did with the Convention and 

visiting bureau to make San Jose to become more customer-
relationship oriented, more targeted to one to one type of marketing. 
So what we did was we put buttons on here that right to book a 
room, give visitors guide, meeting planning guide which helps to 
plan a meeting and that was what we did. There was no proactive 
actions on the website previously just a picture. So we put these on 
here to drive them to certain areas. The other thing we did which 
was  

A: Can I find this on the net? 
B: No not anymore 
A: The other thing we did was we put specific pages together for 

specific people. 
B: We specifically targeted language in here was what’s your interest 

was like you are coming to the website, you are meeting 
professional and you would see ok I would click on there and then I 
will go to the meeting page and on this page it has direction or what 
type of the meeting. Am I from the national association, California 
association, am I trade show company, am I Silicon Valley 
corporate company. You know where am I. You know if you click 
on these then you would go to a page that would have the name of 
the contact for the sales for that area and it would talk about what 
our strengths were so why we were good choice for them. So we 
can direct the choice there. In an ideal world I would have when 
this person, he went to this page came back the next time, they 
went to that page again so they didn’t have to go through all to get 
there.  

A: So it’s personalized  
B: Yes personalized that was one of the things that I was talking about. 

The other thing that I am not sure whether I show you this before. I 
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don’t think I have developed this before. When you started talking 
about this picture I thought well ok this is a study that we are doing 
right now in mainland. We were doing a survey work in Shanghai 
we are going to come down here Hong Kong in summer and what 
we are looking at is the finding the concept of bread and breakfast 
hotels in China. What is you know doesn’t exist so in order to do 
that what we are using is we are using photos in the research aspect 
though  

A: And you are responsible for making this website.  
B: Well this is not the website. This is just the pictures. The pictures 

came off from the websites. This is a bread and breakfast inn in 
California. These are the same one. This is from the website in 
Michigan. So we show these first and what do you call this and 
then you know we have a series of selection what they might call, a 
guest house and you know bed and breakfast is one of the choices 
and then we show these as the equivalent or similar nature type in 
mainland China. If you went into this website, this is the one that I 
stayed there. If I went into this hotel, this is a great picture of the 
room but when I get there I found it’s a long alley way down the 
corner and has no view and it looks out to some other buildings and 
whatever that’s what I found in the places so it might not be a good 
representation. It was nice but to get there you will find out. This is 
the website, a Cheung Chau B&B. They also have a hotel in SOHO 
but these are just some of the pictures of the hotel. Now I am not 
abusing this but in fact this would probably be if you have to 
categorize it wouldn’t be categorized as a B&B hotel it would be 
categorized as a boutique hotel but they called it a bread and 
breakfast probably from a marketing purposes 

A: What’s the difference between boutique hotel and bread and 
breakfast? 

B: Bed and breakfast hotel is usually like three to eight rooms it’s run 
by the people who live there. They serve elaborate breakfast each 
day. Where’s the boutique hotel is a small property with a unique 
feature. There are culture about it. You know sometimes the 
facilities can be modern and that’s the case here. There’s a very 
modern guest room and it’s very nice and there’s breakfast there. 
They have a breakfast but just a typical that you find anywhere you 
serve around with table anything like that and there’s probably 
fifteen twenty rooms in this place so you know is not in the concept 
of what the western world bed and breakfast is. I think they are 
trying to appeal to western guests however most of the clients are 
not westerners. The clients are Chinese which I find interesting. 
These are the pictures from bed and breakfast China. These are 
some from Shanghai. These are from Beijing. There are a number 
of different places where they classified as bed and breakfast. There 
are twenty seven rooms but that’s not bed and breakfast to be 
honest. To me it’s not a very representative website. I did go to one 
last week which is quite beautiful. The one in Shanghai and I 
haven’t seen the website here and I will show you. The China 
mansion hotel.com. It’s not a bed and breakfast. It’s a boutique 



451 
 

hotel. Quite beautiful hotel, gorgeous. You know the guy who 
actually developed this is a Standford PhD. This is the restaurant 
and the room. You actually got a whole video and beautiful 
property, five star boutique hotel. How do you shut off the sound.  

A: I think is you click here 
B: Ok but the point that I am getting is these photograph would be 

beautiful these are very realistic. The hotel is really very very nice. 
It’s quite elaborate and you know it’s does really show it quite well 
in fact is to what it looks like. This is the photo page with various 
photos, photo gallery of what they have and so on. You know I 
think it looks quite nice thinking it depicts quite well but the actual 
property is like you know one thing you see here is you have the 
beautiful old furniture then you see the screen TV, the suite has a 
sauna and the bathroom is all brand new beautiful amenities with 
cozy tubs. It’s really er quite attractive so you know that’s the other 
kind of website that it shows to me some good things about it so I 
am not sure where there was going exactly but from what I was 
showing you before was how do you be proactive is what that 
website is about. Can you be proactive in driving people there, 
another pictures that I was showing you is how do you represent the 
property the physical property effectively. There was one thing 
about the last one as I show. It did not have one thing it did not 
have I don’t believe I saw anything there about people any people 
in the shots? I don’t see any people here in those shots. No people 
what so ever. Yea the facilities itself is quite gorgeous but you 
know I am going to pay three thousand dollar and not just for the 
facilities itself or do I want to know there’s going to be a quality 
level of service delivered. There’s no people there’s even no people 
in the lobby. So maybe the hotel doesn’t even have many guests. 
Non of the shots has people and there is this philosophy that some 
people have about hotels is they don’t show any people. There are 
some people in here but they are pretty obscure in the background 
of the restaurant. That’s beautiful room and this is the bathroom. 
The pictures depicted there there’s no people.  

A: So that would be not a good thing? 
B: Well they have a distinctive unique property so in that sense they 

have to highlight that so there’s a unique difference but to leave all 
the people out together doesn’t convince me that I should spend 
more money stay there as to stay in the five star four seasons. So 
why will I have to stay in this one but not that one. In fact people 
are very service focused and very positive and so on they. They 
show you where to go and they take you up to the room. They have 
a good service attitude. They just didn’t show the people there.  

A: I see and then may I know your research expertise? 
B: Hotel marketing, sales and consumer behaviour, direct marketing.  
A: And you have worked in San Jose Convention for a long time? 
B: I’ve worked in the industry for over thirty years.  
A: In Shangri-La 
B: In many different companies, Shangri-La, San Jose Convention and 

Bureau  
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A: And you offer consultancy training 
B: Yes  
A: To hotels? 
B: Yes we do consultancy and we also do education on the things that 

we talked about. 
A: Thanks 
B: You are welcome.  
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Appendix IV  Interview with the Associate Professor from the School 

of Hotel and Tourism Department, The Hong Kong Polytechnic 

University 

 

 

A:  Ok let’s start. I just want to know how is Asian hospitality realised 

in Shangri-la? I remember that last time you said they care about people so 

and so so how is it realized 

B: Ok so how do you tangiblize the specifics well if you go on their 

website there are some specific guidelines missions in terms of what their 

objectives are but what the key element is about is their guest services, the 

priority and the comfortablity of the guests is the priority and that is about 

making sure that you do things like escorting the guests to various places 

rather than just point and show kind of things is about smiling and greeting 

and using the proper names and you know all those kinds of things like 

dignifying people as individuals rather than as just a guest. Shangri-La 

hotels are big and is into personalized service so I think that’s probably 

what the key is about the pleasure of serving someone and being able to 

someone a good face.  

A: So how does it maintain itself as a leading hotel in an Asian context?  

B: Well I think if you are talking about the operation a lot of it is 

human resources and marketing is about hiring the right people is about 

putting the right training programs in place and then is about making sure 

that the customers know understand what they expect when they come to 

Shangri-La you know sort of like some hotels love to put beautiful pictures 

of the hotel on the web and when you get there you just find all the things 

wrong. So Shangri-La is about what they show is the reality what they 

show is what they deliver. You set up a high standard. You know I’ve seen 

I stayed in a place recently where you know website looks really great but 

when you got there you saw the context of where they take the picture you 

realize that it doesn’t look like that at all.  

A: Can you show me some examples 

B: I can actually show you that one but I don’t remember where it was 

a small rural hotel in Shitang outside of Shanghai and the picture of the 
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room look beautiful but when you got there that’s the picture of the bed but 

you didn’t see the rest of the place look like you know it’s acceptable but 

there’s a lot of places like that. One that I can show you I just stayed there 

last week and it’s a beautiful hotel it’s very nice but the website is a bit 

over the top or even though it’s a five star hotel it. I might have shown this 

to you before or I shown to somebody this the website is quite. Now when 

you go to the website and click on here you gonna get this 

A: Oh yeah very slow 

B: Slow and the nature that it is trying to show here Shanghai 2009 ok 

they are showing this woman in the country side and then some guy riding 

a bicycle on the hill. There are no hills in Shanghai you know Shanghai is 

very flat. There is a lot of construction going on on that particular area so 

this is the lobby. It’s a very attractive lobby. (music) Ok where’s the music 

shut it down. I’ll shut up over here. Now you know that’s a nice shot. It 

doesn’t tell much about the hotel but is that’s part of the garden outside and 

is attractive it’s a nice feature but you know the website just shows this 

doesn’t give you much of a picture here the people are too far away so we 

don’t know much about the people. In the guest room in which is very nice 

and in it that’s what it looks like. That’s a good representation but what I 

what I guess getting here is about the food the lounge there has a beautiful 

view of of the city you know not the direction of the of hmm river but is a 

nice view they show the food you know for the executive lounge here these 

leave you with an impression that’s a really great hotel and it is but when 

you look at the location at it right now because the construction is going on 

it’s not inconvenient but is not as close to this is all construction going on 

all because of building more subways and eventually it will be great er but 

this subway is you know is very close cross by the street is easy to get to 

I’m not saying it’s a bad representation just the whole introduction to me is 

just not necessary you know since it doesn’t really relate what the hotels 

are.  

A: And I remember that last time you said it’s good to put more 

human beings into the photographs. 

B: Yea exactly because it’s about service. Everybody the physical 

product is the same. That Eaton hotel physical product is the same as the 
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Shangri-la is the same as all the top hotels are in that area so that’s not 

going to differentiate you showing that lobby is not going to differentiate 

you. Showing the level of service that you might give might differentiate 

you but I must say the level of service of that hotel is not a Shangri-la 

service. It’s a five star hotel physically but in the Chinese restaurant, the 

service that we had, the dinner that we had there never smiled. The entire 

time never smile never really was very aggressive just simply brought the 

food took the order. They are obviously not not you know into their job. 

They weren’t giving Asian service. Asian service is you know asking if 

you are ok whether it’s good, how do you feel about it, is everything all 

right you know double checking with you all the time.  

A: So what’s the difference between Asian service and western service  

B: People 

A: People so western service would be 

B: about caring and giving people. People who look at their job as a 

hmm a sense of respect and a sense of you know loyalty to the organisation 

and please to be able to provide a good service to someone else whereas 

the western aspect is more of service industry in hotels are a job. A job that 

I do and I go home, work every day and I do my job and I go home. So I 

do what they tell me to do for the company but I don’t put extra effort to 

do. That’s been very general, stereotype, not all the time but that’s the 

perception.  

A: So are your comments based on any references or readings or is 

based on your widely experience? 

B: It’s also based on other textbooks in the area which talks about 

Asian service, Asian culture. 

A: Can you suggests any references 

B: You know some of the basic principles are based on the cross-

cultural literature. This is probably the rule of that area hmm let’s see (.) 

sometimes is within textbooks of service marketing. This is a textbook in 

services marketing which that particular one focuses on Asian customers. 

There are some aspects about customer service case study. I look at it as a 

face issue. It’s issue of giving face to someone. You know this is a 

respectable thing to do to give someone else face. So if a business person is 
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entertaining a client in a restaurant and you then do some special as a 

server to recognize them or call them by name, is there anything special, 

can I help you to get a particular drink, that’s for me to give that person 

face in front of the customers and that makes them feel good and I feel 

good. I think that’s a part of what is respected? 

A: So are your comment about human being putting in the 

photographs is it based on a kind of references or  

B: It’s based on the fact that every hotel physical building is the same. 

You know I mean a bed is a bed and a guest room is a guest room, a lobby 

is a lobby. A restaurant is a restaurant. How do you get more money from 

the competition? Sometimes yes because your location is better than 

somebody else but more than likely is that there are many competitors 

within the same region. It goes down to where people feel that they are 

treated the best. The hotel recognizes who the guests were, recognizing 

someone, being able to acknowledge them, appreciate their business. 

People go back because they are given good face. I appreciate that hotel 

recognizes I come back but I don’t have the same necessity. Somebody 

gratify me I just find that nice touches.   

A:  I see then what are the differences between the two brands of 

Shangri-La? Last time you mentioned that there are Shangri-La and traders.  

B: In reality I think the difference is based on the physical product. Is 

based on service level. Both traders and Shangri-La should deliver the 

same attitude. The differences like amenities. Traders hotels are usually 

four and a half star. Their amenities are not quite as elaborate. Their rooms 

are smaller and they probably don’t have many restaurants to choose from. 

Their restaurants will probably be predominantly the ethnic Chinese 

restaurants. These hotels are predominantly intra-Asia other than 

international. Shangri-La appeals itself to high-end Asian clients and to 

Europeans and North Americans. The traders hotel wouldn’t be normally 

marketed to as a primary market to North America. It might market to 

AustraAsia market  

A: Are there any traders hotel in Hong Kong 

B: No there’s no hotel traders here. There’s hotel Jen which is owned 

by the family. It doesn’t have the name Shangri-La on it. It’s on the island 
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side. This hotel is essentially one step below the traders hotel. There are 

traders in Beijing, traders in a number of cities in China, there are traders 

in Singapore, traders in Philippines. There might be some in the Pearl 

River delta. I am not sure. But it sort of like in the Marriot System. You 

know the Ritz Carlton is the top brand you have the J. W. Marriot as 

essentially the equivalent but not quite at the same level then you have 

Renaissance and then you have Marriot. So a Marriot hotel would be more 

in line with a typical Marriot in North America will be more in line with 

the traders hotel whereas the J.W. Marriot and Ritz Carlton will be like 

Shangri-La. 

A: But they belong to the same brand. 

B: Yea yea 

A: Last time you showed me about your project. I was asking how did 

you place the photographs and links to lead the readers to look at the 

website? 

B: Oh that was not a project. You were talking about what I did for 

San Jose Convention and Exhibition Centre  

A: What kinds of photographs did you put and why did you put those 

photographs? 

B: It was the use of language and buttons (pause) 

A: What kind of project is that? 

B: This was the marketing that we did with the Convention and 

visiting bureau to make San Jose to become more customer-relationship 

oriented, more targeted to one to one type of marketing. So what we did 

was we put buttons on here that right to book a room, give visitors guide, 

meeting planning guide which helps to plan a meeting and that was what 

we did. There was no proactive actions on the website previously just a 

picture. So we put these on here to drive them to certain areas. The other 

thing we did which was  

A: Can I find this on the net? 

B: No not anymore 

A: The other thing we did was we put specific pages together for 

specific people. 
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B: We specifically targeted language in here was what’s your interest 

was like you are coming to the website, you are meeting professional and 

you would see ok I would click on there and then I will go to the meeting 

page and on this page it has direction or what type of the meeting. Am I 

from the national association, California association, am I trade show 

company, am I Silicon Valley corporate company. You know where am I. 

You know if you click on these then you would go to a page that would 

have the name of the contact for the sales for that area and it would talk 

about what our strengths were so why we were good choice for them. So 

we can direct the choice there. In an ideal world I would have when this 

person, he went to this page came back the next time, they went to that 

page again so they didn’t have to go through all to get there.  

A: So it’s personalized  

B: Yes personalized that was one of the things that I was talking about. 

The other thing that I am not sure whether I show you this before. I don’t 

think I have developed this before. When you started talking about this 

picture I thought well ok this is a study that we are doing right now in 

mainland. We were doing a survey work in Shanghai we are going to come 

down here Hong Kong in summer and what we are looking at is the finding 

the concept of bread and breakfast hotels in China. What is you know 

doesn’t exist so in order to do that what we are using is we are using 

photos in the research aspect though  

A: And you are responsible for making this website.  

B: Well this is not the website. This is just the pictures. The pictures 

came off from the websites. This is a bread and breakfast inn in California. 

These are the same one. This is from the website in Michigan. So we show 

these first and what do you call this and then you know we have a series of 

selection what they might call, a guest house and you know bed and 

breakfast is one of the choices and then we show these as the equivalent or 

similar nature type in mainland China. If you went into this website, this is 

the one that I stayed there. If I went into this hotel, this is a great picture of 

the room but when I get there I found it’s a long alley way down the corner 

and has no view and it looks out to some other buildings and whatever 

that’s what I found in the places so it might not be a good representation. It 
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was nice but to get there you will find out. This is the website, a Cheung 

Chau B&B. They also have a hotel in SOHO but these are just some of the 

pictures of the hotel. Now I am not abusing this but in fact this would 

probably be if you have to categorize it wouldn’t be categorized as a B&B 

hotel it would be categorized as a boutique hotel but they called it a bread 

and breakfast probably from a marketing purposes 

A: What’s the difference between boutique hotel and bread and 

breakfast? 

B: Bed and breakfast hotel is usually like three to eight rooms it’s run 

by the people who live there. They serve elaborate breakfast each day. 

Where’s the boutique hotel is a small property with a unique feature. There 

are culture about it. You know sometimes the facilities can be modern and 

that’s the case here. There’s a very modern guest room and it’s very nice 

and there’s breakfast there. They have a breakfast but just a typical that 

you find anywhere you serve around with table anything like that and 

there’s probably fifteen twenty rooms in this place so you know is not in 

the concept of what the western world bed and breakfast is. I think they are 

trying to appeal to western guests however most of the clients are not 

westerners. The clients are Chinese which I find interesting. These are the 

pictures from bed and breakfast China. These are some from Shanghai. 

These are from Beijing. There are a number of different places where they 

classified as bed and breakfast. There are twenty seven rooms but that’s 

not bed and breakfast to be honest. To me it’s not a very representative 

website. I did go to one last week which is quite beautiful. The one in 

Shanghai and I haven’t seen the website here and I will show you. The 

China mansion hotel.com. It’s not a bed and breakfast. It’s a boutique hotel. 

Quite beautiful hotel, gorgeous. You know the guy who actually developed 

this is a Standford PhD. This is the restaurant and the room. You actually 

got a whole video and beautiful property, five star boutique hotel. How do 

you shut off the sound.  

A: I think is you click here 

B: Ok but the point that I am getting is these photograph would be 

beautiful these are very realistic. The hotel is really very very nice. It’s 

quite elaborate and you know it’s does really show it quite well in fact is to 
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what it looks like. This is the photo page with various photos, photo gallery 

of what they have and so on. You know I think it looks quite nice thinking 

it depicts quite well but the actual property is like you know one thing you 

see here is you have the beautiful old furniture then you see the screen TV, 

the suite has a sauna and the bathroom is all brand new beautiful amenities 

with cozy tubs. It’s really er quite attractive so you know that’s the other 

kind of website that it shows to me some good things about it so I am not 

sure where there was going exactly but from what I was showing you 

before was how do you be proactive is what that website is about. Can you 

be proactive in driving people there, another pictures that I was showing 

you is how do you represent the property the physical property effectively. 

There was one thing about the last one as I show. It did not have one thing 

it did not have I don’t believe I saw anything there about people any people 

in the shots? I don’t see any people here in those shots. No people what so 

ever. Yea the facilities itself is quite gorgeous but you know I am going to 

pay three thousand dollar and not just for the facilities itself or do I want to 

know there’s going to be a quality level of service delivered. There’s no 

people there’s even no people in the lobby. So maybe the hotel doesn’t 

even have many guests. Non of the shots has people and there is this 

philosophy that some people have about hotels is they don’t show any 

people. There are some people in here but they are pretty obscure in the 

background of the restaurant. That’s beautiful room and this is the 

bathroom. The pictures depicted there there’s no people.  

A: So that would be not a good thing? 

B: Well they have a distinctive unique property so in that sense they 

have to highlight that so there’s a unique difference but to leave all the 

people out together doesn’t convince me that I should spend more money 

stay there as to stay in the five star four seasons. So why will I have to stay 

in this one but not that one. In fact people are very service focused and 

very positive and so on they. They show you where to go and they take you 

up to the room. They have a good service attitude. They just didn’t show 

the people there.  

A: I see and then may I know your research expertise? 

B: Hotel marketing, sales and consumer behaviour, direct marketing.  
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A: And you have worked in San Jose Convention for a long time? 

B: I’ve worked in the industry for over thirty years.  

A: In Shangri-La 

B: In many different companies, Shangri-La, San Jose Convention and 

Bureau  

A: And you offer consultancy training 

B: Yes  

A: To hotels? 

B: Yes we do consultancy and we also do education on the things that 

we talked about. 

A: Thanks 

B: You are welcome.  
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Appendix V Interview with the E-commerce and Revenu Manager of 

the Peninsula Hong Kong 

 

Interviewer : Amy (A) Interviewee: I 

 

A: 咁我哋就開始依個 interview啦 ! Er, 我想請問呢, er hotel websites 既 

 communicative purpose是乜野呀 ? 係點樣既呢 ? 

I: Er, 幾樣啦，第一樣就係 for一個既 branding purpose啦，咁就係喺我哋嗰 

A:            [嗯                              [嗯 

 個 presence, 係個 internet (inaudible)個上面，咁就係 er suppose佢...要係等 

A:            [嗯 

 d客人知道其實我哋公司個 image, 或者我哋 offer既 product& service係 

A:                                        [嗯 

 match到佢哋其實要既野囉，吓...咁，依個係一個 branding啦。咁，第二 

A:             [嗯      [嗯 

 就係，另一個用途就係話，個 purpose就係話，of course, 如果當到時我 

 有 d咩特別既 er...er... offering, 或者係有 d咩新既 product/service, 咁都係 

A:                         [嗯 

 靠個 website等 d客人知道，吓............, 咁即係一個咁既 branding同埋...... 

A:                    [嗯嗯嗯嗯 

 branding另外第二個可以話，more依個叫 practical囉，吓 

A:                                             [嗯嗯嗯 

A: 即係會 selling啦，        promotion啦， 

I:             [係啦，more  [係啦，一個就係 branding，等人哋知道，其 

A:                                           [係啦 

 實我哋 overall個 presence, 第二個就係嗰個.........係啦...............................係啦 

A:                                         [係啦        [係啦...係啦，話 d information俾人 

  

A: 咁我想問呢...咁一個 hotel website佢有 d咩...咩唔同既 sections呀? 

I: 咁呢，其實你見到喺.........咁，其實你見喺，我諗你都睇過晒啦，咁其實主 
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A:                 [嗯...嗯 

 要...Emm, of course,如果講 product & service啦，咁 of course一定有，一定 

A:                                       [嗯 

 係講 accommodation啦，咁，一定係有 F&B或者 Dining啦，咁 of course  

A:               [accommodation                      [嗯 

 好多酒店依家都係...er...有 wellness, 係做 spa, 或者係...er...fitness centre嗰 d 

A:                                     [嗯 

 啦,咁同埋另外一個 occasions就係我哋個 banqueting呀，events, 開 meetings  

A:                                     [嗯 

 個 section,咁其實依 d就係我哋叫做 core products囉，依四樣野。咁，係我 

A:                                                    [嗯嗯嗯 

 哋個 website 多咗既呢，就係有個叫做 of course,好多客人想知，如果係黎

香 

 港或者係去某個地方，就係 Destination, 咁關於嗰個地方既 basic d 資料

啦， 

A:                              [嗯 

 er...酒店個 location係邊啦? 或者嗰到既 hmm...天氣呀，係點啦? 唔，咁就 

A:                                                     [嗯嗯 

 會喺晒依個 section 到囉，唔，咁我哋加埋.........吓......咁依個就係 main 

sections 

A:                  [嗯             [嗯 

 之列。吓。Sorry, 講漏咗個，咁我覺得最緊要就係依個，咁可以 of course, 

re- 

A:     [嗯              [嗯                               [Ok (laughing) 

 servation, 可以 er...一個 online可以做到 booking既...吓 

A:                                            [係啦  

** **************************************************************** 

A: 咁，如果一個 homepage，你覺得最主要有 d乜野呢? 

I: 其實依個 homepage, 你意思係咪依個呀? 咁呢，其實我哋 load, 嗱我哋嗰個 

A:                                   [係啦  
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 就係......我哋就用一個 loading, 咁我哋覺得 homepage係，第一，唔應該用 

 好多字啦，應該係 visually, 或者係你見到佢依個咁 load出黎呢，係一個 

A:         [嗯             

 experience 囉，咁應該係 ...即係 ...點講呀，英文就話， “Pictures sell a 

thousand  

A:         [嗯   

 words”, 咁其實應該 through依個 image應該係，等個客人知道，其實....... 

A:                                                             [感受到 

 係啦，感受到，同埋會有少少，應該係最主要個 point就係，of course,我投 

 先想講就係話，個 history啦，咁佢依度 which is, 佢已經講咗係話， 

A:                        [嗯   

 finest hotels in the world...has been celebrating the city’s dramatic progress since  

 1928, 咁就帶番依個 point 出黎就係，全個 city 最 historical, 最 grand 既

hotel, 吓。 

A:     [嗯                                                     [嗯 

 咁就唔應該講太多 factual既野囉，姐我哋有少少唔同就係，instead of 話... 

 好似一陣後面 cover，我唔 jump住啦，吓 

A:                  [嗯           [okokok 

** **************************************************************** 

A: 咁我想問呢，er...依個...喔，依個 homepage, er 唔駛啦 ! Er, 嗰個 mission

呢， 

I:                                                            [係啦 

 Peninsula個 mission係...                   

I:                     [依個呀，你講? Er...可唔可以...fac 

A:                                       [個 hotel既...er 既 mission囉， 

 既 values呀，依間公司...係啦 

I:              [姐係....係，for a group 咁吖，定係 for.... 

A:                                              [Er, 兩樣都...兩樣都講得啦 

I: 咁其實 Peninsula不褸都最注重就係, 嗰個 quality of product & service, 咁依 

 個就係 ultimately係要 offer best product同埋 best service to客人囉，咁就係 
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A:                                                        [嗯嗯 

 er...我覺得...半島有 d 咩特別就係，好多時佢唔會...er...姐 of course 每間公

司 

 都要有 er...d guidelines 同 procedures, 但半島好多時就係話，er...如果你淨

係 

A:                                [嗯 

 跟死晒你 d guideline同埋 d rules, 咁好多時未必係會，er...點講呀，滿足到 

A:                             [嗯              [嗯 

 客人既需求，可能佢有時，好多時係特別既要求，咁但半島就可以...好多

時 

A:            [嗯  

 就話...吖!如果喺...就俾咗我 staff, power 咗個 staff 可以 make d decision, 可

以 

A:                                                         [嗯嗯 

 即時滿足到，唔駛個客要好困難先可以要到某 d野咁，咁依個就係半島... 

 我覺得每個 staff 都好 understand 就係話，make sure even though 唔係喺我

哋 

A:                                            [嗯 

 個 standard, procedure或者係 guideline 裡面，咁佢都係盡量去，within佢既 

 power係 make sure個客人要既 service或 product可以得到，吓。依個係我 

A:      [嗯                                          [嗯 

 覺得幾 outstanding既 

A:               [嗯，咁香港半島呢，都係一樣? 

I:                                         [一樣，其實間間都係...吓 

A:                                             [係啦        [the same 

I: 每一個 staff，唔好話 from manager to一個 housekeeping staff, 你覺得一個做 

 room attendant可能佢做 d野好 basic, 但係...let say個客人要拿，唔知攞.....  

A:                               [嗯                                          

 多一枝水，或者乜野，吖! 其實每日應該派一枝 jor喎，咁佢駛唔駛...呀我 
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 要 check，姐唔駛囉，咁 d managers,到時佢同佢吔講番，佢交待呀，ok,姐

唔 

 會話好困難。變咗個客人覺得，呀我問你攞多一枝水，你要去 check。

姐， 

 依 d，姐 from一個好 basic 既，或者一個好專業既 staff，一個 manager既 

 staff，都係會知道係，應該去 make 咗 decision，等個客人得到佢要既

service 

 或 product, 吓。 

A:          [嗯 

** ***************************************************************** 

A: 咁你點樣從依個 logo哩...你哋個 logo有冇特別 convey一 d 咩 branding, 或 

 者你哋既 values呀? 

I: Er..依個其實嗱...er..依個 logo, 我哋係...幾多年先....1920...應該係 03年度轉 

 架，我唔知你有冇印象見過之前個 logo? 

A: Er, 未見過 

I: Er, 哩，依個就係舊既 logo，一個圓圈入面好似有三個 p字咁既，依個就係 

 舊個 logo啦。 

A: 哦，一個圓圈三個 p，咁樣啦 

I: 係啦，個 p倒轉咁既 

A: 哦，咁依三個 p點解呀? 

I: Er...“p”咪就咁 Peninsula囉! 

A: 哦，三個都係 

I:         [三個都係代表 Peninsula, 冇乜特別，吓。 

A: 咁點解轉咗呢? 

I:            [咁，但係變咗依個，因為其實佢，一間 branding公司幫我哋做 

 research既，咁但係其實發現，er...因為半島個名，因為酒店我哋唔多啦，  

 好細，夾埋得八間酒店現時，咁但係發現現時哩，其實最 recognized 既

哩，  

 就係「半島」依個字，「Peninsula」依個字。咁變咗就係話，instead of 用

一 
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A:                 [哦               [吓 

 個 symbol或者用一個 icon去呢，咁就其實話，其實，你哋 brand最特別既 

 一樣野，根本就係依個名，就係依個字，所以就 come out with我哋冇用，  

A:                    [嗯          [嗯 

 好似有 d地方用一個 logo咁，我哋就咁用番我哋個字， 係啦，    係啦 

A:                                             [嗯，真係簡單啦，容易記 

** **************************************************************** 

A: 咁好啦，咁我想問呢...依個 website哩，有 d咩 overall既 feeling呀? 姐係，  

 你想帶俾 d人既感覺係，erm, 依間酒店好 professional 呀?好 

 customer-oriented呀? 好 business吖，定係有冇一個特別既 feeling? 

I: 嗱，首先我...其實半島就係一間，好 family runstyle 既公司黎既。咁其實， 

A:                                                        [嗯 

 以我哋...er...一個僱主同僱員都係大家個 relationship, 都係好 family覺得，  

A:                                                             [嗯嗯 

 吓，咁依個，er...就係我哋想帶俾客人，其實就算對客人，我哋係一個，

唔 

 係淨係話一個 offerer，你俾錢黎住，我哋都好似有陣時 traditional style 就

係 

 話，最 traditional既酒店形式就係話，一個...其實客棧咁既形式，歐洲就係 

A:    [嗯 

 d guest house 佢哋叫做，咁就係話其實，你都係去到一度，雖然你俾錢，

但 

A:               [嗯嗯 

 係你都係一個 guest, 咁其實我哋盡量都係做番依樣野，姐每一個客人，唔 

A:               [嗯 

 係一間好......幾千房既酒店，你姐係只係一間房裡面既一個 number既人，  

 我哋盡量係 personalised囉，咁依個就係半島最特別既一個 point。 

A: 點樣去 personalised呀? 

I: 咁其實，嗱，我哋講...你話係第幾條? 
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A: 第七條 

I: ok. 咁你見我哋....少少 marketing用嗰個方向都唔同啦! 好多酒店如果 for  

 一個 branding 哩，佢哋會用一個...吖，d 最靚既房，最靚既野，咁你見其

實 

 我哋，依個 for group做 branding嗰個 er...visual哩，係用我哋 d staff既。 

A: 嗯 

I: 吓。咁依個係 bell-boy，依個 page1 係我哋其中一個 logo 啦。我哋有 d 好

多 

 年，做咗好多年既 staff啦，咁就係我哋用一個...staff, 一個 family portray， 

A: [嗯嗯嗯                                  [嗯 

 咁就係 bring out依個係 family，其實我哋係一個好 closed，好 personalised 

A: [嗯嗯嗯 

 咁就係依個，咁依個就係 for brand。咁，如果你話，去番 hotel嗰度，其實 

 hotel 入到去呢就，反而 highlight 番其實，嗰個 exclusive,或者係特別嗰

囉， 

A: [嗯           [嗯 

 咁你見佢，ok，成個 website就係 design出黎係...舊陣時既 website, 好多依 

 家 d hotels既 websites, 都係會, 你 gum每一個 section, 好似一頁頁野咁， 

A:              [嗯 

 咁我哋盡量就係做到，用一個 flash 黎做，就係做到好似覺得係佢...一個

walk 

 through既 experience, 一個我哋叫 Peninsula既 online既 experience囉! 吓。 

A:             [嗯嗯 

** **************************************************************** 

A: 咁依個同以前嗰個有咩唔同呢? 

I: 嗱，依個就成個係用 html啦，咁依個就成個用 flash。咁依個你見 d相同埋 

A:                        [係啦 

 d野係...... d image 係大好多既，同埋 d字係少好多既，係倒番轉。咁之前 

A:                         [嗯                  [嗯         [嗯嗯 

 既 copy哩，我會係覺得...係好 factual囉，吓。咁依家你見依度 d寫法哩， 
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A:                                 [好 factual 

 依 d就好...係感受，好似形容一本 novel, 姐係你...如果你冇相既話，你睇一 

 本小說，你可以 picture到成個 scene係點樣架嘛。小說就係咁寫，咁盡量 

 就係用番依個方式去寫出黎囉。依度哩，舊陣時既寫法就係話，呀，我哋 

 有 400間房，我哋有幾多間 restaurants, 我哋每間房就有...係用雲石既洗手 

 間，咁依 d咪 factual既寫法囉。咁變咗我哋其實做法就係話，ok，如果你 

 入到一間房，每講一個 product/service 呢，有兩個地方架，呢個係 stylistic, 

就 

 係好似小說，咁黎形容個 feeling，咁另外一度哩就係，你睇 details 依度

哩， 

 就係 d factual 既野，d features，有乜乜乜乜乜...咁就分開兩個地方，舊陣

時 

 就冇既，全部咁樣，......吓! 咁我哋覺得，如果 for個 website，嗰個客人， 

A:                 [上面同下面 

 等佢知道個感受，應該係.........以往呢，寫好似依個...總統套房咁，er...就

會 

 係....講幾大啦，有幾多間房啦，間房幾多呎啦，有咩啦...咁，依個我覺

得， 

 如果個客人想住，佢都需要知既。但我覺得，你係應該話咗俾佢哋知個

feeling 

 係點既。咁其實你睇呢，依段我覺得...姐係...你可以用依個做 example囉， 

 依段佢係寫得...個 feeling，寫到出黎囉!  

A: 嗯，係呀，stylistic d 

I: 應該係感受到如果住間房個感受多 d囉! 跟住，如果佢想知道...依個就配合 

 埋 d 相，咁如果佢想知道，吖，其實幾大呀，有 d 咩 features 呢，咁可以

入 

 黎依度，咁依度就真係，逐樣咁列出黎囉，咁就係分開咗。咁依家好多

hotel 

 都唔係既。姐係，姐係或者我哋...甚至舊陣時都唔係咁，未係用依個方法

囉。 
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A: 係幾時開始轉呢...依個? 

I:                    [依個新既 website? 

A: 吓吓。 

I: 依個 website係......07年尾我哋 launch依個新既 website。吓。 

A: 嗯，因為我先前呢，analyze嗰 d，我係 save咗你舊年既，係啦，跟住就... 

I:                                                [係 

 咦...變咗，變咗好靚，係啦。 

I:        [係啦 

A: 咁但係你，一入去 Hong Kong Peninsula呢，你依然都係用番酒店外型既 

 building，同埋係咪依...依個...係咪....有顏色? 

I: 係，係啦，係改咗......er...換咗。 

A: 依個係......係......都係架車黎架? 

I: 係啦，前面咁倒射間酒店。咁個 feeling就係話，吖...唔，依個應該......我哋 

A:                      [嗯 

 有兩個 shots啦我哋叫做，依個就等人哋真係 feel到，吖! 出面，同埋係... 

 係個 angle攞咗，唔係...依...依個你講 photography呢，which is 我就唔係 

 expert 啦。因為 ...依個就係......好 traditional 囉，咁依個就 ...姐係我會覺

得..... 

 stylistic d，依個就帶到出黎.......頭個 shot 呢，就係等 d 客人會諗，其實依

個 

 係...咩黎既呢? 跟住其實你...你睇睇下呢，跟住你會知道係一個倒影，加個 

 Rolls Royce嗰個......logo，咁跟住就...呀，因為其實我哋同 Rolls Royce個 

A:     [嗯     [嗯嗯 

 relationship好 closed架，吓。咁就係...highlight依樣野，因為我哋係......唔 

A:                    [嗯嗯 

 係咁多間酒店公司係用 Rolls Royce架嘛，咁我哋係唯一...突出一間，就係 

 咁帶出囉。 

A:         [嗯嗯 

A: 咁我想問，er... 你點樣 establish嗰個 character of ...嗰個 website? 
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I: 其實我哋...er...Head Office就有個 branding guideline我哋叫做，sorry, 其實 

A:                                                      [哦 

 每間公司都有一個 brand 既 guideline。我哋嗰陣時做依個 re-branding 已經

係 

A:                       [嗯 

 有一個 set of guideline，係跟番咩色囉。咁我哋係用黑啦、白啦、我哋叫 

 charcoal-灰色啦、beige 啦，依個淺......中文唔知係咩，beige......係啦，米

色， 

A:             [嗯嗯嗯                                [米色 

 咁我哋多數係用番依 d neutral 既 tone 囉，咁所以你見，成個 website 都係

跟 

A:                                   [嗯  

 番依個既做法，咁其實我哋... 

A:         [嗯          [依 d neutral既 tone.......係...點樣 neutral法? 

I:                                    [係啦 

I: 姐係 neutral係....er...唔會用 d大紅、大黃、大橙咁嗰 d囉，吓，咁依 d係 

A:                                           (laughing) 

 平淡 d既色囉，咁我覺得平淡襯番起 d 相會特別 d囉，吓，因為我哋唔係 

A:           [吓                              [嗯 

 d 咁......點講呀，我哋係保守 d，我哋唔係咁...fresh d 酒店囉，吓。咁其實

我 

A:                                                 [嗯嗯嗯 

 哋係俾咗個 scope我哋個 vendor，我哋僱用 designer，咁佢哋跟番，其實你 

 哋要用依幾種色，跟住佢會睇番我哋...好似我哋個 logo，咁佢知道啦，咁

佢 

 哋跟番，跟住就......成個 design就佢哋.........佢哋 submit，咁 of course都有 

A:                                  [哦，佢哋諗出黎? 

 幾款，跟住....我就吖呀...其實鍾意依款囉。吓。 

A:                                  [嗯嗯 

** ***************************************************************** 
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A: 咁知唔知點解...er...一定係 particularly 用依幾隻色? 就係因為...佢係可以 

 neutral d? 可以 traditional d咁樣，就用依幾隻色 ? 

I:        [你講...sorry 

I: 係因為其實...跟嗰時做 re-brand依個 logo，嗰 d色已經 set定晒架啦，吓， 

A:                                                          [哦哦 

 咁一定要係跟番依種，吓。 

A:               [哦，一定係咁樣啦，嗯 

** **************************************************************** 

A: er...好...咁第十條嗰個，點解 place 依 d photos ? 就係因為佢係用...... 

I: 姐係我覺得...係去吸引一個......其實如果你 imagine你去旅行，你去揀一間 

 酒店，咁你都會去個 website度睇，你...我特別啦，就係第一會睇相先囉， 

A:   [嗯                     [嗯                              [嗯 

 吖..睇啱唔啱自己心水，咁變咗我覺得係相係好重要，第二加埋 d字去配合 

A:                [嗯 

 呢，就真係帶到出黎囉! 咁呢，我哋見...其實依個同舊嗰個，依個 d相係大 

A:                [嗯                                           [嗯 

 張好多架，因為我覺得係會帶到出黎囉，吓。咁同埋係...d...就算房...er...依 

A:     [嗯                      [嗯 

 d，咁有 d相係...依家係加埋可以睇到，姐係放大張相咁樣去...真係好感受 

A:                            [嗯                  [嗯 

 到好似真係...喺間房到咁囉，咁依個就係 .......er......既 improvement 囉。

吓。 

A:                    [嗯               [嗯 

** **************************************************************** 

A: 咁你...你先前講開就係話......你 through 嗰個 language，令你 feel 到個感

受， 

 咁先...譬如你未 re-design之前啦，咁，嗰個係比較 factual，咁...你認為咁 

 factual既，咁點樣可以 attract d readers呢? 

I: 即之前...... 

A:      [係啦，係啦 
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I: 其實...... 

A:     [factual 

I: Factual...唔係...姐係我諗...每間公司...即...你話 internet同埋每間公司有個 

 website都係依...十幾年裡面既，姐係可能 20年前未係咁普遍啦。咁可能依 

A:                                                       [嗯 

 家...初初係...我哋間...好多公司都應該係過咗唔同既階段啦。初初呀...應該 

A:                                                  [嗯 

 有依一樣新既野，就係有個 website，咁就好 basic，就咁擺 d......咁一路

evolve 

A:                                                  [嗯 

 咗囉。咁其實...我諗我哋公司都係...吖...初初係擺 d information等人知道有 

 幾多間房啦，有 d 咩房，咁都係 d basic d，比較 factual，咁但係我哋覺得

依 

A:         [嗯 

 家...er...愈黎愈普遍啦，咁你點樣係......outstand你自己 from你 d competitors 

A:                                                               [嗯 

 就係，我哋覺得...個方法就應該係用...去等佢感受到個 feeling，跟住如果

佢 

A:                                                    [嗯 

 想知道既 details，就應該另外再去搵。吓。 

A:                                [嗯嗯嗯 

A: 咁 hyperlinks嗰方面呢，你點樣去...er...吸引 d人去 click佢呀? 

I: er...係邊度架? 係 ...... 

A: Hyperlinks即係...哦，都係第 11條 

I: Hyperlinks... 

A:        [Effective hyperlinks 咁，點樣吸引 ...lead 一 d 人去 click on...某 d 

sections? 

I: er...我哋又冇咩特別點樣去做...依樣野冇乜特......姐係，如果你講 hyperlinks 

 就係......我估係.........如果要你講依個......依個係講緊一個 package咁啦，咁 

A:                                                            [嗯 
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 如果你話 hyperlinks，就如果係...係依個呢，咁就用唔同顏色囉。吓。咁等 

A:                                                     [嗯嗯嗯嗯 

 佢哋知道係...係個 hyperlink黎囉。 

** ***************************************************************** 

A: 嗯。咁我想問....er....個 font style 呢 ? 有冇 d 咩特別規限呀...定係...自己

design架? 

I: er...個 font就入面其實...你見依個呢，就係我哋 standard公司既 font黎既。 

A: 依個係 Times New Roman? 

I: 唔係，依個係 ...我哋叫，一個特別既 ......差唔多，但係爭少少，係叫做

Trajan  

 Pro我哋用，咁依個其實係個...我哋個 designer幫我哋揀，咁就係話要...有 

A:     [Trajan Pro 

 少少 artistic 啦，但係唔要太複雜囉，吓。咁另外一種，你見...其實...每一

頁 

 其實都有兩種 font架，依個就係我哋 stylistic，就係 Trajan Pro啦；咁同埋 

 依隻喺裡面 body copy呢，就用最普遍既，one of...其中最普遍就係 Arial。 

A:                                                         [哦! Arial! 

 係啦。咁依個係點解呢，因為 Arial係...依度有問題呢就係...好多時唔同既 

 browser或者係唔同 version既 windows呢，如果你用 d特別既 fonts呢，或 

 者係 Apple度呢，甚至係 load唔到出黎，或者出咗黎呢，有時 d字會出咗 

A:                                  [哦 

 怪獸，咁 Arial係一個喺...電腦上係一個...好普遍既 font囉，咁就會 make 

A:     [哦哦                         [嗯             [嗯嗯 

 sure係唔會出 d怪獸，出 d怪既野囉，咁就揀咗 Arial囉。吓。 

A:                                [嗯嗯             [哦! 明白。 

** **************************************************************** 

A: 咁，嗱一個 site咁大啦，咁你有冇點樣特別 help readers to搵佢既路? 

I: 當佢......natvigation我哋叫做，咁其實講 natvigation，我哋覺得都...舊陣時... 

A:              [嗯 

 你睇舊陣時個方法就係...喺晒側面，咁...d字又細又唔係好清楚。咁依家其 
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 實，er...兩個方面啦。我哋覺得，d客人最主要搵嗰 d呢，就好大嗰 d位， 

 姐係如果你話想搵 restaurant，咁好 obviously你會去...簡單黎講，姐其實佢 

 一個客人最需要搵既野已經係晒上面同埋好...點講呀，好 prominent。吓。 

A:                               [嗯嗯                       [嗯嗯 

 咁如果次要，佢想搵其他野，咁就會係細 d囉，好似你話...er...有 d人 of  

 course 會搵工啦，咁我哋都有 careers，但係依個主要既...for 一個客人既

site 

 黎架嘛，所以最主要既擺晒係依度囉。吓。 

** ***************************************************************** 

A: er...咁你有冇 er...用任何 template er...去 design依一個 website? 

I: Template既意思係...... 

A: 姐係，er...我知道好似有 d...有 d公司係鍾意...姐係...抄下其他公司咁既...... 

I: er...冇喎...我哋係由從頭......係啦，由零開始。係啦。冇。 

A:       [冇(laughing)   [從頭再 design     [由零開始 

A: 姐係唔...冇話，er....依個相就擺依邊既，咁就.........冇? 

I: 係啦，冇。 

** ***************************************************************** 

A: 咁...er...點解你唔跟住嗰個 template，定係......? 點解? 係啦... 

I: 因為我覺得，跟 template 你咪會規限咗自己囉，同埋好多時或者係人哋嗰

間 

A:                                      [嗯 

 公司或者佢哋係有依個需要，唔代表我哋。咁其實，姐好似...er...你想起層 

 樓或者起間屋或者你自己裝修屋企，你唔應該......of course，你攞黎參考， 

 但係最...最終你應該係跟番...睇下自己間公司既需要。其實你話，嗱，用 

A:                                            [嗯 

 template，其實有好多酒店呢，佢哋會係...for instance，我哋同好多人唔同

呢 

 就係，佢哋...如果你搵其他酒店呢，佢哋咪會分開 regions先架嘛，er... 

A:                                                        [嗯 

 Asia 乜乜乜。咁我哋就冇，因為我哋酒店少，咁其實我哋一個 list 已經出
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晒 

A:                                      [嗯 

 啦，咁咪冇需要...有 d咪整個 map出黎，跟住呀 Asia又乜，呀 Europe... 

A:                                   [係啦係啦 

 跟住又好多...有 d就可以 click入去，有 d就直程出到添。咁，我哋都唔駛 

 需要，我哋得 8間，咁將會係 9間，咁就唔駛需要，咁變咗咪唔駛跟。姐 

A:    [嗯                                                    [嗯 

 係，我覺得你話，參考要係睇 of course你 d competitors佢既 website，點去 

 參考，但係唔應該係話用番個 template，應該係話...design一個適合自己既 

A:                                                             [嗯 

 囉。睇番自己既需要係乜野，跟住係...同個 of course 你個 designer 講你既

需 

 要係咩野，咁佢應該 design一個係...最 fit你個囉。咁 of course你話用 

A:                                     [嗯 

 template，姐其實如果你用 template，就係話，好似出去買衫咁，er...買 d  

 ready-to-wear 啦，咁 of course 好多時都會 fit。咁你話如果...應該用西裝

呀， 

 有好多 ready-to-wear，應該個 size 都 ok，咁但係你話，如果比起一個...去

一 

A:                                                             [嗯 

 個裁縫，同你度身訂做，始終係唔會...咁好囉。咁我哋覺得，其實應該係... 

A:           [嗯         [嗯     [嗯 

 我哋依個就係一個裁縫式既 ...去 design 出黎囉，就咪係話用一個

template， 

A:                               [嗯 

 就係...er...去間舖頭買件西裝，買到...其實買啱 size就 ok，但係有時始終個 

A:                                       [ok啦 

 fit係爭少少囉，吓。 

** **************************************************************** 
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A: 咁當你整依個 website 既時候呢，你有冇 er...refer 任何 resources 或者資料? 

係啦。 

I: 第...依個係...第十...五? 第十六。 

A:               [第十六   [係啦 

I: 都係睇番其他...of course 睇番你 d competitors 佢哋 d websites 啦，或者睇

吓... 

 未必係 within酒店，睇吓其他出面人哋唔同類型既 websites，有 d咩新既... 

 er...design或者係 d相呀，或者係 d technology，咁黎做參考囉。 

A: 咁你融入咗人哋 d乜既野? 

I: 融合咗 d乜野呀? 

A: 嗯。 

I: er...應該係...依個就話，er...點樣可以一頁去融合多 d 唔同既相囉。咁我見

到 

 有 d，好多，依 d...er...好似依個咁，佢會自己好似...如果你講婚宴，咁佢

會 

 同人開，咁每一個，咁就好多時...嗰時就話，可能某一個 section入面，佢 

 應該有分開 4、5個 sections，咁點樣可以又...咁唔通你又一個 wedding，又 

 一個 meeting，咁其實依一個方法咪就係...er...融合咗，喺一頁裡面可以再

分 

 開 sub-sections囉。吓。 

** ***************************************************************** 

A: 咁我都聽過呢，er...話，其實 web...hotel websites 呢，其實係好似 brochure 

ware 

 咁樣，咁係咪...姐係，其實將 brochure嗰 d擺上去? 

I:      [係 

I: 唔係。我哋唔係。 

A:      [唔係     [你哋唔係。哦! 咁你哋係點? 

I: 嗱，其實 brochure 裡面就好 factual 囉，好似我投先講，姐係舊陣時個

point。 

A:                                [嗯嗯 
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 er...但我哋覺得個 website應該係，我哋想個客人得到個 feeling就係，好似 

 佢去咗...去...係 walk through一間酒店咁囉。吓。 

A:               [嗯                      [嗯 

A: 咁如果依個...算唔算係 brochure ware? 

I: 依個係 brochure ware黎既。 

A: 依個係 brochure ware。 

I: 依個係...totally係一個 online既 brochure。吓。 

A:                                   [嗯 

A: 咁你依家依個 language就係...又同 brochure嗰個都唔同既? 

I: 係呀。 

A: 嗯。 

I: 依度寫嗰 d，你 ...你如果你睇吓，依度如果形容房呢，er...依 d 係同

brochure 

A:                                           [嗯 

 唔同既。Brochure應該係 factual d囉，吓。 

A:       [嗯                        [嗯 

** ***************************************************************** 

A: er...咁...我見到有 d其他酒店呢...er...佢哋個 website入面，會 quote人哋 d  

 comments呀，會擺埋落去，咁你... 

I: 你講係客人嗰 d ? 

A: er...或者雜誌呀，姐係嗰 d Travel Magazines嗰 d，Awards，或者嗰 d... 

 咁你... 

I: Awards我哋都有擺。 

A: 嗯。 

I: 咁依個我哋就覺得，其實.........其實我哋都有擺 d唔同既 awards，咁依個我 

A:                                                      [嗯 

 哋覺得，吖，er...都係要需要擺既，咁但係...係唔係要用依個係一個 selling  

A:                             [嗯 

 point，我哋覺得唔需要。因為...其實 for我哋個 product & service呢，根本 

A:                     [嗯 [嗯 
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 應該係一個 guarantee黎過囉，我哋自己覺得。姐係，好似你... 如果你話用 

A:                          [嗯          [嗯嗯 

 番 d high end 既車或者係...或者係 retail product，佢哋未必需要係要話....

呀... 

 唔應該好似 er...d手袋、名牌，駛唔駛需要話...吖...其實我哋攞咗乜乜獎呢? 

A:                                                     [ok (laughing)，吓 

 或者...其實唔駛架嘛。依 d係...我哋覺得係...可能係 d新 d...可能一個新 

A:       [呀        [呀呀 

 designer，佢話，吖! 我今年羸咗乜乜 design award，咁嗰 d可能要需要囉。 

A:        [吓 [吓                     [吓吓 

 一個好 established 既 brand，佢哋冇需要...係要去...吖...姐係有少少咁啦，

吓。 

A:                        [嗯 

A: 嗯，明白。 

** **************************************************************** 

A: er...咁第十九條呢，er...依間酒店幾時開始有 website架? 

I: 應該係...大概...應該係 9...around 96、97年有，咁就係...但係好 basic，係依 

 一個之前再有一個版本既，嗰個就更加簡單 tim，就冇依個咁多資料架。 

A: 哦。冇得睇過河?冇咗架啦? 

I: 嗰個冇咗囉，嗰個。 

A: 依個都冇咗過河? 

I: 係，依個都冇咗架啦，依個。 

A: 我 save咗，哈哈! 

I: 你 save ! 你係幾時開始搵? 

A: 舊年一月 

I: 哦，舊年一月仲係到。 A? 08年 1月呀? 

A: 吖，唔係 

I: 唔係，前年，07 年 

A:                 [係啦係啦 
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I: 係呀，因為依個係 07年 10月 launch架，吓！你見依家係冇晒架啦。 

A: 吓，冇理啦已經...... （laughing） 

** ***************************************************************** 

A: 咁點解一開始會用 website呢? 

I: 點解開始? 

A: 係呀 

I: 咁因為其實依個...姐係...依個係個 trend 黎，同埋你可以好容易...可以接觸

到 

A:                                    [係啦 

 你既客人囉，因為你都知道 of course，愈黎愈多客人，佢去旅行之前，佢

會 

A:           [嗯 

 去上網，姐舊陣時未有...網依樣野，d人旅行咁點樣去搵酒店，或者點樣去 

A:       [嗯                    [嗯 

 搵...呀，問個 Travel Agent囉，或者去攞 d brochure番黎囉，買 d書睇囉， 

A:                          [嗯                                [嗯嗯 

 咁但係依家有 internet，咁佢就好容易...of course 佢用 search 啦，走去搵到

d 

A:                                                      [嗯 

 資料，咁真係...有需要，同埋可以真係...er...接觸到可能...舊陣時接觸唔到

既 

 客人囉，吓。 

A:    [嗯嗯嗯 

** ***************************************************************** 

A: 好，咁我想問呢，designing一個 hotel website有咩 procedures? 有咩 stages? 

I: 依個係...第 20條 

A:       [第 20條 [係啦 

I: er...咁首先應該，就係話...ok，我哋 from依個啦，舊架啦，你要睇番...呀， 

A:                                          [嗯     [嗯 

 覺得佢有乜野好處或者唔好處啦，咁你咪 list咗出黎囉。吓。跟住就係話... 
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A:                                               [嗯 

 跟住就...咁我哋其實將來，想有 d咩新既野呢要加落去，吓。咁跟住就...攞 

A:                                                [嗯 

 咗依 d 野就同我哋個 vendor 講，咁我哋俾一個叫 scope 佢，咁 scope 就

話， 

A:                                                   [嗯嗯 

 我哋覺得舊陣時依樣係好既，依 d 係唔好既，同埋我哋想將來有 d 咩

function， 

A:                        [嗯 

 好似 for instance我哋想係可以...禁落去可以 send到 sms俾客既，或者係可 

A:                                                      [嗯嗯 

 以...er...依家 Cathay Pacific...唔知你有冇留意呀，可以 online做 check-in搭 

A:                                                              [呀 

 機既，姐係依 d野你要講晒...呀，將來想有 d咩新既野，咁依個就係...er.... 

A:                                               [嗯 

 俾個 vendor，加埋係俾個 design brief佢，你想覺得，舊陣時或者依家嗰個 

 design係點，跟住佢咪會自己去做囉。咁佢又會...er...一段時間，跟住番黎 

A:                                [嗯嗯 

 就話，吖，base on你俾我哋個 scope，我哋有 option A, B, C俾你，睇下邊 

A:                                [嗯                          [嗯 

 樣，咁你咪好似...其實同你室內設計一樣，你個 design 都會...呀，有幾隻

色 

A:                                    [嗯 

 俾你揀呀，或者有 d colour board咁，咁有少少係咁囉。咁佢就會有一個叫 

A:         [嗯                                  [嗯 

 做...wire frame，咁 wire frame你有冇聽過呀?  Wire Frame。Wire frame好 

A:             [ 嗯嗯                   [wide frame   [哦，wire frame 

 似有少少一個，如果你話係...喺 architect 裡面，佢咪會畫，有時畫個稿俾

你 
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A:                                                          [係啦係啦 

 睇，等你覺得，睇到 feel 到係點樣，咁佢哋會做...每一頁會做 wire frame

出 

A:                         [嗯                                 [嗯嗯 

 黎囉，咁知道呀，點樣去 flow 啦，個 design 係點啦，個字係幾大啦，幾

細， 

A:                      [嗯 

 咁等你 feel到，你覺得 ok啦，咁佢就會用個 wire frame就開始真係去起出 

A:                                                          [嗯 

 黎囉。咁起完出黎，咁我哋 of course 要做 testing 啦，er...做完 testing，跟

住 

 另外一個 procedure就係話，of course er... 都幾困難就係話...因為...雖然得 8  

 間酒店，但係你每一頁裡面呢，依度每一個 section 入面再有頁，有 d 

section  

 裡面再有頁，咁其實係好多 content囉，咁其實去 er...develop d新既 content  

A:    [嗯                                                        [嗯 

 出黎呢，係一件幾困難既事，因為...develop 過晒係 over 差唔多兩年既時

間，  

A:                [嗯                                      [嗯嗯 

 你一路寫緊新既 content呢，可能又變緊喎，咁其實依樣野係最困難囉我發 

A:                              [係啦 

 現，咁係...姐點樣去 schedule，去做...prepare d content，咁同埋又...要俾個 

A:                                       [嗯 

 vendor 做，enter 番 d 野落去啦，咁，姐，依樣野我覺得係其中一個好

crucial  

A:                   [嗯 

 既野囉，點樣去 schedule planning，去 develop d ...搵人去寫...content，寫

完，  

A:   [嗯 

 跟住番黎要自己 approve，approve 完跟住又俾番佢，佢又要走去入，咁 at 
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the 

A:                    [嗯                   [嗯 

 same time，你見我哋依家...好 basic 咁，又多兩個語言啦，有日文同埋中

文， 

A:                                                             [嗯嗯 

 咁同埋 at the same time，如果你英文做完咗，你又要一樣去做番，就要

send 

 去個 translator度做翻譯，翻譯又要睇，跟住又要入，咁其實呢，係...其實 

A:                     [嗯嗯                   [嗯嗯 

 好大...其實最...one of the biggest tasks喺個 project裡面就係，點樣去編排 d 

 content。 

A: 哦。 

** ***************************************************************** 

A: 咁你點 overcome依個 task呢? 

I: 點樣 overcome，姐係...er...個 vendor of course俾好多 good advice啦，好似 

 有 d sections，你唔會變架，好似...間房，形容出黎，或者係 d features，依

d 

A:                                 [嗯 

 係唔會...姐，會變好少啦就算係，或者係個 restaurant已經喺到架啦，咁唯 

A:      [嗯                                                  [嗯 

 一既變可能佢個 hours會變啦，或者係有 d menu牌，咁其實盡量去做晒， 

 係唔會變嗰 d sections先囉，跟住好似，of course依個...係會講有 d咩 

 promotion呀，或者係有 d咩，咁依 d咪最後做囉。咁就佢分番，prioritize 

A:           [嗯                             [嗯嗯 

 番，變得最少嗰 d先，跟住成日會好 dynamic嗰 d做最後。吓。 

A:                                                 [嗯嗯嗯 

** **************************************************************** 

A: 咁寫野嗰 d係...搵另外...out-source俾人寫? 

I: 係啦，out-source出去俾 d真係專業既 copywriter寫。 

A:                    [係嘛 
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A: 吓...姐就算...嗰 d create嗰 d feeling呀，都係佢哋寫? 

I: 係啦，姐 of course我哋要俾個 brief佢話，其實，好似投先講番，我哋唔想 

 咁 factual，你應該唔...er...好多時，好多時係會...講係幾多呎，咁我哋覺得 

 如果間房係幾多呎咪應該係 factual入面囉，er...咁喺 feeling嗰度唔駛講架 

A:                                    [係呀                   [嗯嗯嗯 

 嘛。同埋好多時係...er... 應該係真係...stylistic就係 stylistic，factual就係 

 factual。咁就俾個 brief佢，咁佢跟住個 brief去寫囉。 

A:                                     [嗯嗯 

A: d photographs都係啦，搵人黎影呀? 

I: 嗱，d photographs就係...on-going，hotel就每年都不停會影新既相啦，咁佢 

 哋就一路影完，咁我哋會攞，跟住就睇下邊到最適合就擺落去囉。吓。 

A:                                                       [嗯 

** **************************************************************** 

A: 21題咁就...有冇一 d menus 或者 guidelines for designing依一個 site呢，咁 

 除咗投先你話有個 branding既 guideline之外? 

I: 係啦，branding guideline啦，of course。你投先話...copywriting有個...er...我 

 哋叫做 writing 或者 stylistic guideline 啦，咁有 d 係叫 content 既 guideline

啦， 

A:                                 [嗯 

 咁好似如果你形容一間房，你首先...你一定要講...如果 factual 嗰邊啦，咁

其 

 實我哋依度都好......因為好多時唔係...最...你話 scheduling 投先講裡邊呢，

其 

 實 ...因為唔係你 ...自己去做晒個 website，你係要靠 ...每一間酒店俾

information 

 你架嘛，因為佢哋先係熟悉，咁我哋 Head Office只係俾個 direction佢哋， 

A:                                                               [嗯 

 咁你話，好似個 content guideline就話，我會話，嗱...形容一間房有 5個 

 sections，第一個 factual既呢，講 General；第二個係 Bathroom；第三個係 

 Audio Visual，第四個係 Amenities，咁你要跟住 fit落去。咁跟住喺入面， 
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 你要跟番好似...某個次序，就係話，吖，你應該要講咗個 bathroom 係點

先， 

 或者係有 d乜乜乜乜，咁等...佢哋跟住 fit番落去囉。咁同埋，第二，投先 

A:                                           [嗯嗯嗯 

 有個 copy 就係話...er...我哋應該有...我哋其實有個 list 係 standardize，如果

係 

 luxurious marble bathroom，應該係個個都係用番依個字。er...另外一個就係 

 話，好似 spelling咁，我哋會用晒...er...英式啦，同埋好似...好多時係 d 

A:                [嗯                    [嗯 

 punctuation呀，好似”email”，咁個字有冇 “hyphen” 既呢? 幾時用大草?幾 

A:                                                 [嗯 

 時用細草? 咁嗰個呢...都係 under copy guideline裡面。 

A: 哦。吓。Stylistic guideline..................啊，係................................係。 

I:                   [唔係 stylistic  [er...係，係 stylistic，啱! 

I: Stylistic 就包括好似...投先話，punctuation 啦，grammar 啦，er...spelling

啦... 

A:                                     [嗯         [嗯           [嗯 

A: Copywriting就係嗰 d...有 d字要一樣呀... 

I: 邊個? Er...... 

A: Copywriting guideline 

I: Copy guideline就係話，每個...er...每個 section要有 d乜野......... 

A: 咁個 content guideline 呢 ? 係咪有個 content guideline...你話有 4 個

guideline， 

 一個 branding，一個 copy，一個 stylistic... 

I: 咁其實 content同依個 copywriting係............係啦 

A:                                [一樣    [sorry 

A: 咁 branding嗰個 guideline就係......? 

I: Branding就係講番 design係點啦；er...個字係幾大啦；er...咩 colour啦；幾 

A:  [嗯             [嗯 
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 時用 highlight啦，吓。姐，唔好亂咁用 bold，唔好亂咁用 underline呀，嗰 

A:  [哦 [嗯 

 d就 under “branding” 囉。 

A: 嗯嗯。咁邊個係負責...writing? 哦，writing嗰個就係 out-source俾人啦。 

I: 嗱，writing係 out-source俾人，咁但係，of course我哋 office都有自己個... 

 direct of communication，佢哋寫完番黎，要佢哋睇完 approve，或者...唔... 

A:                    [哦 [嗯 

 覺得...寫得唔好，再掟番俾佢再寫多次，或者係 revise番再番黎，咁最後 

A:                                  [嗯嗯 

 approve咗。咁喺 hotel呢就係，er...又係...都係 out-source，其實我哋 out- 

A:  [嗯 

 source晒架，咁 once番咗黎，都係俾番自己 hotel個 local PR睇番，睇番佢 

 哋自己每一間酒店，咁佢哋又係...睇完 approve咗，咁先可以開始入囉。 

A: 嗯。個 design都係啦? 即成個 site... 

I: 係...其實成個 site 就唔係，成個 site 既 design 就係，我哋 Corporate 去

design。 

A: 哦。嗯。 

A: 咁...er...關唔關 PR事架? 

I: 關於! 關於!  

A: 姐佢哋寫架? 姐佢哋......... 

I: 佢哋去做 approve或者佢哋開...幫手 develop依 d guidelines 出黎。首先， 

A:                                      [嗯               [嗯 

 嗱，佢哋...er...develop 咗依個出黎啦，跟住俾個 brief 嗰個 copywriter 去

寫， 

A:                              [嗯                             [嗯 

 寫完番黎，佢哋做 review。Review完又係佢哋做 approve咁囉。吓。 

A:                      [嗯                       [嗯    [嗯   [明白 

** ***************************************************************** 

A: 24題, 咁...er...姐...第 24題啦，咁有 d咩係 pre-plan左, 有 d咩係直接 design 
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 既時候呢，突然間加多 d野落去? 有冇... 

I: 哦，有, 一定有。好似起樓咁...一樣，咁好似 design咁，初初就會同... 我 

 地...senior果 d management就係話, 吖，其實，覺得有邊幾個 section，即 

 係 determine有咩 section, er... 好似我哋依度，er... relate番去我哋個總公司 

 ...hotel 要擺邊度，er...好似排 hotel 嗰個次序係點樣去排，咁依 d 咪之前

要...  

A:                                       [嗯 

 我哋 determine晒，咁就同個 vendor講囉，吓。咁你話好似有咩...er...係到 

A:                [嗯嗯嗯             [嗯嗯嗯 

 時係突發 d既，好多時都係覺得好似有 d sections，吖，其實... 咁依到係 

 wedding入面唔同 sections，咁係... 初初係未有 packages既，咁後來覺得...  

 吖，其實好多客人，其實佢好多時會問...咁其實個 wedding package係幾多 

 錢姐? 咁咪加左落去囉。初初係無既，初初覺得係...吖，其實我哋好 

A:                   [嗯 

 exclusive，應該佢黎到問，咁我哋就... 因為半島...我哋話好 personalize 架

嘛， 

A:                      [嗯                                    [嗯嗯 

 咁應該每個 wedding 都係要 personalize 架嘛，但發現其實...雖然我哋想盡

量 

A:                                     [嗯 

 personalize，但係 d客人可能都想知道一個...大概...咁其實係依度擺一個婚 

 宴要幾多錢呢? 咁 therefore，姐有 d野到時係傾完...同某個部門傾完，其實 

A:             [嗯 

 吖，多數客人返黎都話想知....咁... 到時嗰 d係...一路 design咗出黎咪加個 

 section囉。 

A: 嗯，明白。 

** ***************************************************************** 

A: 咁，咁...依個 website呢，既 target audience知唔知係邊一類型既人? 

I: 無話其實特別邊個類型囉。咁都係...er...係我哋既客囉，咁其實你見我地寫 
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 既，of course半島既客都係...叫做係...er... affluent d啦，即係 d high-end 既 

A:                                             [嗯 

 traveler啦，咁其實都係 target番佢哋。咁你話...咁有咩唔同呢...同其他? 咁 

A:         [嗯 

 好似...let’s say...er...會講 d...er...如果我哋做 recommendations 啦，咁依個就

係 

 .........去 recommend d restaurant，或者 recommend d 某 d既 shopping地 

 方，咁都係應該係適合番佢地多 d囉。吓。吓。 

A: 嗯嗯。 

** ***************************************************************** 

A: er...咁第 26題，有無諗過...er...依一類咁既客人，咁佢...你會唔會去特別... 

 有 d咩特別既 presentation methods去吸引佢哋? 

I: 依個...要...你要解釋下…. 

A: 哦，其實都係差不多。姐係，有冇...er...particularly去 tailor-made某一類既 

 客人?  

I: 就冇特別。係啦。冇特別。 

** **************************************************************** 

A: 咁第 27條，有幾多...成既客人係 book through 你哋? 

I: 依家係大約 6%度。 

A: 6% ? 

I: 係啦。姐係 out of total...所有既 booking入黎，就大概 6%。 

A: 咁算唔算多呀? 

I: er... 兩睇啦，咁你話...其實 for d 高級既酒店呢始終係會少 d，咁同埋睇下

你 

 個 chain 係邊度，er... 如果 d...er...跨國果 d chain 好似大既好似 Marriott 咁

啦， 

 咁 of course Marriott 佢哋主要就係...佢哋好多酒店係美國，咁 of course 美

國 

 d人去上網做買賣呢，係比起...就算比起亞洲或者比起歐洲，其實都係超越 

 好多囉。咁如果 ...pattern，咁變咗係 ...喺個 Marriott group 裡邊，其實
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Marriott  

 group 係差唔多去到 20 %，咁變左佢哋係會高好多囉。咁第二就係話，其

實  

 high end既客呢，比較係少 d，low end既客呢，by依個...standard market 

 知道係...應該會多 d既，咁依個比例囉。咁其實你話，如果 for一個 luxury  

 market，其實我哋嗰 6% 係 above average囉。 

A: 哦，above average。 

** ***************************************************************** 

A: 嗯。咁除左 through依個 online booking，佢就係 through agents? 

I: 客人可以打電話入黎訂啦直接，er...可以經佢既 travel agent啦，經 website  

A:                          [吓                         [吓 

 啦，或者有時佢...如果係訂機票咁咪好似同某 d航空公司買 package咁， 

 咁咪會經航空公司入囉。 

A: 哦。咁最多係 through點樣 book? 

I: 最多其實係經...er...可以話係 travel agent囉。 

A: 嗯。咁你哋有冇 check你哋個 website 既 visit係有幾多呀? 同埋有冇 check  

 過 feedback? 

I: 邊個...依... 

A: er...twenty-eight 

I: 有! 我哋依個係... in the back可以有一個 tool啦，叫做 google Analytics。咁 

 就可以睇番晒每一頁係邊個睇，er......... 咁我哋可以即時睇到每一個酒店每 

 一個 site，我哋如果要揀….. 可以睇到每一日有幾多人睇，d 人係睇邊度，

d 

 人係邊度黎，睇嗰 d 人係喺邊個國家，可以好 detail 咁睇到晒囉。你睇

到，  

 吖，其實依個 breakdown，咁其實最多係香港，其實僅次於香港係日本，

咁 

 其實 er...跟住第三係美國。咁其實可以... 依個 tool都幾 sophisticated囉， 

 就算美國會 breakdown係邊個州，州入面係邊個城市，咁我哋都可以知囉 

 如果依度。咁可以 breakdown 晒。咁 er...有時其中，你話其他野就好似 d
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客 

 人，最多人係睇邊頁，咁我哋都又知囉。吖，好多人睇 room rates，跟住睇 

 dining，跟住依個係睇 hotel&...，然後...我哋個 restaurant。咁第二就係...其 

 他 d主要 d既野我哋會睇就係.... 睇 d客人係喺邊 d website會 direct左過黎 

 囉，好似你見...吖，依個係 hktv, discovery hk, 依度係國泰個 site, 依個係

easy  

 travel,台灣一個 agent 個 site。咁我哋知道係喺邊度 d 人，喺咩 site 帶佢入

黎 

 囉。依個都幾緊要。咁又睇下 d人其實係用咩語言去睇。同埋依度另一個 

 就...睇到佢 book咗咩房啦，用個 website。咁佢用咩 keyword去搵我哋啦。 

 咁其實有依 d tool囉。 

A: 嗯。 

** ***************************************************************** 

A: er....咁有冇 collect feedbacks ? 

I: Collect feedbacks...其實無特登去 collect feedback。好似......之後，有 d 客都  

 會 send d feedback 黎，咁都係 qualify番佢個 feedback，有 d話好鍾意因為 

 好多相，有 d就話 load 得好慢，可能係 flash，可能佢...er...either佢嗰個地 

 區冇 high speed，或者 broadband，咁就會睇番...吖，of course 會覆番佢，

我 

 哋會 take note of 佢。咁好似話，如果 d 字太細，咁我地會唔會整番大 d? 

咁， 

 都會 take番番晒囉。 

A: 嗯。咁知唔知以前嗰個 site有咩 feedback? 

I: 之前有 feedback，就係話太多字，因為如果你 online 呢，你會唔會睇咁大

段 

 野? 咁依家我哋 cut短左好 d 啦。姐係...我哋...頭先我話...咪話寫低晒依個 

A:   [唔會          [係啦      [係啦係啦 

 site有咩好有咩唔好，其實好多係 from客既 feedback，有 d話太多字啦， 

 d 相太細啦，同埋其實依個相你見佢扁扁哋啦，咁其實 standard 影出黎呢

係 
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 方少少 d 相，咁好多時要 cut 左佢囉，咁 d 客話其實都睇唔晒成張相，太

細 

A:          [嗯                   [嗯                          

 都睇唔到個 field，咁依家你見 d 相做到好大張，咁依 d 就係 from 客既

feedback囉。 

A:                                   [係啦係啦             [嗯，明白。 

A: 咁佢哋既 feedback同你哋嗰個 expectation有冇差距? 

I: 其實你話嗰時係差唔多。姐...嗰陣時我自己都覺得係太多字，同埋係太 

A:                                                   [嗯 

 factual，佢哋覺得 d 顏色依度比較沉啦，咁其實依家你見大概都係差唔

多， 

A:                                 [嗯                          [嗯 

 但係...你見中間依度呢，好多係用左白色，咁雖然出面沉, 咁變咗其實...依 

A:                                   [係啦 

 個呢有少少係一個...佢哋話好似個戲院既 effect囉，咁係出面黑 d，咁就好 

A:                                        [係啦 

 似依家喺度做緊戲，咁或者係一個 walk through experience 囉。 吓。 咁

whereas依個你見周圍都黑 me mon架, 其實舊陣時...都幾 dark，姐係依個。 

A:                                                      [係啦係啦 

** ***************************************************************** 

A: 咁你哋嗰個 design依個 website既時候呢，係咪 connect to你個 organization  

 policy或者有 d咩 communication policy? 有冇? 

I: hmm，依個係... 點樣係...er....? 

A: 有冇 d organization policy係影響咗你哋個 design 或者有 influence呀? 

I: 冇，應該就冇啦。 

A:     [冇?       [冇任何 communication policy呀嗰 d? 

I: er...冇。 

A: 冇。嗯。姐係 culture嗰 d都冇啦，公司既 culture，er...姐係... 

I: 個 culture就係話好 warm 好 family，嗰個要... 
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A:                                      [係啦，就係嗰 d擺落去啦 

A: 哦，咁你哋 re-design左係...3次個 website? 

I: 依個係, 第三...係啦，係第三個 version。 

A:            [依個第三個 

A: 哦，就係因為 base on左先前既 feedback而將佢 re-design? 

I: er...依個係...er...應該就係話，其實愈黎愈多人上網啦，咁依個...舊果個呢

就 

A:                                             [嗯 

 開始...... 因為 expand 得好快，同埋依個係嗰陣時...如果去 update d 野呢， 

 係要搵番個 vendor做既。咁依家我哋就可以自己入去做既，咁依個係一個 

A:                    [哦。                        [哦。 

 technology 既 breakthrough啦，姐好容易...依家可以入去自己改野，換張新 

A:                        [哦。 

 相，舊陣時乜都係要同個 vendor 講番，咁就好...of course cost 上面呢，係

好 

A:                                [嗯嗯 

 貴啦，每次都要佢做，同埋都好麻煩，back and forth，back and forth，咁

依 

A:     [嗯 

 家可以自己做到，依個係一個 breakthrough囉。 

A: 嗯。咁你有冇加自己 d personal ideas 落去呀? 去 design 個 content呀? Sorry. 

I:                                     [er...點樣去 

I: 其實係個 scope 裡面呢，我哋都話，from d feedback 啦，同埋我哋覺得係

點， 

 同埋我哋個 strategy係點，咁就係俾左個 vendor囉，吓。 

A: 嗯。 

A: 咁你哋點樣 plan嗰個 re-design呀? Plan 左幾耐呀? 

I: er... 06年開始架啦。 

A: 哦，姐依個 website係用...姐係由 0...零幾年應該? 依個就...舊嗰個就係... 
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I: 依個就係...係差唔多 97、98 年度啦，96、97，around 97 年度啦，用到去

07 

 年 9月囉。依個就 10月開始。 

A: 嗯。跟住你就 plan左依個 re-design啦? 

I: 唔係。其實，re-design就係 06年，2006年開始 plan架啦，plan 左一年， 

 去做 analyze d feedback，d野我哋自己去做，投先我哋想要乜野，開始同 d  

 vendor 傾。Of course 咁唔係淨係一個 vendor啦，咁會有個叫做 er...tendor 

 send 出去，invite d tendor，d tendor黎啦，跟住比個 scope 佢哋，等佢哋每 

 一個 tendor come back，咁 end up 係揀一個 vendor囉。 

A:                                             [嗯 

** ***************************************************************** 

A: 33條...... 

I: 因為其實都好長架，你要 design，做完 brainstorm，跟住我哋 internal決定 

 晒 d 乜野，做好個 scope，個 scope 都要係...又要俾 management 睇過，

呀，  

 其實依個係我要既野，跟住先係 invite d tendor，invite 嗰 d vendor 黎，我

哋 

 每一個 vendor要 brief佢哋，我哋想要乜野。佢哋問我哋 Q&A，QA完， 

 跟住俾...er...一段時間佢哋返去，of course佢哋會 develop做個 proposal，跟 

 住黎 present俾我哋，我哋睇完左會 shortlist，shortlist完跟住就係... either  

 invite... either一個，或者 either 2-3個返黎，咁就 out of 依 2, 3 個，第二個 

 round of presentation，跟住最後 er...of course要 take個 cost and price into  

 consideration 啦，咁就有個 committee，咁就我哋自己 of course internal 開

會 

 決定要邊個，咁就揀左一個 vendor，咁跟住就去依度  of course 要做

contract， 

 因為 contract 嗰個 processing，因為咁大既 project，銀碼都好大，咁就要係 

 好多 legal document，back and forth，咁大家都 agree，簽左，跟住先 start  

 囉。咁其實都好長，都要一年時間。 

A:   [哦                        [嗯 
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** **************************************************************** 

A: 咁個...re-design 個 objectives就係令到...多 d 圖畫，er... create 一個 

 experience俾客人啦? 

I: 應該係啦...應該...圖畫就係點樣去 bring experience，唔係 objective。個 

 objective就係等個客人喺 online可以 feel到，喺 Peninsula裡邊係個咩既 

 experience囉。就好似你話...唔係一個 online brochure既感覺，姐好似揭緊 

 一頁野咁，希望佢係好似 walk through 咁，好似頭先你見間房好大，佢

walk  

 through 緊。其實好多 design...有 d酒店咪可以用 3D ，張相可以係咁周圍 

 轉，咁其實嗰 d我覺得唔係我哋個 style，因為其實我哋覺得一張 elegant既 

A:    [嗯嗯嗯 

 相，好似頭先咁我哋叫 pans相呢，咁係 elegant過果 d咁既，同埋帶到個 

 mood 出黎，姐好似頭先依張咁......... 姐我覺得咁樣郁已經夠，就唔駛果

d， 

 因為果 d好細架嘛，咁我覺得咁樣係 elegant，係真係帶到個…同埋依個係 

 有 mood shot我哋做埋，咁就真係...有少少我覺得係好似一個高清咁，睇緊 

 一張相，咁係 bring out到…吖，依家好似企係個走廊度望緊入去間房度囉,  

 就想有依個 mood，whereas 舊陣時我哋依個呢，就真係好似睇緊個

brochure 

 咁囉。吓。 

A: 係啦。嗯。 

** **************************************************************** 

A: 咁有咩特別...特別既 skills去整到依 d? 

I: er..... 

A: (laughing)依個係...er... 34條。有冇咩特別既 skills? 

I: 依個真係要 rely on我哋個 vendor，係啦(哈哈)。話我哋想要咁，跟住佢就 

A:                  (laughing)[哦! ok! 

 去諗，好似 of course 佢哋要 design...... technically，或者 programming，依

個 

 真係唔係我哋個 specialty， that’s why 我哋俾錢佢，依個係佢哋個
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specialty， 

 就去幫我哋諗囉。 

A: 嗯。 

** **************************************************************** 

A: 咁係依 10年內呢，有冇轉過 d咩 content 呀，style呀? 

I: 你講姐係由依個去到依個? 

A: 嗯嗯嗯嗯。或者由再最舊去到… 

I: 只可以話...由最初嗰個係真係好 basic既 information囉。er...依個就多左 

 details，依第二個 version嗰時就係...er...好似每個 restaurants會多 d  

 information呀，有 hours呀，有 d menus，初初嗰個係冇 menus既，咁好似 

 依家有埋 floor plan，唔知你有冇...呀，有冇見到我哋有 d floor plans既呢， 

 識郁過 bor，3D過 bor，係咪? 依 d係啦，舊陣時係冇既，舊陣時係就咁一 

A: [有，係係               [係。 

 個圖，咁依家我哋加左 d component落去，真係可以睇到，等個客人… 

 let’s say 你想做婚宴又好，開公司會又好，咁你可以有個 better idea囉。咁 

 依 d野係新既野，我哋加緊落去囉。 

A: 點解要加...加多 d野落去呢? 姐係 informative d? 

I: 係啦，同埋佢會可以幫個客人快 d make到個決定。咁不嬲就係一個圖，平 

 面圖咁囉。咁好似依家 let’s say 係 for...如果宴會，唔同人數既，咁點樣擺

d  

 枱，或者係咁，或者係點呢? 咁我覺得依個...真係佢 visualize到囉，咁依個 

 其實係同...真係嗰間房...係真係咁樣囉，有埋個地毯呀, 睇到晒 d features

囉， 

 咁真係...我覺得如果 for一個客人，佢要開會議或者係...真係幫到好多囉。 

 如果個老闆問，夠唔夠呀? Fit唔 fit得落架? 咁佢咪可以話...吖，其實係咁 

 架囉。 

A: 嗯嗯。先前嗰個係咪...冇...都有 floor plan，但係唔係咁樣? 

I: 係啦，係 d平面圖嗰 d咁樣啦，係啦。因為平面圖呢，咁你都係畫個空框 

A:                  [係啦，平面圖則嗰 d 

 出黎 ja ma，或者係好多，舊陣時我哋做法就係......唔同房...er...可以擺唔同  
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A:          [嗯嗯嗯 

 既 set up，可以擺幾多人，咁寫出黎跟住有個圖，但係冇咁 flexible，可以

話，  

 呀，依個我就咁，如果多 d人就點，可以擺到......睇唔到囉。就算係畫左出 

 黎都係平面圖, 唔會有個感覺咁囉。吓。 

A:                             [嗯嗯嗯 

** **************************************************************** 

A: 咁有冇 d咩 policy去影響依個 change of website, 除左 er...customer feedback 

 呀? 

I: 冇，冇咩特別。 

A:   [冇?      [係啦 

** **************************************************************** 

A: 咁第 37題就係, 個 hotel 點樣將自己定位呢? 點樣 reflect喺你個 site入面? 

I: 咁我諗其實嗰 d相囉。咁其實 photography同 website 係兩樣野。咁其實 

 我係負責 website，咁其實我用既野，其實... 我既 internal supplier啦，咁就 

 係 PR佢會俾 copy我，因為我唔會去寫架嘛。咁第二就係，相因為唔係我 

 影，我哋有同事係專係負責 photography，咁佢係...佢影。咁其實我都係用 

 番我... 好似一個廚師去執菜咁囉，去煮一碟餸出黎。咁其實係...咁你話個 

 field其實係 of course相影出黎既 style，yes，我哋 branding個同事...佢哋會 

 知道應該用咩 style既相。咁你話有咩唔同 style? 咁係...er...其中一個好 

 obvious 既 example 係，用...有 d 相係擺人，我哋叫做擺 talents 啦，有冇

talents 

 囉，姐係會唔會有個 model 係入面。姐好似 spa既相，依家好多...咪好興 

 有個背脊擺幾舊石係度既，咁嗰 d我就覺得，嗰個唔係半島既 style囉，我 

A:                     [係啦係啦 

 哋...好似如果 for spa既相，我哋盡量係避免...姐係... for我哋個 style係唔會 

 擺有個 body 喺度，咁喺張床上面，姐依個唔係我哋既 style。你見我哋 d 

spa 

 既相，都係 purely 係......個 facilities 係點樣，咁依 d 咪 style，我哋覺

得...er.. 
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A:                                     [嗯 

 你係咪需要擺個人喺上面先可以 sell到依個 product? 姐 for我哋黎講唔係 

 囉，吓。我哋覺得 d 人 appreciate…姐係... 我哋 actually 係幾 object 依樣

野， 

 依樣其實...唔係一個...係一個幾...我哋既點講呀，係十戒黎既。姐...一定唔 

 會有個...你見... 

A: 姐你係想 sell facilities? 

I: 嗱，姐依個係一個 style，但係唔會有個客呢，好多時咪有件毛巾蓋住有舊 

 石喺度，姐依個唔係我哋個 style 囉。我哋可以有個 staff 咁樣，因為我哋

覺 

 得係 elegant過...咁你擺個人喺度，咁半著衫，咁做咩呢? (哈哈) 姐依個就 

A:             [吓                                  [哈哈 

 唔係我哋個 style囉。 

A: 姐係你擺相通常...如果有人都係擺自己 d staff? 

I: 係啦，其實盡量都係...都唔多架啦。有 staff既相，係 spa，你見其他嗰 d 

 restaurants，有 d咪又會影個 staff喺到執房咁樣，有 d或者係 restaurant裡 

 面會影坐滿晒客，er...我哋盡量都係少咁樣個囉。 

A:              [嗯嗯嗯 

A: 但係點解唔會話好多人喎? 好受歡迎喎? 好多人喺入面 enjoy緊個 service  

 咁? 

I: 姐...會有少少...我哋姐注重係個 product囉。姐好似你話，賣手袋名店，會 

A:                                    [嗯 

 唔會影好多人去買手袋? 唔會，佢淨係影個手袋。姐有少少咁囉。咁姐， 

A:                                          [嗯 

 我覺得係如果個 brand 係好 strong，嗰 d brand呢，佢會注重番喺佢自己既 

 product and service，佢唔駛要靠其他因素，令個客人覺得: 吖! 依個係好好 

 囉。 

A: 嗯嗯嗯。但因為...譬如 facilities呢，好似其實...有時... 大家 5-star咁，6-star  

 咁，大家應該差唔多樣喎，如果就咁擺一間房喺度，咁點樣去 differentiate 



498 
 

 呀? 

I: 跟住就係個 copy。我哋覺得...嗱，相係其中一...個 style，第二就係好似寫

個 

 copy 咁，你投先睇形容嗰個房，咁係嗰個帶到出黎。因為...如果你睇番

呢， 

 er... 有 d website你番去 research下，其實佢寫嗰個 copy 形容一間 restaurant  

 或者係形容一間房呢，你可以攞咗出黎，擺係另外一間酒店度，改番個名 

 呢，其實都得架! 咁我哋依個就係我哋話，我哋盡量應該寫出黎唔可以做

到 

A:   [係...可以   [係。係。 

 依樣野，then 我哋覺得係一個 good copy，因為你係 unique 架嘛，咁依個

就 

A:       [吓                          [吓                 [吓 

 係我哋...其實其中我哋個 brief就係話，唔應該係可以攞到依段野，塞落另 

 外一間酒店度，換咗個名都可以係得既，如果係咁呢就係一個 bad copy。 

A:                                  [嗯                          [哦 

 其實...其實依個係一個...我哋覺得... 係一個嚴重既錯誤黎既，因為你已經唔 

A:                                                  [嗯 

 unique，間間都係，吖! 我最靚，我哋有最豪華既房，我哋既 staff好  

 professional，我哋用最新鮮既 ingredients，...唔會有人講，我哋用 d最唔新 

A:                                   (哈哈) 

 鮮既...唔會，姐係變左唔 unique囉! 姐你應該係話，你見...我哋講好似你話 

 restaurant，姐其實我唔係話要 criticize，其實我哋舊陣時都係有依個錯誤

既。 

 咁我哋覺得，應該...唔係錯誤啦，姐舊陣時未係咁 sophisticated，但 online 

A:                                                      [嗯嗯 

 係覺得...依家反而 sophisticated係 d online 既客人，突然間，嘩! information 

 係好...一個平台呢，嘩! 好多既 information 可以收到，變咗佢哋有得 

 compare，舊陣時冇架嘛，舊陣時可以接觸係...可能個 travel agent有幾多， 
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A:                    [嗯 

 你咪得到幾多囉。依家唔係喎，要幾多有幾多喎，咁 therefore你點樣去突 

A:             [係 

 出自己，咁 therefore咪要進步…自己去做。咁你見好似 for instance...er.... 

A:                                    [嗯嗯 

 用依間 Felix咁啦，咁其實呢，你睇佢形容嗰個方法，係好似個 experience  

A:                                             [嗯 

 咁............其實好似係....有少少係.... 寫小說嗰個方式，你係開始已經係構 

A:                                             [嗯嗯 

 思到，吖! 好似睇小說咁，睇武俠小說又好，科幻小說又好，你好似代入

咗 

 咁囉，就係用依個方法囉。 

A: 嗯。 

** **************************************************************** 

A: 係啦，咁我哋睇 38題啦。有冇 d咩特別既 criteria去 hire d web designer? 

I: er...幾個 criteria 啦。一, of course design，姐 for 我哋依個 project 嗰時就

design  

 好緊要啦，其實 design 係其中一個主要 ... 真係 ... 因為我哋要個

breakthrough， 

 要好唔同，咁依個係一啦；咁第二 of course，always既呢就係個 cost啦， 

 如果佢哋出番黎嗰個 code 係 afford 唔起，咁都冇辦法，姐係會盡量睇

下...er... 

 要 balance囉依樣野。咁第三就係話，of course依間公司既長久性囉，會唔 

 會有 risk，弊啦，佢做做下會執既! 或者佢嗰個係有幾...solid囉間公司，或 

 者個 reputation 係好唔好，咁突然間話，或者佢多人少人，佢 handle 唔

handle 

 得到咁大既 project呢，佢夠唔夠 staff去，同埋 of course，afterwards佢個 

 service，或者我哋可能到時要改野，佢 provide 個 service可唔可以做到依 d 

 囉。咁其實三樣囉，design，cost，er...間公司既...點講呀? 可唔可靠，姐可 

A:                            [嗯             [er，講英文啦 
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 唔可以...er...係嗱，reliable。係啦。 

A:           [reliability         [嗯 

** ***************************************************************** 

A: 跟住第 39題。有 d...姐係話，譬如有 d... visually impair呀，有 d人聽覺有 

 問題呀嗰 d呢，你有冇考慮到依個問題呀? Accessibility of website to all。 

I:             [係 

I: 依個都有。其實依個係...其實 on 我哋一個 enhancement既野，因為其實... 

 同我哋 legal 既同事傾過，因為好多時就係話，咁如果你淨係有某個 

 disability既 accessibility，咁你其他果 d唔駛理? 咁就係話，其實我哋依家 

A:                                        [嗯嗯 

 都構思緊係 offer d 乜野，好似 of course你話，係禁有 d自己會讀出黎啦， 

 有 d係 of course係，佢會有 d突字果 d特別儀器啦，咁其實都...我哋依家 

 係構思緊點樣去...做依樣野囉。 

A: 嗯。都仲未有? 

I: 係啦。 

A: 係啦。哦! 咁姐係 40條都仲未有答案? 

I: 係啦。 

A: 係啦。好，唔該晒。 

** **************************************************************** 
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Appendix VI  Interview with Director of Communication of the 

InterContinental Grand Stanford Hong Kong  

 

A: Shall we start?  

B:  Yes 

A:  Ok. What are the communicative purposes of hotel websites? 

B: Information, conversion and engagement are the three 

communicative purposes of the hotel website. We try to do that on the 

website. The hotel is doing the first two purposes very well. The hotel is 

now working on the engagement aspect. For the information part, the hotel 

tries to provide enough information to make readers understand what the 

hotel is offering and where it is located. The conversion part is related to 

the value of the website which is the booking engine. If readers click on 

the booking section, the website of the hotel group launches and people 

can book up to several months. That’s what we try to do. Try to keep you 

coming back to the website. A number of consumer websites are working 

on right now is the engagement part. The engagement aspect is to try to 

keep the customers coming back such as putting the promotions and games 

online. The hotel is trying to integrate these into the website and at the 

same time complying with the brand standard of a luxury five star brand.  

A: How can you realize it as a five star hotel? 

B: The hotel is a luxury, five star brand. The hotel leverages the brand 

equity and the international five star legacies. As you know the 

InterContinental is the first international hotel in the planet. There is a 

strong brand legacy. Other best practices like making sure that the spelling 

and the English are correct, and the photographs are clear. Basically we try 

to do all the best practices of a hotel website to keep the five star branding. 

A: What are the major sections of a hotel website?  

B: The three main areas are the rooms, food and beverage and events. 

The content of a good hotel website must be able to identify and define and 

give all details of these three offerings. If readers look at the website, they 

will find an area for room booking, an area of food promotion and an area 

for readers to build trust on the hotel. Readers can read the press release 
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and see what the hotel is about which make readers feel closer to the hotel 

and more confident to do business with the hotel.  

A: What’s the major goal of your website? 

B: We want people to book our hotel.  The purposes of being able to 

support sales and support the brand image are the major goals of the 

website. The hotel wants to focus on the room booking. Website room 

booking has increased tremendously in the last few years. Right now the 

industry standard is 29% to 31% of hotel booking directly from the internet. 

The hotel website would be the first landing point in the Internet. A user-

friendly website makes the booking process easier for the customers.  

A: What are the missions of your hotel? 

B: I can give you a nice presentation of this one. 

A: Great. 

B: The mission of the hotel is to be the number one hotel for business 

travelers. The hotel is customer-oriented and provides excellent service. I 

can send you all the values. 

A: I give you the email. That’s the student number. 

B: (laugh) 

A: How do you reflect the mission through the logo? 

B: That’s an interesting question. The hotel has the leverage of the 

existing brand with the ‘I’ logo. The hotel’s brand is a legacy brand. It’s 

inherent. It exists for a long time and presents a confident feeling. For 

example, like Intel. Intel is a great company. It establish brand through the 

logo. When you see the Intel inside, you’ve got confidence in that 

computer. So I guess you know that. That’s how we keep the legacy of the 

brand. Branding is not only about logo. It’s the entire spectrum It is related 

to how the staff behave, how the staff walk, how they prepare the rooms, 

how we put the napkins, how we lay the bill. All these things make up the 

brand.  

A: So what’s the overall thematic feeling of the website? Is it 

professionally-oriented, family-oriented or? 

B: Basically, the website is corporate-oriented, professional, reliability. 

It is professional and reliable with life style. The website looks very 
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corporate and easy to read. This is one of the pages that I am trying to do. 

As I mentioned, this is an older version of this one. 

A: This is the old one so this would be? 

B: This would be the one that we are working on right now. It’s not so 

different just the colour but the navigation and everything, the strategic 

mind is the same. It’s very corporate and professional. But you can see the 

lifestyle and everything. The lifestyle portion comes in the pictures.  

A: These are the? 

B: These are the images of the hotel. For example, this is one of our 

hotels. For this one, there’s the skyline. On the next renovation, maybe we 

are going to change the picture to the streets of Kowloon, dinning out. This 

portion here is the lifestyle experience that we want to communication. 

You as a business traveler, you see there’s an opportunity to book on the 

website, opportunity to know about the hotel and the lifestyle experiences. 

A: Do you mind giving me a copy of these? 

B: I can’t give it to you right now it’s in development (laugh) You can 

see the look is the same what I can give is some some of the hotels has 

launched this already. So do you mind if I give you other InterContinental 

Hotels 

A: Ok. 

B: I can’t give you but basically it’s the same, coming from the brand 

standard. ] 

A: When will it be launched? 

B: I’ll launch this next year 

A: So how do you establish the character of the website through the 

image and language? 

B: The language of the website has to be professional. The hotel uses 

British English, elegant, clear and simple words. That’ the language style 

we use.  

A: What about the image? 

B: Lifestyle, five star image, more customer-service image. Like we 

put the picture of a guy opening the door. When you go inside you’ll be 

served. We try to bring you the experience of being here to the photos that 

you see in the website.  



504 
 

A: But this one has no 

B: That’s the old (laugh) this one is not by me (laugh) 

A: (laugh) The purpose of putting Hong Kong skyline here is to 

B: People who go to the website or the one who make the booking are 

people outside Hong Kong. We want to do our part to promote the city as a 

destination by putting images that are enticing to the guests. You see the 

image of Hong Kong while there’s no where in the world like that. 

A: Yea and what’s the choice of colour of the website? 

B: The hotel follows the brand standard when choosing the colour. 

Over the years, the hotel uses beige, charcoal grey, white and gold. These 

colours are elegant and professional but at the same time, warm and 

reliable. Do you want the principles of colour as well? 

A: Yes. Thanks and the branding guideline. 

B: Yea I can give you portions of it. 

A: Thanks and what strategies do you have to attract the readers to 

read the website? 

B: Like most services, the hotel engages in search engine marketing. 

The hotel is included in the GDS which is Global Distributor System. It is 

a network. It is a system of the travel agents with hotels and people who 

are in the area of booking of passengers. It is a network in which hotels 

gives the allocation of airlines in travel agents. People contact travel agents. 

The travel agents will go to the GDS and find the hotels. If you want to go 

to London, the travel agent will type in and all the hotels in London are 

listed there. There are parameters in the GDS which show different types 

of hotels in different locations, different stars of hotels, different budget. 

The GDS sorts that out for you. If you’re there, the travel agent 

communicate that to the guests. That’s one of the things that we do. The 

hotel also includes the website address in all the communication materials 

and tie up with partners’ websites. The hotel does email marketing 

campaign to get people to come to the website. 

A: And I realize that the website is quite long in terms of the wordings 

why do you place a long piece of text? 

B: Again it’s going to change (laugh) ok to answer your question, 

Having long text was the best practice when the hotel started implementing 
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the website. It was what the consumers wanted at that time which was five 

years ago. That was the viewing habit of the consumers. It is obsolete by 

now. There are too many words. The hotel will change the homepage by 

putting more photographs with little bit of description. If readers are 

interested in a particular item, they can click and go into the pages. The 

photographs are with headlines which entice readers with the offers (19.08) 

A: So what do you do about hyperlinks, how do you create effective 

hyperlinks? 

B: The hotel ties up with GDS and the legacy company, 

InterContinental. The hotel is very careful about who it hyperlinks with. 

From the corporate side, the hotel will consider if the company that the 

hotel is linking with is consistent to the brand, has exited for a long time 

and has a good image in the market. If all these criteria are fulfilled, the 

hotel will hyperlink with the company. We hyperlink with reputable 

companies such as Lufthansa, American Express and Asia miles. Basically 

reputable company, we allow hyperlinks. From the food and beverage side, 

the hotel partners with the community club. It is the biggest and the most 

famous club in Germany.  

A: What about the hyperlinks within the page? 

B: Within the page yea. We try to put all the hyperlinks on the left 

which makes readers easier to read.  

A: Are there any font style consideration?  

B: Yea. The default on the web is Verdana and Times New Roman. 

The hotel follows the default system. The default font are easy to read and 

consistent to the overall brand standard.  

A: How do you help readers to find their way when they browse the 

website? 

B: It’s the intuitiveness of the design. The navigation buttons are 

always on the left hand side and make you familiar with the environment. 

Every single page you go, you can see the navigation button on the left. If 

you don’t want to read this page anymore, you just go back to the 

environment that you are familiar with and go further. 

A: Hmm are there any conventions for designing the hotel website? 
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B: Yea we do. I can show you but cannot give you (laugh). The hotel 

follows the brand standard when choosing the colour. Over the years, the 

hotel uses beige, charcoal grey, white and gold. These colours are elegant 

and professional but at the same time, warm and reliable. The standard 

fonts from the brand guidelines are Gill Sans, Arial, Baskerville which 

create a feeling of luxury and space. Regarding the layout, the logo has to 

be on the top, followed by the photograph and then the text. The navigation 

bar has to be on the left.  

A: Do you have a template for designing? 

B:  We do. The hotel follows a standard template from the headquarter 

office when designing the website. The template is developed based on 

research. 

A: So the template would be 

B: The logo on the top, followed by the photograph and the text with 

the navigation button on the left. 

A: And for the images, do you take the photograph on your own or? 

B: We take photographs on our own. Corporate office has a pool of 

photographs that we can use as well. But generally, we take our own 

photograph and get our own photographer. We set up the look and feel that 

we want and implement that. 

A: Will your design diverge from the standard format? 

B: No we must follow. 

A: And do you refer to any information or resources from the hotel 

industry when building the website? 

B: We do a lot of research and we look at what other hotels are doing. 

What do the consumers want. We do a lot of research on what the industry 

is doing and what other industries are doing. 

A: So the trend is 

B: In the hotel we have a guest satisfaction tracking system.  

A: They fill in the form. 

B: Yea they fill in the form. We take that out and plug it in. We look at 

the comments and track the level of satisfaction and we take that into 

consideration in doing our communication material.  

A: What do the consumers want? 
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B: Again, like normal internet users, they want simplicity, ease of 

navigation. Basically, really they don’t want to waste their time (laugh) 

Yea and if you deliver that, it makes you a reliable partner. 

A: And what are the trends in the hotel industry in general? 

B: They work along that side knowing that the consumers are more 

critical and they want to make the online experience very easy and very 

comfortable. 

A: So that’s why you change 

B: Yea consumers are changing 

A: Do you think the website is purely a brochure site? 

B: I think that’s the biggest mistakes that organizations do. A website 

is not a brochure. There are so much that the hotel can do with the website. 

So much technology that you can do out there. It shouldn’t be. It has to 

inform, convert and engage. Once you do that you’ll be ok. 

A: How do you think it will be different from a brochure? 

B: All the marketing thing support each other. A brochure by nature, 

the interactivity of a brochure is limited. On a website, readers can click 

here to read another page. Click here to know more, click here to play a 

game, click here to send to your friend. There are relationship and 

interaction which do not exist on a brochure. A brochure offline should be 

able to support the online website and vice versa. You got to use both. This 

is not the only one but you got to use them all together. It has to work 

together.  

A: Do you use any other parties’ voices on the website? 

B: Yes we do (long pause)  

A: Do you use any other parties’ voices on the website? 

B: We put the link of articles that are reputable which will add value 

to the guess experience such as comments and the world travel awards 

because the hotel was nominated. It’s useful for the consumer to be able to 

see that one. For example, the hotel mentions itself as one of the best hotels 

for business travel from a travel magazine. The comments build up the 

confidence of the guests towards the hotel.  

A: Yea and when did the hotel started using the website? 

B: The hotel started using the website about early 2000.  
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A: Why did the hotel start using it? 

B: At that time, if you remember, the Internet was becoming popular 

in the mid-nineties. There were more users and the behaviour of the market 

has become online. People go online when they want to reach something. 

The website is the frontline store of the hotel.  

A: Hmm and what are the procedures and stages of designing a 

website? 

B: The first thing is to identify what you want to achieve on the 

website. For example, if I just want to be an informational website, or 

engaging website. If your purpose is just to inform everybody, then the 

brochuresite is on that level of develop. So you decide what you wanted to 

do. The next thing is to decide what are the look and feel of the website. 

This all goes back to the brand vision. A hotel is different from a shop. If I 

could start my experience with the airline. I worked in an airline before and 

was responsible for designing the website. The first thing we did is to 

identify the brand vision, who we are. We are a young, fun, vibrant 

company. The character of the company should be reflected on the website. 

For example, the airline is a young and vibrant company. The young and 

vibrant feeling was created on the website through the use of red and green 

colour. The airline wants to inform the people about who we are and leads 

readers to book online. The company will draw a site map or a wireframe. 

On the wireframe, the designer draws what the company wants to put onto 

the website such as information about the hotel and information about the 

destination. The wireframe is the skeleton of the website. The hotel will 

stick to the wireframe when designing the website. After completing the 

wireframe, the developer starts doing the template which is the layout of 

the website. Once the template is done, the website will go through an 

approval process by the key stakeholders such as the owner of the 

company and the marketing people. They approve the skeleton and the 

template. Once you’ve done that, you will undergo programming and 

testing to see if it works on different browsers. The company will have a 

test group to check the beta version of the website, see the dead links. The 

website will be launched after testing. The company will announce and 

promote to the public that there is a new website. 
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A: Who are responsible for writing the designing the website 

B: Ok in our case. I am responsible for writing the content of the 

website. In a different organization, there’s a web content manager who 

does all the writing. Sometimes I do all the writing and sometimes I may 

ask the team to do it. I have to approve all the writings which will be place 

on the website.  

A: So you don’t hire any company to do this. 

B: I do that myself. The hotel does not outsource the writing task to 

other companies because the content and basic components have existed 

for a long time. I just need to update some sections of the website such as 

the press release. 

A: And what about the photographs? 

B: We hire an outside person and we own the rights to the 

photography (pause) sorry about that 

A: Since you are responsible for writing the material, what do you 

think is the most important thing to be included on the homepage section? 

B: I think that the most important thing for the hotel homepage is to 

present an overview of what the hotel is, where the hotel is located and 

what is the primary offering of the hotel.  

 

A: Do the PR and the website designer produce the website together? 

B: Yea they do. I have the communication, the PR and marketing 

people. We do it all togheter.  

A: Who will be doing which stage of the production? 

B: Basically, everybody in the hotel contributes to the development of 

the website. The housekeeper, the food and beverage, the room service 

people and the sales people all provide information for the website. I am 

responsible for putting all these information together. Finally, the head 

office, my boss will decide what should be placed onto the website.  

A: What kinds of things are pre-planned and what kinds of things just 

come up all of a sudden when you produce the website? 

B: When you have a wireframe, those are the things that you want. So 

as much as possible you stick to that one. When you plan the wireframe, 

you’ve looked into a lot of things already. Basically, anything comes up, 
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you’ll put into the wireframe which means everything is planned. We plan 

and plan (laugh) 

A: And who will be the target audience of the website? 

B: The target audience of the hotel website are international business 

travelers and local people who are looking for dining places. We have one 

of the best Chinese restaurants in the city, we have mistral, it’s rated highly 

among the Italians in Hong Kong. 

A: Yea I like that (laugh) 

B: Yea very good thank you and the international café downstairs.  

A: And how does the concern of readership affects the presentation 

method of the website? 

B: Of course it affects greatly. It matters and that’s the only way we do 

business. We conducts customer research from time to time and gets some 

feedback on the website. Every guest who stays in the hotel will get a 

feedback form. The hotel collect the feedback at the end of the day and 

plot the feedback on the computer. There are 30% of guests booking 

through online. The hotel also has web analytics for identifying where the 

readers are coming from and determining the performance of the website.  

A: So what do the visitors feel about the website? 

B: I think pretty good. The hotel has received positive feedback from 

the readers. The readers think that the website is very informative and clear. 

(pause)  

A: It’s clear 

B: Yea it’s clear and they get the information they want.  

A: How are the design decisions connected with the organizational 

policy? 

B: It goes back to the brand standard. Who we are, we are professional, 

customer-oriented. So the design reflect that we always go back to the 

standard.  

A: Do you include any personal ideas? 

B: No it has to be from the point of view of the hotel. 

A: Has the hotel redesigned its website? 
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B: The hotel is doing the website redesign at the moment and it is the 

first redesign. In the past, the hotel just changed some photographs without 

great changes.  

A: Why do you need the redesign? 

B: The hotel redesigns the website now because consumers’ mind is 

changing and technology is improving. There are so many websites in the 

Internet and the hotel wants to engage and get the loyalty of the readers.  

A: How do you plan the redesign? 

B: We have a template from the head office. The hotel follows the 

template for redesign. It is a major redesign as the hotel changes the 

wireframe. If it’s not a major redesign, just change the photos. 

A: Are all InterContinental Hotels redesigning the websites? 

B: Not all. It is suggested yea.  

A: How is this hotel different from the one in TST? 

B: Both are InterContinental brand. InterContinental Hong Kong 

caters to the luxury market. The rooms are bigger and the rates are higher. 

The hotel is bigger by itself. The InterContinental Grand Stanford caters to 

the business traveler market. It is for people who do business around the 

Tsim Sha Tsui area. The hotel provides international five star service at a 

reasonable price 

A: What are the benefit of the redesign? 

B: It’s more atuned to the needs of the consumer. 

A: What skills are needed to complete the redesign? 

B: You need designers, programmers, copywriters to do the copy, you 

need brand strategist to tie in all the elements to the brand vision, you need 

a e-marketer who will make sure that your website is out there in the 

market and known by the people. 

A: Are there any difficulties? 

B: Yea it involves all the people. It’s like building a house, you need 

the plan, you need the tools, you need the thinking. It’s not an easy task, 

but it’s enjoyable. 

A: What do you think it’s the most difficult part? 

B: The most difficult part of the redesign is always on the strategy 

stage, on the wireframe. The designer has to address all the needs of the 
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different parties and stakeholders. I have to update the content of the 

website all the time. My assistant looks at every single page of the website 

all the time on every Monday and do the updating. If it’s not updated, 

she’ll come to me and I’ll ask her or my other assistant to update it. 

A: What are the criteria of hiring website designers? 

B: You need the technical background, somebody who’s very 

passionate about the Internet, background for the programming, and you 

need a good business sense because a website is actually a front line store. 

A: Thanks 
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Appendix VII  Appraisal analysis of the redesigned hotel 

homepages  

 

Langham Place Mongkok, Hong Kong 

 

Attitude underline 

Force italics  

Focus corbel 

Engagement bold  

 

Moves Target 

of 

Evaluati

on 

Attitudinal terms Graduation  Dialogi

c 

nature 

Slogan 

 

Your Way, Your 

Place – Langham 

Place Hotel Hong 

Kong  

 

 

 

 

The 

hotel 

 

 

+appreciation (valuation) 

  

 

 

monogl

oss 

Establishing 

credentials 

 

Among 5-star Hong 

Kong hotels, 

Langham Place 

Hotel Hong Kong is 

unique… 

 

Langham Place 

captures the 

vibrancy and buzz of 

 

 

 

The 

hotel 

 

 

 

 

 

 

 

 

+appreciation (valuation) 

 

 

 

 

 

 

Quantificati

on: 

extent, 

scope: space 

 

 

Intensificati

on:  

quality 

 

 

monogl

oss 
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local culture like no 

other. And presents 

it in a way that’s 

invigorating, 

engaging, fun! 

+appreciation (reaction: 

quality) x3 

 

 

 

+appreciation (reaction: 

impact) 

+appreciation (reaction: 

impact) x2 

 

 

Intensificati

on: quality 

maximizatio

n  

 

 

Intensificati

on: 

repetition 

Describing the how 

guests would feel in 

the hotel 

 

You’ll feel refreshed 

and inspired as soon 

as you step inside. 

You’ll also find 

every conceivable 

modern indulgence, 

including our luxury 

Chuan Spa.  

 

 

 

 

 

 

 

The 

hotel 

 

 

 

 

 

 

Spa 

 

 

 

 

 

+affect (quality) 

+affect (quality) 

 

 

+appreciation (reaction) 

+appreciation (reaction) 

+appreciation (Reaction) 

 

 

 

 

 

Quantificati

on: extent: 

space: time 

 

Quantificati

on: extent: 

scope:space  

Intensificati

on: quality 

 

 

monogl

oss 

Expressing 

hospitality  

 

Langham Place 

Hotel Hong Kong – 

the place to be in 

Hong Kong! 

 

The 

hotel 

 

 

 

 

 

+appreciation (valuation) 

  

 

 

monogl

oss 
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Langham Hotel Hong Kong 

Attitude underline 

Force italics  

Focus corbel 

Engagement bold  

 

Moves Target 

of 

Evaluati

on 

Attitudinal terms Graduation  Dialogi

c 

nature 

Slogan 

 

A hotel in the grand 

tradition, The 

Langham Hong 

Kong 

 

 

 

 

 

The 

hotel 

 

 

 

 

+appreciation (reaction: 

valuation) 

  

 

 

 

monogl

oss 

Establishing 

credentials and 

describing the 

location of the 

hotel 

 

Pre-eminent among 

Hong Kong hotels, 

The Langham Hong 

Kong presents a 

refined European-

style haven in the 

heart of the bustling 

Tsimshatsui 

shopping and 

 

 

 

 

 

 

The 

hotel 

 

 

 

 

The 

hotel 

 

 

 

 

 

 

 

+appreciation 

(valuation) 

 

 

 

 

+appreciation (reaction: 

quality)X3 

 

 

 

 

 

 

 

Intensification

: quality 

Quantification

:extent: scope: 

space 

 

 

Intensification

: metaphor, 

 

 

 

 

 

 

monogl

oss 
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tourism district. 

 

With gracious 

charm and polished 

five star luxury, 

Langham Hotel 

Hong Kong is the 

only Hong Kong 

hotel that can claim 

the legendary 

heritage of the 

original grand hotel. 

 

 

Tsimshat

sui 

 

 

 

 

 

The 

hotel 

 

The 

hotel 

 

 

 

 

The 

hotel 

 

The head 

hotel 

+appreciation (reaction: 

quality) 

 

 

 

 

 

+appreciation (reaction: 

quality )x2, 

+appreciation 

(reaction) x2, 

(valuation) 

 

 

 

 

+appreciation 

(valuation)  

 

+appreciation 

(reaction) x2 

Valuer: 

specificity 

 

 

 

 

 

 

Intensification

: 

repetition 

 

 

 

Valeur: 

specificity 

 

 

Intensification

: quality 

(infused)  

 

Describing the 

atmosphere of the 

hotel 

 

Here is what you 

desire in a Hong 

Kong 

hotel...enchantingly 

opulent 

surroundings, 

innovative amenities 

 

 

 

 

 

Guests 

 

 

The 

hotel 

 

 

 

 

 

 

+affect (satisfaction)  

 

 

+appreciation 

(reaction) 

+appreciation 

 

 

 

 

 

 

 

 

Intensification

: repetition  

 

 

 

 

 

 

monogl

oss 
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and bespoke service 

that anticipates your 

every whim. 

 

 

Facilities 

service 

(reaction) 

 

+appreciation 

(reaction) 

+appreciation 

(reaction) 

 

 

 

 

 

 

Quantification

: 

Extent: scope: 

space 

Expressing 

hospitality  

 

We greatly 

anticipate the 

pleasure of your 

company at The 

Langham Hotel 

Hong Kong. 

 

 

 

 

 

 

guest 

 

 

 

 

 

 

 

 

+affect (satisfaction) 

 

 

 

 

Intensification

: quality 

 

 

 

 

monogl

oss 

 

Mandarin Oriental Hong Kong 

Moves Target 

of 

Evaluati

on 

Attitudinal terms Graduation  Dialogi

c 

nature 

Greeting 

Immerse yourself in 

a Hong Kong 

legend. A legend of 

luxury and service.  

 

 

  

Hong 

Kong 

 

 

 

+appreciation 

(valuation) x2 

+appreciation 

(valuation) x2  

 

 

 

Intensification

: quality 

monogl

oss 

Describing the    monogl



518 
 

location 

Located overlooking 

the glittering 

Victoria Harbour, 

our hotel has been 

the centre of Hong 

Kong’s social and 

business scene since 

1963. 

 

Victoria 

Harbour 

 

 

hotel 

 

 

+appreciation (reaction: 

quality) 

 

+appreciation 

(composition) 

+appreciation (reaction: 

quality) 

 

Quantification

: extent: 

scope: space 

 

 

Valeur: 

specificity  

Quantification

: extent: 

scope: time 

oss 

Describing the 

hotel 

Following our 

recent redesign and 

through constant 

attention to detail, 

we offer the finest in 

21
st
 century luxury 

for traveler. 

 

Our reputation 

continues to endure 

with our legendary 

service. 

 

 

  

 

The 

hotel  

 

 

service 

 

 

+appreciation (reaction: 

quality) 

 

 

+appreciation (reaction: 

quality) 

 +appreciation 

(reaction: quality) 

 

 

+appreciation 

(valuation) 

 

 

 

 

Quantification

: extent: space 

Intensification

: superlative 

metaphor 

 

 

Quantification

: extent,: 

scope: time 

Intensification

: quality  

monogl

oss 

 

 

Landmark Mandarin Oriental Hong Kong 

 

Moves Target 

of 

Evaluati

Attitudinal terms Graduation  Dialogi

c 

nature 
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on 

Establishing 

credentials 

The Landmark 

Mandarin Oriental is 

simply one of the 

best luxury city 

hotels in the world. 

 

 

 

The 

hotel 

 

 

 

+ appreciation 

(valuation) 

 

+appreciation 

(reaction: quality) 

x2 

 

 

 

Intensification: 

maximization 

Intensification: 

superlative 

Quantification: 

extent: scope: 

space 

monogl

oss 

Describing the 

rooms 

Our 113 guestrooms 

are amongst the 

largest hotel rooms 

in Hong Kong and 

each a masterpiece 

of contemporary 

design. 

 

 

Rooms  

 

 

 

+appreciation 

(reaction: quality) 

 

 

+appreciation 

(valuation) 

+appreciation 

(reaction: quality) 

 

 

Quantification: 

number 

Intensification: 

superlative 

Quantification: 

extent: 

scope:space x2 

 

Intensification: 

maximization 

  

 

monogl

oss 

Describing the 

hotel 

We offer a cocoon 

of discreet serenity, 

attended by our 

legendary service. 

This is a highly 

exclusive experience 

 

 

 

The 

hotel 

Service  

 

Experien

 

+appreciation 

(reaction: quality) 

+appreciation 

(reaction: 

quality)x2 , 

appreciation 

(valuation) 

 

Intensification: 

metaphor 

 

 

 

 

Intensification: 

monogl

oss 
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in the premier 

business and fashion 

location. 

ce  

 

location 

+appreciation 

(reaction: 

quality)+appreciati

on (reaction: 

quality) 

quality 

Intensification: 

quality 

 

 

 

The Excelsior Hong Kong 

Moves Target 

of 

Evaluati

on 

Attitudinal terms Graduation  Dialogi

c 

nature 

Greeting (on the 

photographs) 

Immerse yourself in 

the buzz of Hong 

Kong. Surrounded 

by activity and 

spectacular views.  

 

The 

hotel 

 

 

 

 

 

+appreciation 

(reaction: impact) 

 

 

 

Intensification: 

metaphor 

 

Intensification 

(quality) 

Quantification: 

extent: scope: 

space 

monogl

oss 

Establishing 

credentials 

The Excelsior hotel 

is one of the island's 

most famous hotels 

for travellers 

 

The 

hotel  

 

 

+appreciation 

(valuation) 

 

 

 

Intensification: 

quality  

(superlative) 

monogl

oss 

Describing the 

location 

looking to explore 

the energetic 

 

 

Causewa

y  

 

 

 

+appreciation 

 

 

 

 

monogl

oss 
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entertainment and 

shopping areas of 

Causeway Bay. Just 

ten minutes from 

Central, Hong 

Kong's business 

district, we have a 

prime location 

overlooking Victoria 

Harbour 

Bay 

 

 

 

 

 

 

Location  

(reaction: quality)  

 

 

 

 

 

+appreciation 

(valuation) 

 

 

 

Quantification: 

extent: scope: time 

 

 

Intensification: 

maximization 

Quantification: 

extent: scope: 

space 

Describing the 

hotel 

and the luxury of 34 

floors with 

spectacular views. 

 

  

+appreciation 

(reaction)  

 

+appreciation 

(reaction) 

 

Quantification: 

number 

Intensification 

(quality) 

monogl

oss 
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Appendix VIII Interview letter 

 

Dear Sir/Madam, 

  

My name is Amy Suen. I am a PhD student in the Department of English, 

The Hong Kong Polytechnic University.  My research topic is 'Hotel 

Websites as Corporate Communication' and I am writing to ask if I could 

conduct a short interview with you about your hotel’s website. The 

interview would focus on the use of language and images on your hotel 

website and your website design processes and strategies. I would ask you 

about hotel website design generally.  My research aims to provide a better 

understanding of website design and communication.  

 

The interview would last approximately 45 minutes.  If you have any 

questions about my research, please feel free to contact me by email 

egamysue@                             or phone 2766 4593. I attach my interview 

questions for your information and a cover letter from my supervisor, 

Professor Winnie Cheng. 

 

Your help is very much appreciated. 

 

Yours faithfully, 

Amy Suen 

English Department 

The Hong Kong Polytechnic University 

 

 

 

 

 

 

 

 

 

mailto:egamysue@inet.polyu.edu.hk
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