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ABSTRACT

In the summer of 2010 the Greek National Tourism Organisation (GNTO) launched its first newsletter
to promote the country as an attractive tourism destination. In this paper we examine the ways in which
this promotional genre fulfils its communicative purposes. We analyse the structure of the newsletter,
its form and functional value. Besides, the GNTO newsletter constitutes a new Internet genre.
Therefore, text length, hypertextual linking, and text/image correlation are also taken into
consideration. Finally, since the texts are written both in English and Greek we examine the way they
are transferred from one language to another.

Keywords: newsletter, promotional genre, cybergenre/internet genre, multimodality, interactivity

0. Introduction

In July 2010 the Greek National Tourism Organisation put out its first Internet newsletter in an attempt
to rebuild Greece’s damaged image and to implement the country’s overall brand strategy. The
newsletter evidently holds a privileged position in the GNTO’s website, being both the official voice of
an institution responsible for creating attractive images of Greece for the local and for the international
tourist market, and also an open channel of communication with people who plan to visit or have
visited the country (having previously visited GNTO’s website). On the basis of this observation, we
can offer a rough description of the newsletter as a digital (or Internet) genre. Compared to
common/traditional newsletters the GNTO’s newsletter has a unique feature: it combines —or rather
intermingles— information and/or evaluation, persuasion, details of special tourist destinations and
suggestions to help potential visitors to enjoy these places. It is a non-commercial (culturally oriented)
advertorial (Erjavec 2004) that can be classified as a new member of the promotional genre colony
(Bhatia 2004). The dominant conative function of an Internet genre like this is based on multimodality
and hypertextuality, the two structural properties of digital documents, referring to the variety and
organisation of information respectively. Functionality in the sense of interactivity, the website-user
interface potential, is the third characteristic of the GNTO’s newsletter as a genre, which takes
advantage of all social media to broaden communication with the targeted audience. Finally, evolution,
being perceived as gradual integration of new verbal and visual formats, it is proved to be a standard
tendency of the GNTO’s newsletter from the beginning until now.

The aim of this paper is to consider the novelty of the GNTO’s newsletter as an Internet genre and
its prospective impact on its readership. More specifically, we will examine:
a. how the online travel newsletter could be analysed in terms of its socio-cultural and textual
conditions (i.e. communicative/rhetorical purpose(s), generic class membership, schematic structure,
prevailing text types);
b. how the multimodal assembly of verbal and visual constituents leads to a cohesive (and coherent)
discourse pattern;
c. the textual and hypertextual profile of the particular genre, in other words the statistically dominant
lexico-grammatical features (textuality) and the repertoire of semantic relations between texts and the
corresponding hypertexts (hypertextuality);
d. the way(s) in which the author(s) of the GNTO’s newsletters address(es) the intended audience to
stimulate a desire to visit Greece.

In Z. Gavriilidou, A. Efthymiou, E. Thomadaki & P. Kambakis-Vougiouklis (eds), 2012,
Selected papers of the 10th ICGL, pp. 499-510. Komotini/Greece: Democritus University of Thrace.
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1. Theoretical considerations

Analysing Internet genres (or cybergenres) at various levels (content, form, function, and evolution) is
a demanding task because a group of methodological tools —both linguistic and non-linguistic— need to
be used. We will, therefore, focus on a set of theoretical and typological proposals that are necessary to
identify the GNTO’s newsletter as a new (i.e. multimodal, hypertextual, interactive) Internet genre.
Internet travel newsletters share with several other (addressee-oriented) genres a common
communicative purpose which is promotion (of either information or goods and services in a local or
global market). They all make up a “genre colony”. Bhatia’s (2004: 59-64) classification of
promotional genres is the most comprehensive survey/description of a great number of discourse
activities performed in the commodity and cultural market. Bhatia, in his study (see Figure 1):
a. Sets forth a hierarchy of ethnographic criteria to identify a wide range of promotional genres and
subgenres and constructs a tree-like diagram pointing to similarities and differences between
promotional genres/subgenres which are labelled, in & descending order, as genre colony > genre >
subgenre, etc.
b. States that two controlling text-types (or rhetorical acts), information and evaluation —he prefers to
call them “generic values”— “are used in various combinations (...) to give shape to (...) promotional
genres”. Indeed, these textual sequences abound in our material, thus confirming that the GNTO’s
newsletter is a member of a promotional genre colony.

IDENTIFICATION GENRE SPECIFICATION GENRE LEVEL
CRITERIA
l l Generic Value
Rhetorical Act DESCRIPTION EVALUATION
A Genre Colony
Communicative Purpose Promotional Genres
(General)
. Genre
Communicative Purpose l l
(Specific) M
Book Blurbs  Advertisements Job Applications
Sub-genres
Medium l l l
TV Ads Print Ads Radio Ads Sub-genres
Product
l l Sub-genres
Car Ads Airline Ads ~ Cosmetic Ads
Participants l ‘ l
for holiday travelers for business travelers

Figure 1 Versatility in generic transcription
Adapted from Bhatia’s Worlds of Written Discourse (2004: 59)
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c. Depicts the members of the colony (e.g. advertisements, sales promotion letters, grand proposals,
book blurbs, company reports, travel brochures, etc.) as overlapping domains arranged on different
clines “in terms of the degree and nature of appropriation of promotional elements” (p. 62, see Figure
2). Thus, he makes a distinction between primary and peripheral members of the colony. Advertorials,
like the GNTO’s newsletter, “are mixed genres, partly promotional, partly information-giving or
opinion-giving”.

Annual
Reports

Company

Company
Brochures

Reports

Book

Book Blurbs
Reviews Advertorials

Job
Applications

Job
Advertisements

Sales
Promotion

Advertisement

Grant
Proposals

Reference

Fundraising L etters

Letters

Travel
Brochures

Film
Reviews

Figure 2 Colony of promotional genres
Adapted from Bhatia’s Worlds of Written Discourse (2004: 62)

We also need a model to describe the GNTO’s newsletter in relation to its “mode of discourse”, the
semiotic materiality of this particular genre. Shepherd & Watters (1998) invented the
term cybergenre to indicate Internet genres and identified two classes of subgenres: extant and novel
(see Figure 3). The first class comprises those based on genres existing in other media, such as paper
and video, that have shifted to a digital form. When an already existing genre relocates in a computer
environment, it is faithfully replicated in the initial stage, because does not completely take advantage
of the potential of the new medium. Content and form remain almost the same (as, for instance, in the
electronic edition of a newspaper). At a subsequent stage in the evolution, variant genres are emerged
that fully exploit the capabilities of the new medium. That is the reason why these genres are
characterised by multimodality (Kress 2010) and interactivity. Electronic news is a typical example of
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variant genre, designed to fit in with the new medium. The second class (novel cybergenres) includes
those wholly dependent on the new medium. They may come from extant genres (emergent
cybergenres) or may be entirely new genres (spontaneous cybergenres). Obviously, the GNTO’s
newsletter is a novel emergent cybergenre.

replicated --w» wadant --------- + emergent spontaneous

newspapar electronic news personalized news horne page
rnath dictionarys, mm rath dickionary rmath resources hotist

Figure 3 Cybergenres

Finally, concerning hypertextuality and interactivity, mainly in the sense of hypertextual
connectivity and coherence, we draw on Jucker’s theoretical framework (2002) of
“hypertextlinguistics”. Particularly useful for the study of Internet newsletters are:

a. the distinction between interactivity (the multilinear network of hypertextual structures) and
interaction (the actual “conversation” between the reader and the hypertext);

b. a typology of cohesive elements connecting a root text with a destination text (semantically filled
links, semantically empty links, pop-up windows), and

c. a typology of hypertexts on the basis of various pragmatic categories or textual sequences.

2. Visitgreece web team ethnography and general info

The first issue of the GNTO newsletter appeared in July 2010 (English version only). As already
mentioned earlier, the Greek National Tourism Organisation produced its first newsletter in an attempt
to create a fresh positive destination image by exploiting the opportunities offered by the Internet.

YOUINGREECE

o

Figure 4 The GNTO newsletter

The visitgreece web team (staff working at the GNTO) consists of copy editors who write and proof
the articles, web designers who design the layout, and social media experts who are responsible for
distribution (i.e. creating a sign-up list, monitoring the number of recipients of the newsletter,
calculating the number of Greek or foreign readers, etc.)
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According to the monthly schedule, the newsletter goes online the first Thursday of every month,
with 3-4 topics in English and in Greek. The topics are selected according to:
(a) the time of year (November: olive harvesting; January: skiing, etc.),
(b) tourist activities, in order to promote Greece as a year-round destination,
(c) important cultural events (“Dimitria” in Thessaloniki), and so on.

The form of the newsletter has been redesigned since the first issue was launched. In particular, from
December 2010 until now the following major changes have taken place:
e in the layout (December 2010): more vivid colours are used in line with Greece’s national
colours, the title and teaser length has been decreased as well as the framing margins;
e in the content (January 2011): social media are introduced as a topic is chosen based on the
response to a question posted on facebook;
o a follower is rewarded for their tweet with the best tweet being included in the newsletter,
which has now become more interactive. Similarly, an article is sometimes presented for
facebook fans based on their feedback.

Furthermore, in January 2011 two sections were added: an editorial section so that the Organisation
could address readers more directly and a “special feature” where texts written by licensed tourist
guides are presented. Additionally, every month those who receive the newsletter see an intriguing title
in their inbox that invites them to click & read. Since May 2011 the newsletter has also included video
clips (instead of a 4th topic) linked to the general topic of the month, e.g. when the topic was about
summer holidays the video clip entitled SEASIDEINGREECE was selected.

3. The parts of the newsletter

The GNTO newsletter consists of the following parts:
(1) The header YOUINGREECE, which includes pictorial items, such as the signature line &
logo used to focus the DESIRE on a certain brand.

YOUINGREECE

Figure 5 The header

(2) The subject. “Subject” is defined as the title of each newsletter received by the subscribers. It
appears in their inbox and helps introduce them to the issue’s monthly topic (e.g. «lavovapiog

2011: Tlape ywo oxil», “June 2011: It’s a family affair!”, “May 2011: Summer? Greece of

course. Where else?”, «Zentéupplog 2011 «ontevtiky ABfvoy, etc.). These titles are brief

and telegraphic, due to frame/layout constraints (max 100 characters including logo and date).

The rule of thumb that applies here is the use of key-words, and the extensive use of

exclamation and question marks. As a mnemonic technique applied in order to lure the reader

into downloading the issue and reading it through, English titles are also used, such as subject
titles taken from lyrics of famous songs.
(3) Titles. The titles precede the so-called “teasers”.? Their main characteristics are as follows:

. They present the text’s main theme (core info), or the topics of the newsletter in
general.

e  They entice the reader (the potential tourist) as attention-grabbing devices.

e  They reinforce the message sent by the GNTO according to the general marketing

plan, i.e. to promote Greece as a year-round destination.

. Furthermore, we can observe some differences in the way titles are written triggered

by the changes in the layout adopted in December 2011:

a. Titles became shorter. This change led to the increase in rhetorical figures, rhetorical
questions, and playful language —all employed to create mystery and lure the reader into reading the
newsletter articles and visiting the GNTO website—, and there was a corresponding decrease in melodic
punctuation (question marks, exclamation marks, quotation marks and dots). Thus, the reader’s
attention is captured by the use of an enigmatic way of presenting the information, a typical
characteristic of the language of advertising.
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b. In June 2011 numbers were used in titles for the first time (i.e. Top 6 family
destinations). Apparently, the idea was to give the reader more condensed focused information and to
help potential tourists decide which place to visit in Greece and why.

Here are some examples of the newsletter titles in both languages:
(1a) The islands of Paxoi & Antipaxoi
(1b) Ma&oi ko Avtina&or

(2a) Rock climbing on Kalymnos island
(2b) Avappiynon oty Kdivuvo

(3a) Top 6 family destinations: Just for you, kids!
(3b) Kopugaiot 1poopiopiol Yo 01koyEVELOKES SLUKOTES

Other characteristics of the newsletter titles are:

a. The preference of elliptical sentences and noun phrases (especially in Greek):
(4a) The Armata re-enactment lights up the sky!
(4b) Expnxrticy Apudro!
(Literal Translation: Explosive Armata!)

(5a) “I will” you said. To be continued on Santorini...
(5b) I'dpog pe Béa... v kaAvtépa!
(Literal Translation: Wedding with a view...of a caldera)

(6a) Stand still...A butterfly might touch you.
(6b) Karokaipwvég draxomég kat metolovdec. Télew,
(Literal Translation: Summer holidays with butterflies. Perfect?)

(7a) The IMF is being celebrated at the carnival of Xanthi.
(7b) Zavouwtiko KapvaBdit: ANT kot 1 peyodldtepn Haoka 6Tov KOGHO.
(Literal Translation: The Xanthi Festival. The IMF and the biggest mask in the world)

b. The use of questions (sometimes transferred as answers in Greek):
(8a) Do skiers find Vassilitsa the most beautiful ski resort in Greece?
(8b) ' kGmorovg okiEP N Bacthitoa gival to opopedtepo yrovodpopikd oty EALGSa.
(Literal Translation: According to some skiers Vassilitsa is the most beautiful ski resort in
Greece.)

(9a) Hmm...Still in Crete. Let’s try something different.
(9b) Eiote étolpot yio T d1adpopn TOL oG TPOTEiVOLUE;
(Literal Translation: Are you ready for the route we recommend?)

(10a) Intense ski activity on Mt. Helmos
(10b) Atedeimteg yrovodpopukég mioteg, pvboloyia, 1otopia, pootipro. Koddpputa;
(Literal Translation: Endless ski runs, mythology, history, mystery. Kalavrita?)

c. The use of rhetorical questions. In the following examples this use is limited to each language,
meaning that if a rhetorical question is used in Greek it is not transferred to English, and vice versa.

(11a) Colours and Aromas of Spring in the Garden of Music
(11b) Méoya onv Képrvpa. Tt Ao vo, el kaveic;
(Literal Translation: Easter on Corfu. What else can you say?)

(12a) Stand still... A butterfly might touch you.

(12b) Korokaipivég drakomés ko metadovdec. TéAs,
(Literal translation: Summer holidays with butterflies. Perfect?)
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d. Extended use is made of figures of speech (metaphor, personification, etc.). These
rhetorical devices are not always translated/transferred into the other language (Greek or
English, respectively): 3
(13a) A mastic-scented island with a fascinating history
(13b) 'Eva yAvkd «apopotiopévo» vioi pe tAovoto totopia

(14a) On Easter Sunday a gastronomic marathon takes place.
(14b) Mbpioe ITaoya. .. eAAnviko!
(Literal Translation: Smell the Easter — the Greek one!)

(15a) Love, Made in Greece
(15b) Otav o kvnuatoypdapog epmtedetor tv EAAGSa.
(Literal Translation: When the cinema falls in love with Greece)

(16a) Crete gazes at the Libyan Sea. Do the same!
(16b) Eva Bpoyddec épyo tng pvong ayyilel t 0dracoa.
(Literal Translation: A rocky work of nature that touches the sea)

e. Playful language (mostly appearing in English):
(17a) Cross these bridges when you come to Epirus.
(17b) Avalntiote ta TETpva ye@Opa g Hreipov.
(Literal Translation: Look out for the stone bridges in Epirus.)

f.  The use of melodic punctuation: (Usually the same when a pair of titles share the same
meaning and they are translated from one language to another, but different when a totally
different title is initially written in English or Greek):

(18a) Revitalise your senses!
(18b) Avalwoydvnoe vou kat chpal
(Literal Translation: Rejuvenate your mind and body)

(19a) A spiritual celebration...
(19b) Aexamevtavyovotog: To IMdoya tov KoAokaplon
(Literal Translation: August 15th: Easter in summer!)

(20a) Loving nature while bathing in sunlight!
(20b) Xt ®Hon g EAAGSaG pe aydmn...
(Literal Translation: To Greece’s nature with love...)

(4) Editorials. They were first introduced in January 2011 to add a more personal tone to the
newsletter. They represent the collective voice of the web team working at the GNTO, and with a
signature at the end of the editorial text the sender of the message displays their own recognisable
identity.

Greece: A cultural getaway

50 a breathtaking landscape with the sea
mendously important archaeological sites alongside
ments hidden next to the deep blue sea. Cobbled

ing your country’s traditions. Culture is reading poems
s metro on your way to work.

Figure 6 The typical form of an editorial
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Editorials are usually in the form of a small text (app. two paragraphs in length). Their main lexico-
grammatical features are:

» exclusive first-person plural, e.g. we think/motebovue

» second person imperatives (to guide potential tourists; Maci 2007), e.g. Myv &eyaoete/Don’t
forget, etc., because editorials are written by copywriters who represent a national
organisation and offer readers compelling reasons to visit Greece.

* Finally, the message communicated is often linked with the general social and political
climate in Greece, often using allusion —especially in the editorials written in Greek
addressing the Greek readership:

(21a) [...]JAowmdv, motebovpue 611 pbe N dpa vo whpovpue OAOL e TPOTN yevon and To
OpvAikd eElnvikd kahokaipt, ovtd mov Lovpe @¢ ‘EAAnveg kon ayomdpe. Avtd mov, TEMKA,
HeTa amo évav Popv yeyuwva Ba ypopaticer ™ {on pog pe: yAvkid Eevolaoid, AnAeTo Qwc,
mayvidlo ot 0dAacca, onpuddia amd Tov A0, TEPIMETELD KOL OVEKTIUNTEG TOLOUKEG (Kot Oyt
uovo) avapvioeig [...]. (May 2011 issue)

(21b) So, we think it's about time for you to get your first taste of the legendary Greek
summer. The summer we here in Greece know and love. (In Greek the phrase “The summer
which after a hard winter will paint our life with [...].) (May 2011 issue)

However, depending on the topics (when they are more romantic, or when major celebration such
as Easter is being presented), the typical editorial form is replaced by: (a) a poem (Figure 7a; April
2011 issue), or (b) an unconventional type of writing (Figure 7b; March 2011 issue), such as melodic
punctuation, capital letters, lack of punctuation, full stops that break up phrases and isolate words. In
this way “[...] writing is a form of image-making too”: Goddard 1998).

AvakaAUnTovTag To popavTiopo oTig KukAadeg

Greek islands celebrate the Spring

Tou Aryaiou "divine PASSION holy week islands SPRING resurrection litany majestic liturgies ethereal
0 e LIGHT epitaph wild flowers FAITH customs traditions Byzantine psalms candlelight Virgin
To apxinéAayos, Mary silent grief monasteries LOVE fireworks march philharmonic bands religion MUSIC

Ki ) Np@pa TaV 0ppav Tou fasting NATURE sweet aromas processions LIFE Jesus Christ tears RED gold purple awe

Ki o1 yAdpol Twv oveipwv Tou wine SEA April Mary Magdalene repentance Easter celebrations emotional uplift REBIRTH"
70 1110 YA KATEPTI ToU © VaUTNG avepilel

AP we think as we find ourselves in Greece during Eastertime

0 ¢pwrag we cherish after experiencing the customs of Holy Week in Greece

To Tpayold: Tou

Ki 01 0piZovTeg Tou TaEidiol Tou
Ki 0 Nx@ TG VooTaAyiag Tou y
Zrov nio Bpepévo Bpaxo TNG N apPOBWVICOTIKIG NPoopEvEr We experience in Greece. Together.
'Eva Kopopt

we discover when we look deep in our souls

Oduootag EAUTNG (andonaoua and Ty nonTik cuAloyr «MpooavaroAiouois) The Visit Greece web team

Figures 7a & 7b Other forms of editorial

(5) Leads. Leads are based on a twofold structure with which readers ascertain facts from the text
and are then encouraged to try things out themselves. Accordingly, leads attempt to persuade or inspire
readers to read the main article (hypertext), and provoke a reader’s curiosity to continue reading the
visitgreece website, creating another viewing opportunity. They also support the title (headline) and
save readers’ time, giving them the most important information in a clear, concise and interesting
manner. In addition, leads establish the voice and direction of an article and the point of the story.

In the visitgreece newsletter they are constricted by the layout/frame (max 450 characters), and they
form part of a module that consists of: a title, a photo (image), a text, and colour (the blue frame around
them) (multimodality). The messages conveyed through leads are addressee-oriented, since the active
voice, the first and second-person plural pronouns and the imperative and subjunctive mood are mostly
employed. Thus, a conversational style is adopted (conversationalisation) that helps messages become
more intermediated, asynchronous and interactive.
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-

Go climbing on the forested slopes of Mt. Taygetos! SenepaoTe Ta 6pia cag kal katakTioTe Tov Tailiyero!

- it H opeiBacia otnv EAAGSa anoTeAei
3 EKNANKTIKA EpNEIpia AOYyw TNG
15lo0popiag Twv Baduol duokoAiag nou

Mountaineering in Greece is an
overwhelming experience because of
the special character of the Greek
mountain ranges, amazing climate, and
the varying degrees of difficulty within
each course over the mountains. High
mountains with great wooded slopes
capture the senses and thrill visitors
with the challenge to conquer the top.

napouoialel kGBe diadpopr. Mavuywnia
Bouva pe KATAPUTEG NAQYIEG
opBavovTal EnIBANTIKG UNPooTa OTa
paTia Tou ENIOKENTN: TOV KaAoUV va Ta
yvwpioel kal va a@eBei oTn payeia nou
NPOCQEPE! TO ANAPAUIAAO QUOIKS TOUG
Tonio...

Read more... :
MeplooodTepa...

Figure 8 Leads

In this type of text the following rhetorical tropes and lexico-grammatical features are also used:

e Generics (o1 avOpwmoi, OAdKkAnpog o kéouog amoloufiaver to. dawpo. g Apyaios EAMnvikig
Apyitextovikiig)
Common evaluative adjectives (marvellous, glorious, wovaducj, payevtixi etc.)
Lexical collocations (uayevtixés mopalisg, apyéyovn pvoucotyta, 10ovikd orknvikd, ovbevtiki
emopy, rare natural wealth, unique wildlife habitats, etc.)
Mental state attribution (the whole world enjoys the gifts of Ancient Greek Architecture, etc.)
Hyperbole (enormous variety..., H izracio covévdler puovaducd t dvvary mepiméteia, Horse
backriding offers a unique adventure, etc.), to enhance the persuasive power of the message
(Ip 2008)
Personification (...fovva...tov kalotv va..., the mountains invite the visitor to...)
Rhetorics of Writing: words written with capital first letters (the Greek Ideal of Beauty, zo
10ec)Ieg TOV apyaiov eAdnvikod Kdarlovg, etc.)

(6) The “special feature” section. Since January 2011, licensed tourist guides have written a text
every month in English and Greek which is added to the monthly newsletter issues. These
texts form part of the visitgreece website content and are actually hypertexts connected with
the newsletter. In this way, the “special feature” section is a small text used as an introduction
to the topics presented by the tourist guides. Its main characteristics are:

present tense (the tour is being conducted as we speak);

future tense (e.g. together we will discover, they will give all the necessary information, etc.)
suggestions: mostly for social advertising rather than commercial (Let’s follow them...)°
inclusive “we” and “you”;

synonymous phrases, expressing in different ways the tours that the tourist guides are taking
us on: “they tell their own story...”; “they will give all the necessary information...”; «o1
Eevaryoi pag 0onyodvy, «kadodnyody Ty TEPITAGVNOH HOCH, KUOS DTOIEXOVTOD» etC.

Special feature: Inland Greece with
your family: Peloponnese

Kids always love to listen to stories
about dragons, beautiful princesses and
knights in shining armour! If you have
chosen Peloponnese for your summer
family holidays, then it'd be a good idea
to go on a day excursion to the castle of
Monemvasia. Our tourist guides will
give you all the necessary information
S0 you can transform this cultural tour
into a child’s fairy tale.

Open the gate...

Figure 9 The “special feature” section

(7) The video section. In May 2011 the video section was first introduced. As seen from the
figure below, the text is taken from the ID-project YOUINGREECE, where the goal of this
campaign is presented. From June onwards the same text has been used in both languages,
thus promoting the campaign YOUINGREECE as a tourism marketing initiative implemented
by the GNTO.
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Culture in Greece Culture in Greece

YOUINGREECE is about real people from
different backgrounds, nationalities and
lifestyles, who choose to visit Greece
travelling from all over the world.
People, just like you, who pass on the
message that Greece is a country
whose authenticity, natural beauty, and
warm hospitality are uniquely combined

Ti eival To YOUINGREECE: AAnBivoi
avBpwnol and 6Ao Tov KOGoPO, Nou
avalnTolV NpWTOYVWPEG EUNEIPIEG AAAG
Kal aAnBIvég avBp@nIveg aEieg
npoBaAAouv Tn povadikéTnTa TNG
EAAGBaG, avadeikvUiouV TiG
aveEepelvnTEG aKOPa OUOPPIEG TNG KAl
Siadidouv auTod To pAvVUpa OE 6A0 ToV

attributes. Koopo. i i 5
Let’s see what CULTUREINGREECE EnIoKENTEG OAWV TWV NAIKIOV PIAOUV
means to you! Yia TOV NOAITIONO OTN X®Pa Pag. OEAETE

va PaBETE TI Aéve;
AciTe 1o Bivreo...

Play the video...

Figure 10 The video section

(8) The social media section. The newsletter has become more interactive and followers are
rewarded for their tweets, with the best tweet being included in the newsletter.

Social Media BpeiTE pag...

n Let's talk about Greece! n oo Facebook
g Follow us on Twitter. n oo Twitter

Tou

Watch our latest videos. gTo YouTube
... Images of Greece. @@ oo Flickr

Figure 11 The social media section

(9) The footer. Formed by standing details which help transform DESIRE into ACTION (cf.

Ungerer 2004).
MoipaoTeite auTh Tn oeAida To site pag:
Share this page Visit our website
E ke [#Tweet www.visitgreece.gr Hue  #Twe| [EEE www.visitgreece.gr

Melte pog TN yvdun oog yia To newsletter pag i npotelvers 8&uote oro Info@visitgreece.gr
Unsubscribe <<Emall>>

Love It? hate It? Tell us what you think of our newsletter, or suggest toplcs at Info@visitgreece.gr

Greek National Tourism Organisation

ol
Athens, Attiki 11521
Add us to your address book
Copyright (C) 2011 Greek National Tourtsm Organisation Al rights reserved.

Copyright (C) 2011 Greek Matlonal Tourism Organisation All rights reserved.

Figure 12 The footer

4. A few words about hyperlinks

Hyperlinks are clear “call to action” messages (deite to fivieo, ITiyouvé ue exei, Read more, Take your
pick, etc.). They are short phrases written under each lead, or any other type of text composed for other
newsletter sections (“special feature”, video etc.). Newsletter hyperlinks take the readers on a tour
inside the website where they find a multimodal hypertext consisting of text and image, or text, image
and video. Inside these hypertexts more links lead the reader to a path made by the copywriter via key
information (again use of key words), i.e. general info about a place or a site.

5. Some comments on translation
As stated by Cappelli (2008) “The translated text (TT) must have a function equivalent to that of the
source text (ST) and this requires a “cultural filter”, which is a sort of “adaptation” of the translated text

to make up for socio-cultural, stylistic and rhetorical differences between_the ST and the TT”.
Regarding the GNTO English and Greek newsletter issues, Greek is not always the source language,
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since some of the texts are written in parallel in English and Greek (by different copy-writers).
Nonetheless, a considerable number of Greek texts are translated into English. Either way, the texts
(and the translated versions) fulfil the same function, that is, to promote Greece and persuade readers to
visit the country. The “adaptation” process Capelli (op.cit.) mentions can be seen in the attention paid
to each language’s basic principles, e.g. lighter constructions in English as well as the stylistic and
rhetorical differences found in the use of punctuation and poetic language (cf. section 3). Furthermore:
e “localisation” is a process adopted in English language texts since great care is taken to reflect
the target language’s linguistic and cultural preferences;
e Key words, keying and cliché phrases are used in both languages (special attention is paid to
the use of English collocations);
e emphatic language (language euphoria: Dann 1996) is common.
In general, the strategies of tourism and promotional discourse are followed in both languages.

6. General conclusions

The Greek National Tourism Organisation as a social actor and a governmental entity has been using
the reconstruction of the visitgreece.gr portal and the newsletter in particular to convey values that
enhance a certain political message, that is, the attempt to restore Greece's damaged image, and to
promote the country as an attractive tourism destination. Drawing upon pre-existing conventional
discourse types in order to create a positive image for Greece the organisation has made use of:

(@ new technologies: the Internet, smartphones -the so-called ‘“‘computer-mediated
environment”;

(b) new media: social media: facebook, twitter, Flickr;

(c) specific discourse strategies within a specific socio-cultural situation, and communicative
situation in order to influence readers all round the world and persuade them to become
visitors to Greece.

The visitgreece newsletter comprises all the attributes that are characteristic of a promotional travel

genre distributed via the Internet forming eventually a novel hybrid cybergenre, because:
(1) It is a multimodal semiotic entity:

® it uses a wide range of multimodal resources (text, video, image) aimed at “encouraging”
people from all over the world to visit Greece;

e jts layout is determined by the medium: it is vertically organised to be easily read on the
Internet.

(2) Unlike other genres of tourism discourse (e.g. brochures, guidebooks, etc.):

e it demonstrates a certain degree of interactivity and intimacy since the addressee signs up to
receive it;

o the mode of address (use of the pronoun systems) which is frequently present in the newsletter
texts, minimises the social distance, showing familiarity and equality;

e present tense verbs foster a sense of involvement.

(3) In the visitgreece newsletter texts are written according to the main principles of
Promotional/Advertising/Tourism Discourse as they:

(a) meet the classic requirements of the AIDA principle: capture Attention, create Interest, foster
Desire and inspire Action;

(b) contain evaluative language (repetition of positive adjectives);

(c) make use of hyperbolic language and images;

(d) employ special words and formulae/specific vocabulary;

(e) utilise key-words (authentic, discover, adventure, dream, destination, etc.);

(f) imperatives and directives are frequently found;

(g) prototypical advertising discourse is found: extensive use of NPs.

(4) The GNTO newsletter is a novel emergent cybergenre, because:

(a) it constitutes a conventionalised web-textual form;

(b) it is wholly dependent on the new medium, i.e. the Internet;

(c) itincorporates discursive elements of promotion, drawing upon news report discourse, and

(d) it offers favourable information encoded into promotional messages according to underlying
principles of credibility (news writing) & desire (ads).
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! The initiative is described as follows: “YOUINGREECE is about real people from different backgrounds,
nationalities and lifestyles, who choose to visit Greece travelling from all over the world. People, just like you,
who pass on the message that Greece is a country whose authenticity, natural beauty, and warm hospitality are
uniquely combined attributes”.

2 These are the small texts that accompany the photos, which are also defined as “leads” (ibid section 3, paragraph
5).

3 With reference to translation we should pay attention to whether the rhetorical devices are transferred, e.g. the
use of metaphor, and not whether the title is translated as such.

* Click rates show to what extent leads attract readers and measure the effectiveness of leads.

The lead paragraph summarises the central action by answering the questions “who”, “when”, “where”, “what”,
and sometimes “why” (Erjavec: 563).

% Social advertising: It is about applying marketing and advertising principles to promote health and social
issues and bringing about positive behavior change.

® Newsletter and hypertexts: the structure is similar to that of a journey. From the general presentation we move to
a specific place, to the heart of the information.
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