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in Tourist Leaflets of TAT. Master’s Project, M.A. (English). Bangkok: Graduate 

School, Srinakharinwirot University. Project Advisor:                                          

Dr. U-maporn Kardkarnklai.  

        The purpose of this study was to analyze the linguistic features in ‘Describing the 

Attraction’ move of ten tourist leaflets of the Tourism Authority of Thailand (TAT) based 

on a genre approach proposed by Swales (1990) and Bhatia (1993). A concordance 

computer program named Oxford Wordsmith Tools 5.0 was used to find out the 

frequency, language form, communicative function, surrounding co-text, and collocation 

of four linguistic features that are modal verbs, imperatives, personal pronouns, and 

adjectival pre-modifiers. The results of the study were as follows: 1) The modal verbs 

‘can’ and ‘will’ were mostly used in tourist leaflets. The most used imperatives were 

‘turn’, ‘take’, ‘contact’, ‘call’, and ‘get’. The top five personal pronouns which were ‘it’, 

‘its’, ‘their’, ‘his’, and ‘they’ were third personal pronouns. The adjectival pre-modifiers 

with positive meanings were prominently used. 2) The modal verbs ‘can’ and ‘will’ were 

used to express possibility and provide necessary information to tourists. The imperatives 

were used for providing information on tourist attractions, persuading, suggesting, and 

encouraging tourists to visit places. The third personal pronouns were used to function as 

a text reference, a cohesive device representing the preceding noun, and a reference to the 

location, place, or person. 3) The attributive adjectives were used to create positive and 

vivid images of tourist attractions for the purpose of inviting the potential tourists to visit 

tourist attractions and join activities there. Furthermore, descriptive adjectives were 

prominently used in the texts to describe the characteristics of tourist attractions.  
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CHAPTER І 

INTRODUCTION 

 

Rationale of the Study 

 Nowadays, many countries including Thailand are facing the economic crisis. A 

great number of organizations including the public and private sectors are collaborating to 

solve such economic crisis. In Thailand, the government has tried all means and created 

various effective strategies and policies to solve it. One of the measures used in solving 

this serious situation is promoting tourism industry, an effective and beneficial industry 

leading to create job opportunities and increase local income to both people and the 

country, as Thailand has a high potential for tourism, with a variety of historical, cultural 

and natural tourist attractions in the country.  

 The Thai government realizes the importance of the tourism industry. Therefore, 

the government puts a special emphasis on the Tourism Authority of Thailand (TAT) 

which is a national organization performing important functions in tourism. TAT is 

responsible for providing information on tourism areas, promoting Thailand in order to 

encourage both local and foreign visitors to travel in Thailand, developing tourist 

attractions, as well as creating and launching several tourism promotion campaigns and 

activities to attract more tourists to travel in the country.    

In promoting tourism, various forms of marketing communication, e.g. the 

internet, newspapers, public media, and printed media are employed by tourism 

organizations to transmit important information to tourists. The Tourism Authority of 

Thailand also produces a lot of promotional materials to distribute the accurate, 

reliable and important information, influence and arouse interest, create a favorable 

image and stimulate tourists’ desire for traveling. 
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 In the tourism industry, printed media including folders, posters, brochures and 

leaflets are favorable instruments used. According to Moriarty (1991), the printed media 

are the media that deliver messages one topic at a time. Because of the structured nature 

of print message delivery, people tend to trust print more than broadcast and absorb it 

more carefully. Printed media also target audiences selectively. As can be seen, printed 

media are popular because they can effectively convey a specific topic to a particular 

group of readers. 

 Among an abundance of the printed promotional materials, many tourism 

organizations select and use a leaflet to promote tourist sightseeing places since its design 

is prominent and the cost is low (Middleton, 1988). According to Sangkham (1995), the 

media used in the tourism industry are different from the ones used in other businesses. 

Many businesses usually promote the products which are physical goods in the forms of 

advertisement, sales - promotion or direct - sale whereas a leaflet is normally used in the 

tourism industry. We can assume that a leaflet tends to play an important role in the 

tourism industry. 

 The Tourism Authority of Thailand (TAT) is one of many tourism organizations 

that produces a leaflet in the form of a free printed brochure.  To serve the communicative 

objectives of the tourist leaflet, the language conveyed must be persuasive and effective. 

However, to write a tourist leaflet is not an easy task, especially for non-native speakers 

of English who have to create an effective English leaflet. It is necessary that they require 

not only an excellent command of English but also a special training on how to create the 

text persuasively and effectively. They have to know the purpose, the organization, and 

the prominent linguistic features of the text. 

 The above mentioned issues concern the concept of genre analysis. Genre analysis 

has been widely recognized. It involves the analysis of language used in the text, the 
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context in which the language is used, and the analysis of move and the linguistic features 

of a text (e.g. the use of modal verbs and adjectives that appear frequently in the text). 

According to Bhatia (1993, p.181), “genres are meant to serve the goals of specific 

discourse communities, and in so doing, they tend to establish relatively stable structural 

forms and even constrain the use of lexico-grammatical resources in expressing these 

forms.” Moreover, the genre-based approach used to analyze the text emphasizes the 

notion of moves. As stated by Swales (1990), a text can be viewed as comprising a series 

of moves (i.e. segments of a text). Bhatia also mentioned that each move of a genre serves 

a communicative intention that helps to fulfill the overall communicative purpose of the 

genre. Therefore, knowledge of a genre provides writers and learners the models or 

guidelines of how to produce the genre. 

 In teaching English for Tourism, most of the writing exercises contain only 

general guidelines of how to write tourist leaflets (e.g. the structure of tourist leaflets) but 

do not provide specific knowledge of linguistic features of the text. Accordingly, a genre 

analysis that involves the study of authentic texts will be useful in giving a better 

understanding of the nature of language used in this specific genre and can be applied to 

the design of English for tourism courses and materials for teaching how to write tourist 

leaflets. 

 Since the research concerning genre analysis seems to provide the great benefits to 

the tourism industry which is demanding a high percentage of professional people trained 

to be leaflet writers or tourism staffs, there are some researchers applying the genre 

analysis to the studies on tourist leaflets. Nonetheless, most of the researchers put a 

special emphasis on the leaflets produced in the countries where English is used as the 

official language. For instance, Iborra and Garrido (2001) conducted a genre analysis of 

the tourist leaflets found in countries where English is the first language. Furthermore, 
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Boonchayaanant (2003) studied the tourist leaflets produced and distributed in the United 

States of America. Consequently, a study on the text organization of the tourist leaflets 

produced in a country where English is used as a Foreign Language (EFL) should be 

focused as a way to help the non-native English writers and learners produce the tourist 

leaflets effectively.  

 

Research Objectives 

 The objectives of the research are as follows: 

1. To analyze the number of occurrences of the prominent linguistic features, 

particularly focusing on modal verbs, imperatives, personal pronouns, and adjectival pre-

modifiers in ‘Describing the Attraction’ move which is the major move in the tourist 

leaflets. 

2. To identify the language form, communicative function, and surrounding co-

text of modal verbs, imperatives, and personal pronouns. 

3. To investigate the collocation of adjectival pre-modifiers. 

 

Research Questions 

 The study focused on the following questions: 

1. What is the frequency of modal verbs, imperatives, personal pronouns, and 

adjectival pre-modifiers found in ‘Describing the Attraction’ move? 

2. What are the language form, communicative function, and surrounding co-text 

of modal verbs, imperatives, and personal pronouns found in ‘Describing the Attraction’ 

move? 

3. What is the collocation of adjectival pre-modifiers found in ‘Describing the 

Attraction’ move? 
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Scope of the Study 

 This study focused on the prominent linguistic features in tourist leaflets of the 

Tourism Authority of Thailand (TAT). The corpus of this study was limited to ten 

English leaflets taken from TAT. All of them were published between 2007 and 2008. 

The leaflets were selected based on the statistics of tourists traveling to Thailand in 2008 

presented by the Office of Tourism Development. The leaflets of the top two provinces in 

five regions of Thailand were examined and analyzed: North (Chiang Mai, Phitsanulok), 

Northeast (Nakhon Ratchasima, Khon Kaen), Central (Bangkok, Kanchanaburi), East 

(Chonburi, Rayong), and South (Phuket and Krabi). 

 

 Significance of the Study 

 This study will be beneficial as follows: 

1. The findings on text organization and linguistic features can be applied as a 

model for the writers of the genre (e.g. leaflet or brochure writers, or tourism staffs) to 

create the effective tourist text. 

2. The findings will benefit teachers and learners of the genre, especially to the 

teaching and learning of English for tourism. Teachers can utilize the findings as 

guidelines for teaching writing tourist text. These guidelines will be useful in preparing 

teaching materials and designing English for tourism courses. In addition, the students 

taking a writing course on the English for tourism will gain useful information and ideas 

to improve their writing skills and to create effective tourist leaflets. 

  3. This study will be useful for further studies concerned with other genres or 

other aspects of genre analysis. 
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Definition of Terms 

 The terms used in this research are defined as follows: 

 Tourist leaflet refers to the document provided by TAT. It includes all important 

information such as the way to get there, attractions, events, festivals, local products, 

interesting activities, accommodation, restaurants, travel agents, etc. of each province in 

Thailand to tourists. 

 Genre is an instance of a successful achievement of a specific communicative 

purpose using conventionalized knowledge of linguistic and discoursal resources          

(Bhatia, 1993). 

 Genre analysis is a study of the language of academic and professional texts that 

provides explanation of socio-cultural, institutional and organizational constraints and 

expectations that influence the nature of a particular discourse-genre (Bhatia, 1993). 

 Communicative purpose is the copywriter’s intention to communicate to readers 

via the language in the tourist leaflets. 

  Move is segments of a text. Each move aims to accomplish a particular intention of 

the writer which can contribute to the overall communicative purpose of the genre. 

 Prototypical is the exemplar having a high possibility of exhibiting similarity in 

terms of communicative goal, structure, style, content, and intended audience. These 

characters are accepted by parent discourse community (Swales, 1990). 

  Collocation is the combination of words which are often used together such as 

bitterly cold, rich imagination, and crystal clear. In this study, collocation is particularly 

focused on an attributive adjective used to modify a noun. 

  Surrounding co-text is the word, phrase, or sentence that comes before and after 

the investigated words.  
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Summary 

 In short, this study aimed to analyze the prominent linguistic features of tourist 

leaflets, which are written in English and produced and distributed by the Tourism 

Authority of Thailand (TAT). The corpus of ten English leaflets from TAT were 

published between 2007 and 2008, and selected based on the statistics of tourists traveling 

to Thailand in 2008 presented by the Office of Tourism Development. The leaflets of the 

top two provinces in five regions of Thailand were examined and analyzed: North 

(Chiang Mai, Phitsanulok), Northeast (Nakhon Ratchasima, Khon Kaen), Central 

(Bangkok, Kanchanaburi), East (Chonburi, Rayong), and South (Phuket and Krabi).  



CHAPTER Π 

REVIEW OF THE RELATED LITERATURE 

 

This chapter provides five main sections discussing the following topics: the 

concept of genre and move structure, the characteristics of leaflets in tourism, the 

characteristics of a tourist leaflet as a promotional genre, the language form and 

communicative function, and the related research.  

 

The Concept of Genre 

 This section discusses the concept of genre analysis and move. 

 The concept of genre has widely been discussed by several genre analysts, 

including Hopkins (1988), Dudley-Evans (1994) and Holmes (1997), but the most well-

known genre approach is proposed by Swales (1990). He provided a definition of genre 

as “a class of communicative events, the members of which share some set of 

communicative purposes. These purposes are recognized by the expert members of the 

discourse community, and thereby constitute the rational for the genre. This rationale 

shapes the schematic structure of the discourse and influences and constrains choice of 

content and style.” (p.58). From this definition, the communicative purpose is used as the 

first criteria to identify genre. Communicative purpose, as defined by Swales (1990), “is 

both a privileged criterion and one that operates to keep the scope of a genre as here 

conceived narrowly focused on comparable rhetorical action.” (p.58). It can be concluded 

that genre analysis is mainly concerned with the study of language and the context or 

situation in which it occurs. In short, it is the study of how language is used within a 

particular setting to achieve the communicative goal. 
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Genre analysis has become of benefit to discourse or text analysis. As stated by 

Dudley-Evans (1994), genre analysis has become an important approach to text analysis. 

Genre analysis situates texts within textual and social contexts, underlining the social 

nature of the production and reading of texts. The aim of a genre analysis is to identify the 

moves and strategies of a genre, the allowable order of the moves, and the key linguistic 

features. This reveals that genre analysis is mostly concerned with the analysis of moves 

and the most common linguistic features associated with the moves.  

The move analysis is considered as a way to explore the overall structure of a text. 

It is the analysis of a sequence of structural elements in text of which each element or 

segment serves a particular intention of the overall purpose of the genre. According to 

Swales (1990), a move is defined as the smallest functional free unit or element of 

discourse and schematic structure. A text can be viewed as comprising a series of moves 

or segments of a text, which contribute to an overall communicative purpose of the text. 

In brief, a move is a unit that reflects the writer’s purpose and the content that he/she 

wishes to communicate. Swales also suggested that each move contains a number of 

component steps characterized by specific linguistic features to realize its particular 

intention. That is to say a step is a lower level text unit than the move that provides a 

detailed perspective. 

Swales (1990) investigated the rhetorical structure of the research article 

introductions and offered the original model of an identification of moves and steps called 

“Create-A-Research-Space (CARS)” model. The model is shown in Figure 1 below: 
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 Move 1: Establishing a territory 

  Step 1: Claiming centrality 

   and/or 

  Step 2: Making topic generalization(s) 

   and/or 

  Step 3: Reviewing items of previous research 

 

 Move 2: Establishing a niche 

  Step 1A: Counter-claiming 

      or 

  Step 1B: Indicating a gap 

      or 

  Step 1C: Question-raising 

      or 

  Step 1D: Continuing a tradition 

 

 Move 3: Occupying the niche 

  Step 1A: Outlining purposes 

      or 

  Step 1B: Announcing present research 

  Step 2: Announcing principal findings     

  Step 3: Indicating RA structure 

 

Figure 1 A CARS Model for Research Article Introductions 

Source: Swales (1990: 141)  

 

This model is very useful and has a great influence on research and the teaching of 

writing in English for Academic Purposes (EAP). However, it cannot be directly used in 

other genres because the movement in each genre may be different depending on the 

specific communicative purposes and the discourse community.  

  In genre-based approach analysis, some genre analysts emphasize the analysis on 

lexico-grammatical usage. Dudley-Evans (1994) stated that: 
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Genre analysis is not always concerned with the analysis of ‘moves’; it 

also embraces, for example, studies of tense usage, lexical frequency and 

classification of reporting verbs used in academic text. These analyses, 

when placed within the context of the study of writers’ communicative 

purpose and rhetorical strategies, play an important role in the higher-level 

analysis of the conventions of genres. (p.220) 

  

 Apart from the analysis of move in the text, linguistic features can also be used to 

investigate the rhetorical structure of the text. It can be concluded that genre analysis 

involves three main stages: communicative purpose, moves and steps, and linguistic 

features. 

 The genre-based approach is applied not only to research on academic genres, but 

to other non-academic genres also. The first and best-known analyst of a non-academic 

genre is Bhatia. Bhatia (1993) showed that this approach developed originally for the 

study of academic texts can be applied to different communicative events in the business 

world. He studied two types of business letters which he called promotional genre- the 

sales promotion letters and the job application letters. These two business documents are 

instances of the same genre. They serve similar communicative purpose that is to 

persuade customers to take an action and reflect this in their move structure. Bhatia also 

pointed out that business letters, advertisements, and brochures or leaflets are members of 

promotional genres since they seem to share the same communicative purpose. 

 Following Bhatia’s pioneering work on the sales promotion letters and the job 

application letters, other scholars applied genre analysis to other types of moves in 

different genres. 
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 In conclusion, this section presents the definition of genre and concepts of genre 

analysis. The best known definition of genre seems to be that of Swales (1990). He 

emphasizes that communicative purpose is used as a way to distinguish genres. The 

analysis of move and step is considered as a way to explore the overall structure of a text. 

In this study; therefore, genre analysis is used to identify the move and the main linguistic 

features associated with the move to explore the communicative purpose of the text. 

  

Characteristics of Leaflets in Tourism 

  This section discusses the definition of leaflet, types of leaflet and the 

characteristics of a good leaflet. 

  A brochure is a small magazine or book containing pictures and information. It is 

used to inform customers important information or advertise products or services. A 

leaflet is a printed sheet of paper or a few printed pages that are given free to advertise or 

give information about something. (Oxford Advanced Learner’s Dictionary of Current 

English, 2005) The difference between leaflet and brochure is that a leaflet is a free 

printed document and presents information to persuade people whereas a brochure 

presents products or services for sale. 

  A leaflet is the good communication tool used by various industries to create 

image for company or organization, promote an event and advertise products and 

services. It plays a crucial role to get and keep customers because it can persuade and 

convince customers to use the products and the provided services. In the tourism industry, 

a leaflet is an important tool used to promote and persuade visitors to visit places or use 

provided services. 

  According to Coltman (1989), a leaflet can be classified into two types depending 

on its publisher. The first type is the leaflet produced by organizations such as 
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government tourist offices, tourist associations, resort destinations, chamber of 

commerce, etc. This type of leaflet is used to attract visitors to an area or destination and 

provide general information about accommodation, restaurant, tourist attraction, climate 

and maps of the area. The second type is the leaflet produced by individual suppliers such 

as hotels, car rental companies, travel agencies, etc. It is employed to advertise and 

persuade potential customers to buy or use the suppliers’ products. 

  In creating a leaflet, the language used should be emphasized. A good leaflet 

should be straightforward, easy to read and easy to understand. It should contain 

complete, accurate and thorough information. Moreover, the information presented in the 

leaflet is discussed in www.brigidine.qld.edu.ac. It suggests that long words and jargon 

should be avoided. For a business leaflet, advertisers should use the collective first person 

such as ‘us’, ‘we’, ‘our’ to make people realize that their organizations have the same 

goals and think the same way. For a persuasive leaflet, copywriters need to use persuasive 

language with action verbs to motivate people to do something including persuasive 

adjectives to describe products and services. 

  Burke and Resnick (2000) further pointed out that the content of leaflet should be 

written in a persuasive style because persuasive communication can capture potential 

customers’ attention, raise customers’ interest in products or services, create customers’ 

purchase desire, and initiate customers’ consumption. 

  In sum, this section shows the background knowledge and the characteristics of 

leaflets used in the tourism industry. Most of the leaflets are produced by government 

organizations while some leaflets are produced by individual suppliers. Both kinds of 

them are used to inform, attract, and persuade people to visit places, purchase products, or 

consume services. The content of the leaflet should be written in persuasive and 
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informative styles to capture the attention, raise the interest, create the purchase desire, 

and initiate the consumption of the potential customers. 

 

Tourist Leaflet as a Promotional Genre 

 This section discusses a characteristic of a tourist leaflet as a promotional genre 

and the grammatical features of advertising language. 

 A promotional genre as defined by Bhatia (1993) is characterized by its 

communicative purposes as follows: 

 1. To persuade the customers to take an action 

 2. To capture the attention of potential customers 

 3. To offer an appraisal such as the interests and needs of the potential customers 

 4. To offer short and effective letters for businesspersons 

 5. To encourage further communication 

 Based on the definition given by Bhatia (1993), a text containing a persuasive 

communicative purpose is considered as a promotional genre. In tourism industry, a 

leaflet is one of the promotional prints used for promoting tourist attractions. It is mainly 

used to stimulate potential tourists and motivate them to visit the places. Therefore, a 

tourist leaflet can be regarded as a sub-genre of promotional genre since it shares the 

same communicative purpose. 

 Ashworth and Goodall (1990) suggested that the purpose of tour operators’ 

leaflets is not simply to inform but to persuade potential customers to purchase. They 

pointed out that “their persuasive role is usually more important than their informative 

one”. Henry and Roseberry (2001) also suggested that the move ‘location’, 

‘facilities/activities’ and ‘description’ found in their study of the tourist texts all 

contribute towards the promotion of the promotional purpose. Iborra and Garrido (2001) 
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pointed out that an informative purpose seems to be the major communicative purpose of 

the genre ‘Tourist Leaflet’ rather than a persuasive or promotional one. Their opinions on 

the communicative purpose of a tourist leaflet indicate that a tourist leaflet contains two 

main communicative functions: the persuasive and the informative. 

According to Morgan (2003), leaflets are considered as a type of advertisement. 

He stated that the three principal goals of promotion are similar to that of advertising in 

the sense that they aim to inform, persuade, and remind customers. Therefore, a tourist 

leaflet as a promotional genre is likely to compose one of these goals or the combination 

of these. This reflects that a leaflet is comparable to an advertisement. A similar view is 

also given by Middleton (1998). He said that the role of leaflets to “identify needs, 

demonstrate in pictures and words the image and positioning of products and 

organizations, and carry the key messages” could be viewed as acting “in the same way as 

advertising”. Bhatia (1993) also indicated that texts in promotional genres including 

brochures and leaflets tend to share certain linguistic features in much the same way as 

advertisements. Therefore, it will be useful to discuss the aspects of advertising language 

which can be found in the tourist leaflets as well. A well-known study on advertising 

language is proposed by Leech (1966). His analysis on grammatical features of 

advertising is as follows: 

 

Modal Verbs 

 The modal verb (e.g. ‘will’, ‘would’, ‘shall’, ‘should’, ‘can’, ‘could’, ‘may’, 

‘might’) is one of the distinguished features in advertising (Iborra and Garrido, 2001). 

The modal verb is used for various purposes depending on the intention of writers to 

communicate to readers. In case of advertisement, Leech (1966) stated that the modal 

verbs ‘will’ and ‘can’ are common words in advertising language. They are used to show 
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promise and opportunity. The modal verb ‘will’ usually appears in the form of conditional 

sentences with the imperatives performing the function of the conditional clause (e.g. 

‘Choose Thai Airways, and you will have the best flying experience’). The modal verb 

‘can’ is usually employed in informing customers about the possibilities or the benefits 

that the product offers. 

 In tourism context, several researchers, Henry and Roseberry (1996) Iborra and 

Garrido (2001) and Boonchayaanant (2003), investigated the modal verbs and found that 

the modal verbs in tourist texts convey the same meaning as those in advertisements. 

They agreed that ‘will’ and ‘can’ are commonly found in tourist leaflets to show promise 

and opportunity. The modal verb ‘will’ is used to indicate value or benefit which visitors 

would obtain if they visited the attraction. The modal verb ‘can’ is employed to indicate 

possibilities that the destination offers visitors. Some examples of the modal verbs found 

in the tourist leaflets in the corpus are presented below (See Table 4): 

 On each route, visitors can enjoy nature as well as beautiful        (leaflet #8) 

view points. 

 Visitors can experience real Thai village culture as well as        (leaflet #1) 

enjoy several activities. 

 If you go up a tower built by the station over the treetops, you        (leaflet #3) 

will see a vast green jungle around you. 

 Climbing up to the higher levels, tourists will find a sight-seeing  (leaflet #6) 

point at the top of the waterfall. 

 

Imperatives 

 According to Myers (1994), the most common generic sentence type for the 

advertisement is the imperative because all advertisements have a purpose to urge readers 
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to some action. Normally, an imperative sentence is used to direct someone to do 

something. However, it can also be used in a persuasive way to suggest or invite someone 

to do something. As stated by Fuch and Bonner (2001) (as cited in Boonchayaanant, 

2003), the imperative is used to give directions, give orders or commands, make requests, 

give advice or make suggestions, give warnings, and invite someone.  

 In addition, Boonchayaanant (2003) pointed out that the imperative is often used 

by copywriters to create a personal effect, a sense of one person talking to another. It can 

be said that the copywriters use the imperative not only to exhort customers to do 

something but to create a face-to-face conversation with customers also. 

 In tourism context, Iborra and Garrido (2001) said that the imperative found in the 

tourist leaflet is not primarily interpreted as commands in the usual sense. It mainly 

functions as a device to directly encourage travelers to visit a place of particular interest. 

In the following examples, the italic words represent imperatives.  

 Stop to visit Tamnak Thong and the old Ho Klong – a drum        (leaflet #5) 

tower – of Ayutthayan architecture at Wat Sai.   

 View a snake-catching show at a snake farm on the bank of       (leaflet #5) 

Khlong Dan. 

 Enjoy mostly at Nai Han, Patong and Kata beaches.        (leaflet #9) 

 In these sentences, the imperatives are used to invite travelers to visit the 

attraction or join activities there. 

 

Personal  Pronouns 

 According to Leech (1966), the use of the first and second personal pronouns is one 

of the characteristics of advertising language. One of the findings was that the first 

personal pronouns ‘I’ and ‘we’ (and the corresponding ‘me’, ‘my’, ‘mine’, ‘us’, ‘our’ and 
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‘ours’) are used to refer to advertisers or manufacturers. Leech also said that the second 

personal pronoun ‘you’ and ‘your’ are used as a direct way to address customers. Cook 

(1992, p. 157) also noted that “most striking and most frequent, even in narrative, and 

also most divergent from the uses of other genres, is the ubiquitous use of ‘you’”. Cook 

pointed out that ‘you’ is a part of a high involvement strategy which is employed to win 

customers over by addressing them directly and enable advertisers to avoid identifying 

their own voice. It can be said that the use of ‘you’ creates the sense of involvement. 

Anyone reading the advertisements can feel that advertisers talk to him/her directly and 

s/he is not excluded from the communication.  

 While the pronouns ‘I’, ‘we’ and ‘you’ are used to create the basic communication 

relation between advertisers and customers, the third personal pronouns ‘he’, ‘she’, ‘it’ 

and ‘they’ are used to refer to someone known to customers. As suggested by Myers 

(1994, p.87), the third personal pronouns ‘he’ and ‘she’ can function in “referring to 

someone known to the reader, either through the ad, as with the person in the picture, or 

being taken for granted as part of the reader’s life.” In addition, Fuertes-Olivera et al. 

(2000 as cited in Boonchayaanant, 2003) said that “the third person pronouns imply 

shared knowledge between the addresser and the addressee and are used for suggesting a 

personal bond between the two or the presence of a referent, which is not mentioned”.    

 In tourist text, the use of personal pronouns is agreed with the function of the 

pronouns in advertisements because it seems to convey the meaning in persuading visitors 

to visit tourist attractions. In the studies of Boonchayaanant (2003) and Iborra and 

Garrido (2001), the pronouns ‘you’, ‘your’, ‘we’ and ‘our’ are generally used in the 

tourist leaflets. They found that ‘you’ is used to address visitors and attract visitors’ 

interests, while ‘we’ generally refers to the tourist organization. In addition, Henry and 

Roseberry (1996) said that ‘you’ is used in addressing visitors to create a friendly 
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personal tone. However, the third person pronoun ‘he’, ‘she’, ‘it’ and ‘they’ is also used 

as a cohesive device to represent the preceding noun. The following examples show the 

personal pronouns used in the tourist leaflets. 

 You can still see evidence of city moats and some earth walls.     (leaflet #3) 

 We can take advantage of this multi-purpose dam in irrigation,        (leaflet #10) 

flood damage relief in the Mae Klong Basin, electricity generation, and fishery. 

 Bang Thao is a large open bay with one of Phuket’s longest        (leaflet #9) 

beaches. It was once used for tin mining. 

 

Adjectival Pre-modifiers 

 Quirk and Greenbaum (1990) classified noun phrases into two main types: basic 

noun phrases and complex noun phrases. Basic noun phrases are used to refer to the 

“noun phrases that consist of pronouns and numerals, and of nouns with articles or other 

closed-system items that can occur before the noun head”. Complex noun phrases are 

used to refer to the noun head with pre-modifier or post-modifier or both. According to 

Quirk and Greenbaum (1990, p.376), pre-modifiers are “some word classes placed before 

the head- notably adjectives and noun”. Post-modifiers are “the items placed after the 

head and used to modify the head- notably prepositional phrases, non-finite clauses and 

relative clauses”.  

 In advertising, adjectives are frequently used to describe products or services. As 

Goddard (1998) said that adjectives occur frequently in advertisements and tend to be the 

most striking component of advertising language. With reference to Leech (1966), the 

interesting position of adjectives used in advertisements is the pre-modifying position. He 

stated that much of the pre-modification is used to give information and attractive 

description about products. In addition, Bhatia (1993) found that the use of complex noun 
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phrases full of adjectives describing the product being promoted seems to be dominant in 

product or service advertising because the complex noun phrases enable advertisers to 

add suitable modifiers to achieve their purposes in describing the products or services.  

 In this research, the adjectival pre-modifiers refer to the adjectives that are used to 

modify a noun phrase. They are as follows: 

 1. Attributive adjectives refer to adjectives which precede the noun they modify. 

They include general descriptive adjectives. For example: 

 A peaceful and shady atmosphere surrounded by scenic        (leaflet #1) 

mountains and forests. 

 Namtok Siriphum is a splendid waterfall that falls from        (leaflet #1) 

a steep cliff. 

 Op Luang National Park is an amazing natural attraction             (leaflet #1) 

comprising both splendid natural charms as well as mysterious scenery. 

 

 2. The comparative and superlative degrees of adjectives 

For example: 

 One of the most interesting historical attractions in this temple       (leaflet #1) 

compound is the Water Chapel. 

 Nai Han is not Phuket’s longest beach, but it borders the most       (leaflet #9) 

gorgeous lagoon on the island. 

 

 In brief, the four linguistic features are normally found in advertising language. 

The modal verbs, especially ‘will’ and ‘can’ are used to show the promise and 

opportunity or benefits which products offer. Imperatives are employed in advertising in a 

persuasive way to suggest or invite someone to do something. In addition, personal 
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pronouns are used as part of an involvement strategy. The pronouns ‘I’, ‘we’ and ‘you’ 

are used to create the basic communication relation between advertisers and customers, 

while the third personal pronouns ‘he’, ‘she’, ‘it’ and ‘they’ are used to refer to someone 

known to customers.  Finally, adjectives are frequently used in the advertisements to 

describe products or services.  In particular, adjectives in the pre-modifying position in 

complex noun phrases are often used by advertisers to add suitable modifiers to achieve 

their purposes in describing the products or services. 

 

Language Form and Communicative Function 

 This section discusses the form and communicative function of language. 

 Discourse analysis is the examination of language use by members of a speech 

community. It involves looking at both language form and language function and includes 

the study of both spoken interaction and written texts. It identifies linguistic features that 

characterize different genres as well as social and cultural factors that aid in our 

interpretation and understanding of different texts and types of talk. In sum, much 

linguistic investigation has emphasized language use in terms of function to see how 

language operates as an instrument of communication. 

 According to McCarthy (1993), language form is defined as a grammatical form 

which can be interpreted variously depending on linguistic and situational factors (e.g. 

intonation, role relationships, or settings). Traditionally, language form has three major 

functions, or contextual types which are identified as statement, question, and command. 

They have their typical realizations in declarative, interrogative, and imperative forms 

(Sinclair and Coulthard, 1978). However, the relationship between these functions and 

forms in actual language use is more flexible. For instance, we can use a declarative form 

to give a command or make a request. 
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 Wilkins (1972) emphasized the relation between grammatical forms and 

functions. He illustrated the use of imperative form which is used for many functions 

other than commanding and in the same way, commanding can be expressed through 

many forms as follows: 

- Find a seat and I’ll get the drinks. (suggestion) 

- Do that and I’ll knock your teeth in. (threat) 

- Connect the hose to the water supply. (instruction) 

- Turn left at the traffic lights and take the third turning on the left. 

(direction) 

- Watch your glass. (Warning) 

- Have a drink. (invitation) 

 The above examples illustrate that the imperatives can be used for many 

functions. In the same way, in the following examples, other language forms are used for 

giving orders or commanding: 

- If you don’t shut the window, you’ll get a good hiding. 

- I insist that you do it. 

- You pay the bill. 

- You’re not going out in that dress. 

 Furthermore, Yalden (1983) gave a clear illustration of how the same function of a 

language interrelates with the form and produces different realizations in any given 

instance. The examples are given below: 
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Table 1 Function to Form 

Function Sentence Forms Realization 

Ordering 

(a) Imperative 

(b) Conditional 

(c) Infinitive 

(d) Modal 

(e) Participial 

 

-Please finish that letter, Miss Potter. 

- Perhaps it would be best if you finish that letter. 

- We do expect you to finish that letter. 

- You must finish that letter, I’m afraid. 

- You should have no difficulty in finishing that letter. 

  

 

Table 2 Form to Function 

Sentence Form Realization Function 

Imperative 

(a) Give me some water. 

(b) Release me now. 

(c) Buy Canada Saving Bonds. 

(d) Don’t go in there. 

(e) Try this one on. 

Ordering 

Pleading 

Advising 

Warning 

Suggestion 

 

 Tables 1 and 2 reveal that one function can be realized through several 

grammatical forms and one form can give rise to various functions. It can be concluded 

that the functions of linguistic items are not predictable simply from a consideration of 

their forms. This is because the functions of any grammatical forms in any piece of 

speech or writing are to be found to establish what it is a person intends to communicate 

to the person or people addressed.  
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 Furthermore, McCarthy (1993) added that in order to truly understand and 

accurately evaluate the function of particular linguistic items, readers must carefully 

consider the key situational features and surrounding text they appear in. 

It is to say that which function a particular grammatical form realizes can be determined 

on the basis of its place in the overall discourse and the intention of writers. 

 

Previous Research 

 There are some previous studies which are related to this study. They focus on the 

analysis of move structure, linguistic features, and the style of language used in tourist 

texts.  

  Iborra and Garrido (2001) studied the move and linguistic features such as 

pronouns, verbs, imperatives, adjectives, nouns and linking words in tourist leaflets. The 

data from this study were collected from tourist information centers of the countries 

where English was the first language. The results of the study showed that the order of the 

moves relied on the relevance of the information within the whole text and had a great 

influence on achieving the communicative purpose. The results also revealed that a 

typical linguistic feature of tourist texts was complex noun phrase. The pre-modification 

and post-modification which are the parts of complex noun phrase could be used to 

provide concise detail of the products or services. In addition, the frequently used 

adjectives in the tourist leaflets were used to describe age, size or origin, but few 

superlatives were used. The researcher concluded that ‘its’ was the most frequently used 

possessive adjective to refer to the destination itself or the places to visit. The mostly used 

personal pronoun was ‘you’ to address the readers directly and to attract the visitors’ 

interests. The results also showed that the modal ‘can’ is used to indicate possibilities that 

the destination offers the visitors. The researcher concluded that the lexico-grammatical 



 25 

features reflected the communicative purpose of the tourist leaflets. The primary 

communicative purpose of the tourist leaflets is informative-descriptive whereas the 

persuasive promotional purpose is the secondary.  

 In addition, Henry and Roseberry (1996) also studied the move structure and 

linguistic features of tourist texts. The corpuses of their studies were written English texts 

from airline magazines, newspapers, tourist information leaflets and guidebooks 

throughout the world. The results of the study showed that the personal pronoun ‘you’ 

was frequently used in addressing readers to create a friendly personal tone. The results 

also revealed that the modal verb ‘can’ and ‘will’ were mostly used to show promise and 

opportunity. The researcher concluded that there was a frequent use of adjectives, 

especially the superlative forms in both pre- and post-modifying positions. 

  Another study on the genre of tourist leaflets is Boonchayaanant’s study (2003). 

The samples of this study were the tourist leaflets produced and distributed in the United 

States of America. They were gathered from travel agencies and car rental services in San 

Francisco in a month. The results of the study showed that the main communicative 

purpose of the genre in this study was persuasion. The researcher concluded that the 

modal verbs ‘will’ and ‘can’ were frequently used together with the personal pronoun 

‘you’ to indicate value or benefit which tourists would obtain if they visit tourist 

attractions. The researcher also concluded that complex noun phrases with pre-modifiers 

were most frequently used, whereas complex noun phrases with post-modifiers and the 

ones with both pre-modifiers and post-modifiers were less frequent. The results also 

showed that adjectives with positive meanings such as classic, unique, glorious and 

famous were used as pre-modifiers. It can be seen that complex noun phrases were 

applied as they provide a way for writers to add modifiers in the products’ information 

and make it more convincing. 
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  In terms of the style of language, Sangkham (1995) analyzed a small scale of the 

tourist brochures in English published in Thailand which were distributed to foreign 

visitors. The researcher emphasized the language employed by copywriters to create 

persuasive communication with their readers. One of the aspects that the researcher noted 

related to the use of the rational and emotional language. The results of the study showed 

that emotional language was frequently used through the use of metaphor to appeal to 

tourists. The researcher concluded that metaphor could attract and direct readers to create 

vivid images as copywriters intended. The results also revealed that adjectives were 

another linguistic choice used as metaphors to make readers achieve the emotion and 

image of the scenery described in the brochures. These adjectives (e.g. exotic, 

spectacular, fascinating, refreshing, and enchanting) provided a great impact on readers’ 

emotions. The results also showed that nouns and adjectives which were used as 

metaphors were considered as a characteristic of the language of advertising used in 

English brochures in Thailand. The researcher concluded that one great advantage of the 

metaphor was to create an effective persuasive communication among copywriters and 

their readers because readers could achieve the text described in the brochures. 

  The findings of the move structures of the previous studies concerning tourist 

leaflets are presented in Table 3. 
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Table 3 Move Structure of Tourist Leaflets 

Iborra and Garrido (2001) Henry and Roseberry (1996) Boonchayaanant (2003) 

 

Move 1: General Description 

(Image of the destination, 

location, main attractions, main 

historical events) 

 

Move 2: Places to Visit (Museums 

and art galleries, well-known 

buildings, historic sites, 

excursions to the surroundings, 

shopping centers) 

 

Move 3: Historical Background 

(Important past events which took 

place in the destination) 

 

Move 4: Summary/Conclusion (A 

final call for visitors) 

 

Move 5: How to Get There 

(Means of transport, 

communication networks) 

 

Move 6: For Further Information 

(Telephone or address to make 

inquiries) 

 

Move 7: Accommodation 

(Recommendation to stay in the 

destination) 

 

Move 8: Location within the Area 

 

Move 9: Landscape Description 

of the Area 

 

Move 10: The Newest Attraction 

(Detailed explanation of one 

attraction in particular) 

 

 

Move 1: Motivation (Emotional 

enticement to visit a place) 

 

Move 2: Identification (Name of 

place) 

 

Move 3: Location (Where it is) 

 

Move 4: Explanation (What it is) 

 

Move 5: Short History (Brief 

historical background) 

 

Move 6: Description (What it 

contains that makes it an example of 

its kind) 

 

Move 7: Facilities/Activities 

(Conveniences) 

 

Move 8: Directions (How to get 

there) 

 

 

Move 1: Identifying the Attraction 

     Step 1: Stating the Name of the

 Attraction                     and/or 

     Step 2: Inviting Readers to Visit 

 

Move 2: Attracting Readers 

     Step 1: Highlighting Outstanding  

                 Points                          and/or 

     Step 2: Claiming Superiority 

                                                     and/or      

     Step 3: Offering Main Things to See  

                  and Do                       and/or 

     Step 4: Giving Location Information     

                                                     and/or 

     Step 5: Giving Information on  

                  Operating Time          and/or 

     Step 6: Giving Contact Information 

 

Move 3: Describing the Attraction 

     Sub-Move 1: Motivating Readers to  

                           Visit the Attraction 

          Step 1: Inviting Readers to Visit   

                                                      and/or 

          Step 2: Claiming Outstanding         

       Characteristics        and/or 

          Step 3: Claiming Superiority/         

         Achievement         and/or 

          Step 4: Claiming a Short Distance  

                       to the Attraction 

     Sub-Move 2: Describing Things to  

                           See and Do 

     Sub-Move 3: Describing Background/  

                           History 

 

Move 4: Giving Visiting Information 

 

Move 5: Giving Contact Information 

 

Move 6: Giving Other Information 



 28 

 In conclusion, the previous studies focused on the analysis of the move and 

linguistic features of tourist texts. The move structures of tourist texts are not exactly the 

same. Some moves such as ‘Historical Background’, ‘How to Get There’ and ‘Describing 

Attraction’ are normally found in tourist leaflets. This is because they have the same 

communicative purposes that are to give information and to promote tourist attractions. 

Other moves such as ‘Landscape Description of the Area’ and ‘The Newest Attraction’ 

are optional depending on a particular intention of copywriters. Most of tourist texts share 

some similarities in terms of linguistic features that are the frequent use of personal 

pronouns ‘you’ and its family (e.g. ‘your’, and ‘yours’), the frequent use of the modal 

verbs (e.g. ‘can’ and ‘will’), adjectives (e.g. pre- and post-modifying positions) and the 

imperatives. 

  The next chapter presents the methodology used in this study. 

 

 

 

 

 

 



CHAPTER ΠІ 

METHODOLOGY 

 

 This chapter presents the methodological procedures employed in this study. It is 

divided into three main parts: data collection, procedure, and data analysis. 

 

Data Collection 

 The Tourism Authority of Thailand (TAT) publicizes a total of 34 English tourist 

leaflets. The corpus of this study was limited to ten English leaflets. All of the leaflets in 

the corpus were published between 2007 and 2008. They were selected based on the 

statistics of international tourists traveling to Thailand in 2008 presented by the Office of 

Tourism Development (www.tourism.go.th). The leaflets of the top two provinces in five 

regions of Thailand were examined and analyzed: North (Chiang Mai, Phitsanulok), 

Northeast (Nakhon Ratchasima, Khon Kaen), Central (Bangkok, Kanchanaburi), East 

(Chonburi, Rayong), and South (Phuket and Krabi). The corpus used in this study was 

presented below. 

 

Table 4 The Corpus of Ten Tourist Information Leaflets 

Number of Leaflet Region Provinces 

1 , 2 North Chiang Mai, Phitsanulok 

3 , 4 Northeast Nakhon Ratchasima, Khon Kaen 

5 , 6 Central Bangkok, Kanchanaburi 

7 , 8 East Chonburi, Rayong 

9 , 10 South Phuket, Krabi 
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Procedures 

  The procedures of the study were divided into two stages. 

 1. The data in ‘Describing the Attractions’ move which is the major move 

containing main information about the description of an attraction and covering most of 

the content in the tourist leaflets in the corpus was transcribed into computer readable 

forms by using the scanning process. It was saved into a picture file - “.jpg” file. Then 

this file was converted into a text file by Omnipage program. After that, it was saved into 

“.txt” file. 

 2. A concordance computer program, a program providing access to any 

electronic text such as a text available on the computer or from a CD-ROM, was used to 

investigate the text file by focusing on the percentage of occurrences, the surrounding co-

text, and the collocation of the linguistic features in ‘Describing the Attractions’ move. 

 

Data Analysis 

 The data was analyzed as follows: 

 In the investigation of the linguistic features of ‘Describing the Attractions’ move, 

the framework applied in the analysis was mainly based on the theory of language of 

advertising proposed by Leech (1966) and the approaches in analyzing linguistic features 

in tourist leaflets mentioned in the research  by Henry and Roseberry (1996), Iborra and 

Garrido (2001) and Boonchayaanant (2003). The language form and communicative 

function were also applied to investigate the communicative purpose of the text presented 

through the use of each linguistic feature. Firstly, a corpus of ‘Describing the Attractions’ 

move was created in the form of a computer readable text by using the scanning process. 

Next, a computerized concordance program named Oxford Wordsmith Tools Version 5.0 
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which is a software program examining how words behave in texts was used to conduct 

two main types of analysis as follows:   

1. The WordList tool shows the absolute number of occurrences of each word in 

the text files. It also provides statistics, such as total number of words, length of words, 

and number of sentences. In this research, the WordList tool was used to calculate the 

frequency of words found in ‘Describing the Attractions’ move. Table 5 presented the 

example of using the Wordlist tool to calculate the frequency of words found in the leaflet 

of Khon Kaen. 

 

Table 5 Example of the Wordlist Tool 

Word                                                            Frequency                                                        %                    

THE                                                              352                                                          6.61 

AND                                                              140                                                          2.63 

OF                                                              134                                                          2.52  

A                                                              111                                                          2.08  

TO                                                              103                                                          1.93 

IN                                                                95                                                          1.78 

IS                                                                91                                                          1.71            

FROM                                                                65                                                          1.22 

KAEN                                                                56                                                          1.05 

FOR                                                                51                                                          0.96 

KHON                                                                51                                                          0.96 

AMPHOE                                                  47                                                          0.88 

AS                                                                46                                                          0.86 

KILOMETRES                                                  46                                                          0.86 

ON                                                                43                                                          0.81  

 

2. The Concord tool can create concordances (lists of words in context), find 

collocates of the word, identify common phrases, and display a graphical map showing 

where the word occurs in the corpus. This analysis was performed by inputting the 

investigated word into the program and the program identified all the occurrences of the 

investigated word in the documents and displayed the surrounding co-text. In this 

research, the Concord tool was employed to investigate two main aspects. Firstly, it was 
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used to investigate the surrounding co-text of modal verbs, personal pronouns, and 

imperatives. For example, the Concord tool can list all occurrences of the modal verb 

‘can’ with its co-text as shown in Figure 2. 

 

       areas in Bangkok where you can buy just about everything 

       Bangkok landmark where you can buy just about everything 

        Sharks Program' where you can scuba dive in our 

           in the sun. The temple can be reached either by Arun 

           Sirindhorn's Biography can be viewed. Open: Mon - 

            study route. Tourists can visit the mangrove where 

         Chedi District. Visitors can get there using Suksawat 

         inventions that visitors can use for conducting 

       on the history of Thailand can study this at the Ancient 

 

Figure 2 Example of the Concord Tool Used to Investigate the Surrounding Co-Text 

 

Secondly, the Concord tool was used to extract the nominal collocations of the 

adjectival pre-modifiers. For example, ‘ancient’ tends to occur with place, time, or thing 

but not person, or service as shown in Figure 3. 

 

 and portraits, old clocks, ancient cloth, and royal  

 system - the foundation of ancient Thai society -  

  rocks, fossils as well as ancient tools made from  

 with stained glass into an ancient map. The decoration  

   Viriyapant, owner of the Ancient City or Muang Boran  

    Floor 1 houses rooms of ancient coins, the Phot Duang  

   equipment, and different ancient silk textiles various  

  Lai Thaeng whose wall has ancient paintings on some  

 Non Mueang Acient Town The ancient town is located at  

   there are also traces of ancient civilizations in this  

    of Khon Kaen city since ancient times. Phrathat Kham  

 

Figure 3 Example of the Concord Tool Used to Investigate the Collocation 
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 In conclusion, the corpus of ten tourist leaflets of Tourism Authority of Thailand 

(TAT) is used to analyze the prominent linguistic features of ‘Describing the Attractions’ 

move by using a concordance program named Oxford Wordsmith Tools Version 5.0. The 

frequency of words, the surrounding co-text and the collocation are focused. The results of 

the study are presented and discussed in the following chapter. 

 



CHAPTER IV 

FINDINGS AND DISCUSSION 

 

 This chapter presents the findings of the analysis corresponding to the following 

research questions: 

1.What is the frequency of modal verbs, imperatives, personal pronouns, and 

adjectival pre-modifiers found in ‘Describing the Attraction’ move? 

2. What are the language form, communicative function, and surrounding co-text 

of modal verbs, imperatives, and personal pronouns found in ‘Describing the Attraction’ 

move? 

3. What is the collocation of adjectival pre-modifiers found in ‘Describing the 

Attraction’ move? 

 The findings are presented in three main sections. The first section briefly 

discusses and analyzes the move structure of the tourist leaflets. The second section 

reveals the number of occurrences, language form, communicative function, and 

surrounding co-text of the prominent linguistic features which are modal verbs, 

imperatives, personal pronouns, and adjectival pre-modifiers in ‘Describing the 

Attraction’ move. Then, the collocation of adjectival pre-modifiers is presented in the last 

section.   
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Analysis of Move Structure of the Tourist Leaflets 

 This section discusses the move structure of the tourist leaflets in the corpus. 

 The samples of this study comprise ten English leaflets from the Tourism 

Authority of Thailand (TAT) which were published between 2007 and 2008. The 

collected tourist leaflets are used as an instrument giving information about tourist spots 

to visitors. For this reason, the tourist leaflets in this study share the same communicative 

purpose to provide information about tourist attractions to tourists. A genre-based 

approach, provided by Swales (1990) and Bhatia (1993), which puts an emphasis on 

move analysis and linguistic features, was applied in this study to investigate the overall 

structure and communicative purpose of the tourist leaflets.  The frequencies of 

occurrence of all moves found in the tourist leaflets are investigated and presented in 

Table 6. 

  

Table 6 Frequency of All Moves in the Tourist Leaflets in the Corpus 

Move Leaflet No. 
Frequency of 

Occurrence 
Percentage 

Identifying the Name of the   

     Tourist Attraction                                                                                                                                                              
1,2,3,4,5,6,7,8,9,10 10 100% 

Providing the Background of  

     the Province* 
2 1 10% 

Describing the Attraction 1,2,3,4,5,6,7,8,9,10 10 100% 

Providing Miscellaneous  

     Information 
1,2,3,4,5,6,7,8,9,10 10 100% 

Providing Instruction to  

     Tourists* 
5,6,7 3 30% 

Providing Service  

     Information 
1,2,3,4,5,6,7,8,9,10 10 100% 

Providing Further Contact  

     Information 
1,2,4,5,6,7,8,9,10 9 90% 

 

 Table 6 shows that there are five moves categorized as prototypical moves since 

they are found in the majority of the tourist leaflets, whereas the other two moves are 
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optional. However, only ‘Describing the Attraction’ move is also found in the work of 

Iborra and Garrido (2001), and Boonchayaanant (2003). Therefore, only this move was 

selected to analyze the prominent linguistic features: modal verbs, imperatives, personal 

pronouns, and adjectival pre-modifiers.  

  

Frequency, Language Form, Communicative Function, and  

Surrounding Co-Text of the Prominent Linguistic Features 

 This section presents the frequency, language form, communicative function, and 

surrounding co-text of modal verbs, imperatives, personal pronouns, and adjectival pre-

modifiers found in ‘Describing the Attraction’ move.  

 

Modal Verbs 

 Modal verb was the common linguistic feature found in ‘Describing the 

Attraction’ move. The most used modal verbs in the tourist leaflets are presented in Table 

7.      

 

Table 7 Frequency of Modal Verbs Found in ‘Describing the Attraction’ Move                                           

Modal Verbs Frequency Percentage 

Can 199 64% 

Will 49 16% 

Should 20 6.5% 

Must 13 4% 

May 12 4% 

Others 17 5.5% 

Total 310 100% 
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 Table 7 shows that the modal verb can (64%) was used at the highest level, 

followed by will (16%), should (6.5%), must (4%), and may (4%). In ‘Describing the 

Attraction’ move, can generally occurred more often than will. The result is consistent 

with those of the results of some researchers (e.g. Henry and Roseberry (1996), Iborra 

and Garrido (2001), and Boonchayaanant (2003)) who also explored the tourist leaflets 

and noted that will and can are prominently found. In this study, these two modal verbs, 

will and can are employed for different functions. They are found to show possibility and 

promise. An example is given as follows. 

 

(1) Inside the building displays an exhibition of science through modern technology and 

inventions that visitors can use for conducting research, an experiment or self-learning so 

that they will see the connection of science and daily life and obtain knowledge with fun. 

(Brochure #5)  

 

 

The use of modal verb conveys the writer’s attitude towards what is being 

described. Various modal verbs are mainly used to express the modal functions of 

certainty, doubt, commitment, detachment, necessity, obligation, possibility, permission, 

and intention. In example 1, can and will are used to express the possible benefit that the 

building offers. In this case, can and will are used together with the word ‘visitors’ and 

‘they’ to express and emphasize the writer’s intention that it is readers or tourists 

themselves who experience value, obtain scientific knowledge, or gain personal 

satisfaction from visiting this building. 

 Moreover, these two modal verbs are purposively used to suggest or provide 

important information to tourists. The following example is extracted to illustrate the use 

of can and will. 
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(2) After that, visitors can choose to return by foot and take a jungle trek through the fertile 

virgin forest instead of the one they depart from. During the journey, they will pass 

fascinating fern forest, Rakam (zalacca) forest, lichi and Mafai forest. (Brochure #6) 

 

In example 2, the writer suggests the potential tourists what to do when they take a 

trip to this tourist attraction. Moreover, the writer provides some background information 

for tourists which way they can take for their journey and what they can experience if 

they pass the forest. It should be noted that can and will in this example are also preceded 

by the words ‘visitors’ and ‘they’. This is to show that the writer just suggests tourists 

have an alternative choice. The tourists still have the opportunity to make their own 

decision. 

Additionally, other modal verbs found in the tourist leaflets are also worth 

noticing since they are intentionally employed to serve other functions.  

 

(3) There are no tourist facilities on Chiang Dao Mountain. Visitors must bring their own 

sleeping bags, food, and water. (Brochure #1) 

(4) It takes 6 hours to get through the hill evergreen forest trail and a guide is 

required. Visitors should start the trip to the fall before 10.00 a.m. (Brochure #2) 

(5) Guided tours in various languages may be available on prior arrangement. (Brochure #5) 

(6) Those not wishing to stay overnight may take a daytime excursion organised by tour 

agencies. (Brochure #9) 

 

 

The modal verbs must and should in examples 3 and 4 are obviously used for the 

purpose of recommendation. The writer uses must in example 3 as a strong 

recommendation to encourage tourists what to do or prepare themselves before going to 

Chiang Dao Mountain. The modal verb should in example 4 is used for the same purpose. 

It is used to suggest tourists what time they should set off. In this example, the writer also 

provides the information about travel duration to emphasize what he/she suggests is 

important and tourists should follow his/her suggestion. In examples 5 and 6, may is used 

for different purposes. May in example 5 is used to express the prediction of the writer 



 39 

that the guided tours may be provided for tourists if they make a prior arrangement. In 

example 6, may is used to show the suggestion of the writer. It is used to tell tourists what 

choice they have if they do not want to stay overnight. 

The findings in terms of surrounding co-text are also noted. Most of the modal 

verbs are found in high occurrence with the word ‘visitors’ to show the emphasis of the 

writer’s intention that he/she wants to share the interpersonal relation with whoever as 

visitors. Moreover, the occurrence of these modal verbs in various functions reveals that 

the grammatical form of modal verb can be used for different purposes depending on the 

writer’s intention and the text’s communicative goal. This supports Wilkins (1983), who 

said that functions in any piece of speech or writing are to be found to establish what it is 

a person intends to communicate to the person or people addressed.   

 The findings on modal verbs in this study are similar to those of Leech (1966) in 

advertising language. He noted that the modal verbs are usually used to show promise or 

benefits that the product offers. Similarly, in the work of Cheung (1993), the modal verbs 

can and will are often used with the pronoun ‘you’ and frequently found in the move that 

describes the products or benefits in the direct mail sales letters. 

 The use of these two verbs is derived from the main communicative purpose of 

the tourist leaflets that is to provide tourists the information of the attraction. Therefore, 

the findings of the present study reveal the similarity of communicative purpose of the 

studied leaflets with those in Henry and Roseberry (1996), and Iborra and Garrido (2001) 

but are different to that of Boonchayaanant (2003) who indicated the main 

communicative purpose is to promote the tourist attractions and persuade potential 

tourists to visit the attractions.  
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Imperatives 

 Another feature investigated in this research was an imperative which is one of the 

most commonly used linguistic features in the tourist leaflets. In tourist documents, 

imperatives are used for two main purposes: persuasive and informative. For the 

persuasive purpose, the use of imperatives is for the purpose of inviting. The act of 

suggesting or informing is used for the informative purpose. In this case, tourist 

documents not only suggest a variety of actions to tourists, from visiting a certain place to 

trying a fascinating activity, but also inform tourists of necessary information (e.g. giving 

direction and giving instruction). The occurrences of imperatives are presented in Table 8. 

 

Table 8 Frequency of Imperatives Found in ‘Describing the Attraction’ Move              

Imperatives Frequency Percentage 

Turn 107 17% 

Take 95 15% 

Contact 86 13% 

Call 53 8% 

Get 53 8% 

Others 252 39% 

Total 646 100% 

  

 Table 8 shows that the imperative turn (17%) was used most, followed by the 

imperatives take (15%), contact (13%), call (8%) and get (8%) subsequently. In this study 

on tourist leaflets, imperatives were often found. They were not used to give orders as 

usual but were purposively employed to urge or invite tourists to avail him/herself of the 

opportunities which are offered. An example is provided as follows. 
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(7) Either route, tourists will experience the beauty of flora and fauna, caves, cliffs, 

waterfalls, streams, sea of fog, panoramic view of Krabi, and cool weather all year- 

round. (Brochure #10) 

 

The use of experience in example 7 conveys the meaning of “traveling to Krabi to 

feel the beautiful scenery and impressive natural surroundings”. In this case, the 

imperative is used to invite tourists to visit Krabi by focusing on the benefits and 

experience that tourists would obtain (i.e. natural surroundings to see and pleasant 

atmospheric condition to feel), to help tourists imagine they are now experiencing the 

beauty of nature, and assure tourists that the place is worth visiting. The findings on 

imperatives are used for a similar function as those found in advertising language. As 

suggested by Leech (1966), imperatives are usually used in advertising language to 

suggest or invite customers to buy or use the product. It is evident from the use of some 

imperatives that the tourist leaflets also contain a persuasive communicative purpose. 

 In the tourist documents, imperatives are used to serve an informative function. 

They are mainly used to serve the act of informing by providing necessary information 

such as giving direction, and giving instruction to tourists.  

 

Concordance 

(8) Turn right to get on Highway 1220 and head for Ban Na Kham for 8 kilometres. 

 Drive on and turn into the rear area of Wat Thung Samo School. 

 Turn into the intersection on the laterite road for 9 km. to the car park. 

 

(9)  Please contact tour agencies in Kanchanaburi in advance. 

 Visitors should contact forestry officials at the office on the foothill. 

 Contact tour operators, resorts, or bungalows on Ko Lanta Yai. 
 

 

 As shown in example 8, turn is usually at the beginning of the sentence. It is used 

to give directions to tourists so that they would know how to go to tourist attractions. 

Example 9 illustrates the imperative contact used to provide more details to tourists. This 
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is just to inform tourists what to do if they would like to go to tourist attractions. It is 

often co-occurred with the modal verbs can and should and found at the end of brief 

content. Moreover, to soften the sentence, ‘please’ is used together with the word contact. 

The findings on imperatives support those of Henry and Roseberry (1996), Iborra 

and Garrido (2001), and Boonchayaanant (2003) that imperatives are usually employed in 

promotional genres and also in tourist documents. However, the function of the most used 

imperatives in this study is quite different from the previous studies. As suggested by 

Leech (1966) and Myers (1994), imperatives are usually used in advertising to suggest or 

invite customers to buy or use the product. Furthermore, Iborra and Garrido (2001), and 

Boonchayaanant (2003) similarly suggested that imperatives are mainly used to 

encourage or persuade tourists to visit an attraction. In this study, the imperatives are 

mostly and obviously found to function in providing information to tourists rather than 

persuading.  

 

Personal Pronouns 

 Personal pronoun was found to be the prominent linguistic feature in ‘Describing 

the Attraction’ move. The findings are presented below: 
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Table 9   Frequency of Personal Pronouns Found in ‘Describing the      

       Attraction’ Move 

Personal Pronouns Frequency Percentage 

It 307 44% 

Its 105 15% 

Their 51 7% 

His 49 7% 

They 42 6% 

Others 143 21% 

Total 697 100% 

  

 As shown in Table 9, the pronoun it (44%) was used at the highest level, followed 

by its (15%), their (7%), his (7%), and they (6%) respectively. All of the top five personal 

pronouns are third personal pronouns which are used as a subjective pronoun or 

possessive adjective. These pronouns are used to inform tourists important information 

about tourist attractions or the mentioned issues. Moreover, they are also used as a 

cohesive device to represent the preceding noun.  

 

Concordance 

 
(10) than Chiang Dao cave, but it offers the unique charm of 

 These wild orchids always fill the whole area with their mild fragrance. 

 The king is portrayed with his right hand holding a sword, measuring  

 The buildings were later restored to their good condition as they appear  

 

 In example 10, the third personal pronouns are employed to refer to the location, 

place, or person. As can be seen, the reference of it refers to ‘Chiang Dao cave’, their 

refers to ‘wild orchids’, his reveals the possession of ‘king’, and they refers to ‘buildings’ 

respectively. These third personal pronouns are widely used in the tourist leaflets as an 
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anaphoric reference because all of them can be assumed by linking back to the previous 

sentence in the text. 

 The results from the analysis are surprisingly different from previous studies. 

Regarding the occurrences of personal pronouns, Iborra and Garrido (2001), and 

Boonchayaanant (2003) pointed out that you and we are mostly used in the tourist texts to 

address readers and the writer. These pronouns are hardly found in the present study, 

while in the two previous studies, you and we are concluded as the most commonly used 

personal pronouns. Additionally, you and we are not found to be used in attracting 

tourists’ interests, persuading tourists to visit tourist attractions, or creating a friendly 

personal tone which contrast with the findings of Boonchayaanant (2003).  

 In contrast, the most frequently used personal pronouns in this study were the 

third personal pronouns and the corresponding (i.e. it, its, they, theirs, and his).  One 

plausible explanation is that the use of personal pronoun depends on the main 

communicative purpose of the text. If the main communicative purpose is persuasive, the 

first and second personal pronouns are mainly used to create the sense of involvement and 

persuade visitors to visit tourist attractions. On the contrary, the third personal pronouns 

are mostly found if the main communicative purpose is informative. They are employed 

to function as a text reference, a cohesive device representing the preceding noun, or a 

reference to the location, place, or person. According to the findings on personal 

pronouns in this study, it can be concluded that the main communicative purpose of the 

tourist leaflets was to provide information about a tourist attraction to tourists.  
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Adjectival Pre-modifiers 

Adjectival pre-modifier was one of the prominent linguistic features found in 

‘Describing the Attraction’ move. It seems to play an important role in the tourist leaflets 

since it is used to provide tourists with clear and vivid images of tourist attractions. More 

than a thousand adjectives used as pre-modifiers were found in the tourist leaflets. 

However, only 70 adjectives which were mentioned in the tourist leaflets over 10 times 

were analyzed. The rest of the adjectives with the use of less than 10 times were 

excluded. The adjectival pre-modifiers found are presented below:  

 

Table 10 70 Most Frequently Found Adjectives in ‘Describing the Attraction’ Move 

Adjective            Frequency             Adjective             Frequency             Adjective            Frequency      

 

various                      92                   wild                            21                    huge                          13 

large                          81                   long                           20                    lush                            13 

local                          69                   scenic                        19                    evergreen                   13 

ancient                      61                    fine                           19                    steep                          12 

beautiful                   60                    nearby                       18                    colorful                      12      

small                         50                   largest                        18                    unique                       12 

natural                      40                    important                  17                     numerous                  12 

old                            40                    rare                           17                     advance                     12 

national                    36                    former                       17                    architectural               12 

royal                         35                    traditional                 16                     chartered                   11 

different                   35                    historical                   16                     clear                          11 

further                      27                    best                           16                     cool                           11 

main                         27                    prehistoric                 15                    shady                         11 

total                          27                    religious                    15                    verdant                      10 

provincial                 26                   foreign                       15                    spectacular                 10 

rainy                         26                    new                           15                    typical                        10 

interesting                23                    private                       14                    lovely                         10 

marine                      23                   picturesque                14                    low                             10 

high                          23                   popular                      14                    great                           10 

famous                     23                    highest                      14                    sandy                          10 

modern                     22                   wooden                      14                    principal                    10 

public                       21                   special                        13                    nice                            10 

major                        21                  cultural                       13                    panoramic                  10 

good                         21 

 

 

The extensive use of attributive adjectives is evident in the present study. Table 10 

shows that attributive adjectives appeared in great numbers in the tourist leaflets. It is 
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worth noticing that the attributive adjectives with positive meanings tend to be found 

quite frequently as pre-modifiers (e.g. beautiful, interesting, famous, modern, picturesque, 

good, fine, popular, and special). They are particularly used to present positive images 

and aspects of tourist attractions. The examples are given as follows. 

 

(11) These two hills, roughly100 metres high, flank the Krabi River running between them to 

form a distinctive vista and the town's most prominent landmark. It is accessible within 

15 minutes by long-tail boat from Chao Fa Pier. Khao Khanap Nam has a beautiful cave 

with amazing stalactites and stalagmites worth exploring. From the boat, one climbs the 

stairs leading up to the cave. This is an ideal place for canoeing lovers because it is 

fringed by mangrove forests and the water is quite still.  (Brochure #10) 

 

(12) Op Luang National Park is an amazing natural attraction comprising both 

splendid natural charms as well as mysterious scenery. A zigzagging river flows in front 

of a picturesque gorge. The area is a high, steep cliff with a narrow passage, creating 

strong currents and powerful echoes. An area in the north of this stream is teeming with 

various kinds of plants that provide a pleasant ambience all year round. Magnificent 
views of Op Luang National Park can be seen from the bridge that links with the gorge. 

An interesting prehistoric archaeological site is also located in the park. (Brochure #1) 

 

 

The writer uses positive attributive adjectives to modify and beautify nouns in 

order to persuade the potential tourists to visit tourist attractions. In example 11, 

distinctive, most prominent, beautiful, amazing, and ideal are positive attributive 

adjectives used to modify the noun ‘hills’. They are employed to present the impressive 

characteristics of the hills. In example 12, the writer utilizes 7 attributive adjectives to 

evaluate Op Luang National Park in Chiang Mai positively, thus convincing tourists that 

Chiang Mai is worth a visit. From these examples, in order to achieve the persuasive 

communicative purpose, the writer tends to evaluate the places or sights positively. 

Furthermore, the writer attempts to use adjectives in the superlative form (e.g. 

largest, highest, and best) to accentuate the highlights of tourist attractions and emphasize 

the significance of the place.  
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(13) Wat Phra That Doi Suthep is Chiang Mai’s most important and visible landmark, and 

overlooks the city from its forested mountain backdrop. (Brochure #1) 

 

In example 13, most important is superlative that the writer uses to emphasize the 

significance and stress the prestigious status of Wat Phra That Doi Suthep. Using 

superlatives to emphasize the highlights is one of the ways to persuade the potential 

tourists to visit the places. 

 This supports Leech’s idea (1966) that comparative and superlative adjectives are 

frequently used in the sense of desirable quality. Moreover, as mentioned by Marco 

(www.docstoc.com), the superlative adjectives are usually found in the tourism text 

because the language of tourism is a kind of extreme language in which superlatives 

abound.  

 Although positive attributive adjectives and superlative adjectives are commonly 

used in the tourist leaflets, the descriptive adjectives are used more often. They are mainly 

employed to describe the characteristics of tourist attractions.  

 
(14) Gapum was adapted as the wall around the sanctuary and the four entering porches. There 

is a large corridor connecting between the outer and inner area of the main sanctuary. 

Above each porch is a lintel of various designs. (Brochure #3) 

 

 In example 14, large, outer, inner, main, and various are descriptive adjectives 

merely used to describe the characteristics of Gapum to tourists, but they are not used to 

evaluate this place. From this example, it indicates that these descriptive adjectives are 

used to serve the informative communicative purpose of the text. 

The findings on adjectival pre-modifiers are consistent with the studies by Henry 

and Roseberry (1996), Iborra and Garrido (2001), and Boonchayaanant (2003), who said 

that attributive adjectives with positive meanings are abundantly used in tourist 

documents to present positive images and create vivid image of tourist attractions. 
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Similarly, in advertising language, Leech (1966) said that adjectival pre-modifiers are 

normally used to give information about the product and to describe the attractive aspects 

of it. Furthermore, Bhatia (1993) suggested that adjectives in pre-modifying position are 

used to promote and describe a product or service to potential customers. To effectively 

persuade people to buy the product or use the service, an attractive description of the 

product or service must be used. It should be noted that although positive attributive 

adjectives are commonly used, there is a predominance of descriptive adjectives in the 

tourist leaflets. 

 

Collocation of Adjectival Pre-modifiers 

 This section presents the collocation of adjectival pre-modifiers found in the move 

‘Describing the Attraction’. The findings of the analysis are presented below. 

 

Table 11 Collocation of the 70 Most Frequent Adjectival Pre-modifiers 

   Adjectival                                                                  Collocates 

Pre-modifiers 

various                        groups, kinds, races, activities, streams, medias and techniques, etc… 

large                            amount, splashes, cave, reservoir, waterfall, tunnel, chamber, etc… 

local                            lifestyle, beliefs, products, guides, wisdom, income, occupation, etc… 

ancient                         textiles, city, remains, civilization, times, monument, utensils, etc… 

beautiful                      scenery, picture, cascade, atmosphere, designs, statue, view, etc… 

small                           community, buildings, fall, pagoda, shrine, waterfall, port town, etc… 

natural                         surroundings, mountain ranges, environment, beauty, landmark, etc… 

old                               symbol, city gate, temple, town, convocation hall, religious relic, etc… 

national                       holidays, artist, park, museum, sovereignty, institution, army, etc… 

royal                            visit, pavilion, temple, ceremonies, residences, family, reception, etc… 

different                      kinds, sources, sections, stones, areas, series, silk textiles, aspects, etc… 

further                         information, details, etc… 

main                            statue, sanctuary, pagoda, objective, sections, thoroughfares, parts, etc… 

total                             height, area, distance, drop, length, etc… 

provincial                    hall, city, town, areas, capital, etc… 

rainy                            season, etc… 

interesting                   attractions, sites, structures, sanctuary, artifact, evidence, things, etc… 

marine                         life, animals, park, plants, species, science museum, etc… 

high                             quality, cliff, level, content, base, angle, water, ceiling, relief, etc… 

famous                        artists, images, waterfall, temple, fruit, monk, silk, night market, etc… 

modern                        rest area, display, patterns, weapons, architecture, special effects, etc. 

public                          holidays, hours, telephone, park, education, project, facilities, etc… 

major                           attraction, role, source, transitional period, feature, throne halls, etc… 
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Continued 

Adjectival                                                                      Collocates 

Pre-modifiers 

good                            condition, ventilation, experience, time, opportunities, spot, etc… 

wild                             flowers, animals, elephants, orchids, life, etc… 

long                             line, period, cave, road, beach, bay, way, tail boat, etc… 

scenic                          view, landscape, valleys, lake, mountains, enclave, islands, gem, etc… 

fine                              collection, murals, arts, beaches, art corridor, sand, coral reef, etc… 

nearby                          provinces, sanctuaries, place, area, shops, community, islands, etc… 

largest                         centre, waterfall, dairy farms, education centre, aquarium, dam, cave, etc… 

important                     landmark, tributaries, stronghold, sites, artifact, achievement, guests, etc… 

rare                              equipment, sandstone, species, stones, collection, animals, textiles, etc… 

former                         residence, style, route, governor, capitals, location, office, site, etc… 

traditional                    style, shopping places, medicine, arts, houses, lifestyle, ceremony, etc… 

historical                     data, background, sites, landmark, attractions, period, community, etc… 

best                              location, period, time, spots, religious building, etc… 

prehistoric                   period, era, site, drawings, civilization, human habitation, paintings, etc… 

religious                      ceremony, site, purposes, supplies, paintings, truth, rituals, etc… 

foreign                         lotuses, guest, countries, stamps, languages, currency, officers, etc… 

new                              species, roof, road, land, city, generation, ideas, pillar, building, etc… 

private                         museum, collection, tent, resorts, bungalows, accommodation, etc… 

picturesque                  paddy fields, sunset view, frescoes, scenes, stalagmites and stalactites, etc… 

popular                        dish, species, attraction, touristic site, mammals, beaches, location, etc… 

highest                         peak, waterfall, mount, level, elevation, seats, etc… 

wooden                        doors, halo, house, structure, boardwalk, pavilion, Sala Kan Parian, etc… 

special                         ceremonies, effects, system, zone, pond, interest, features, etc… 

cultural                        performances, influence, prosperity, conservation, heritage, centre, etc… 

huge                             Buddha image, stone, curtain, sculpture, buttresses, number, etc… 

lush                              green trees, valley, forest, jungle, etc… 

evergreen                     forest, mountains, trees, etc… 

steep                            route, road, headlands, incline, cliffs, mountains, staircase, etc… 

colorful                        glasses, pieces, crockery, patterns, marine species, coral reefs, etc 

unique                          cascade, charm, identity, culture, style, items, feature, antique, form, etc… 

numerous                     waterfalls, leisure, rarities, species, tools, seashells, flora, islands, etc… 

advance                        contact, arrangement, bookings, etc… 

architectural                 style, heritage, remains, features, art, etc… 

chartered                      service, transfers, local truck, bus, boat, etc… 

clear                             water, pool, freshwater, waters, day, etc… 

cool                              climate, seasons, water, streams, weather, etc… 

shady                           atmosphere, surroundings, crown, footpaths, forest, pine trees, etc… 

verdant                         forests, hills, surroundings, mangrove, etc… 

spectacular                   stalagmites and stalactites, cultural show, views, coral, folk dance, etc…             

typical                          style, costumes, culture, Thai lunch, house, shape, Thai settings, etc… 

lovely                           flowers, view, beaches, cascades, breeze, divine, cave, waterfall, etc… 

low                               water, oxygen, structure, waterfall, cost, tide, etc… 

great                             king, taste, variety, volume, view, numbers, broken sheets, etc… 

sandy                            beach, etc… 

principal                      shopping areas, buildings, temples, throne halls, tower, centre, etc… 

nice                              place, scenery, pool, area, beach, etc… 

panoramic                    view, sightseeing point, etc… 

 



 50 

 Adjectival pre-modifiers seem to play a prominent part in the tourist leaflets. They 

can be used to modify a noun and give extra information about the noun. However, some 

specific nouns need to be used together with a particular adjective; for example, 

‘picturesque’ tends to co-occur with place, or thing but not person. Table 8 reveals that 

the meaning of a word depending on how the word combined in context with other words 

(i.e. its collocations). It should be noted that collocations are not absolutely fixed, but are 

the probabilistic outcomes of repeated combinations in specific context. 

 

Summary   

 Based on the 10 tourist leaflets of the Tourism Authority of Thailand (TAT), the 

results for the three research questions of this study were as follows. Firstly, the most 

frequently found of modal verbs, imperatives, personal pronouns and adjectival pre-

modifiers in ‘Describing the Attraction’ move were presented respectively. The results 

revealed that the modal verb ‘can’, the imperative ‘turn’, the personal pronoun ‘it’, and 

the attributive adjectives with positive meanings  were prominently used in the tourist 

leaflets. Secondly, the language form, communicative function, and surrounding co-text 

of each linguistic feature revealed the communicative function of the text. Finally, the 

attributive adjectives which function as pre-modifiers were extensively used. The 

particular adjectives co-occurred with the particular nominal collocation were 

exemplified. 

 

 



CHAPTER V 

CONCLUSION AND RECOMMENDATIONS 

 

This chapter presents the conclusion of the findings in this study, limitations, and 

recommendations for further study.         

 

Conclusion 

 Ten English tourist leaflets of the Tourism Authority of Thailand (TAT) were 

selected and examined based on the genre approach proposed by Swales (1990), and 

Bhatia (1993) to analyze the move structure of the tourist leaflets. A total of seven moves 

were found. However, only ‘Describing the Attraction’ move was emphasized to find out 

the number of occurrences, language form and communicative purpose, surrounding co-

text, and collocation of the prominent linguistic features particularly focusing on modal 

verbs, imperatives, personal pronouns, and adjectival pre-modifiers. 

 Regarding the first research question, to investigate the frequency of modal verbs, 

imperatives, personal pronouns, and adjectival pre-modifiers, a concordance computer 

program named Oxford Wordsmith Tools 5.0 was used. The results showed that the 

modal verbs ‘can’ and ‘will’ were mostly used in the tourist leaflets to show possibility 

and provide necessary information. The most used imperatives were turn, take, contact, 

call and get to inform some important information to tourists and also to suggest tourists 

to visit attraction or join activities there. All of the top five personal pronouns which were 

it, its, their, his, and they were third personal pronouns. They were used as a cohesive 

device to represent the preceding noun. In terms of adjectival pre-modifiers, the 

attributive adjectives with positive meanings were prominently used. 
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 Based on the second research question, to investigate the language form, 

communicative function, and surrounding co-text of modal verbs, imperatives, and 

personal pronouns, the top five words of each linguistic feature were exemplified and 

analyzed. It was found that modal verbs can be used for many functions in the tourist 

leaflets depending on the intention of the writer and the communicative purpose of the 

text. The use of imperative form in the tourist leaflets also reflects the importance of 

communicative function that imperatives can be used for many functions other than 

commanding. It can be used to persuade, suggest, encourage readers to take an action, and 

provide more details. The most used personal pronouns in the tourist leaflets were third 

personal pronouns. All of them were utilized to serve the main communicative purpose of 

the text to describe tourist attractions, people or activities. 

 Finally, to answer the third research question, the collocation of adjectival pre-

modifiers was analyzed. Plenty of attributive adjectives were used to attract tourists’ 

attention and to create vivid images of tourist attractions. However, writers should be 

careful with the use of adjectival pre-modifiers. This is because some specific adjectives 

need to be used with particular nouns.  

 

Limitations of the Study 

The study had a number of limitations as follows: 

1. The study focused on a relatively small sampling, consisting of 10 samples 

from one organization- the Tourism Authority of Thailand (TAT). Therefore, 

the findings may not be applicable to other kinds of tourist leaflet such as the 

hotel services or rental services. Additionally, the results might not be 

representative of tourist leaflets of other sources. 
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2. The study focused on a limited number of linguistic features: modal verbs, 

imperatives, personal pronouns, and adjectival pre-modifiers. There are other 

kinds of linguistic features, such as tense, voice, and clause which are useful 

for learners of the genre to improve their writing, to use each linguistic feature 

accurately, and to create the text effectively.  

 

Recommendations for Further Study 

There are three suggestions for further study. 

1. This study focuses only on four main linguistic features: modal verbs, 

imperatives, personal pronouns, and adjectival pre-modifiers. Further research 

on other linguistic features (e.g. tense, voice, and various types of phrases) 

would be useful. The pedagogical implication of the linguistic features found 

can be used for both teachers and learners of the genre. Teachers can utilize 

the findings to prepare teaching materials (e.g. English textbook and on-line 

materials) and activities, while learners can see the authentic usage of each 

linguistic feature to improve their writing. 

2. Future research could also explore other types of promotional leaflets 

including in the tourism businesses such as tour agencies and hotels. Apart 

from tourist leaflets, other types of text in the tourism industry (e.g. magazine 

and newspaper) would also be beneficial to teachers and learners of the genre 

to gain a better understanding of the genre. 

3. Further study could compare and contrast the text organization and the 

prominent linguistic features of various tourist leaflets. This will be of great 

benefit for better understanding the differences and the similarities of this 

genre.  
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