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Chapter 1 

INTRODUCTION  

1.1. RATIONALE 

In the context of fierce competition, tourism marketing 

organizations allocate huge budgets to advertising the tourism 

destinations. Slogans are the most commonly used text form in 

marketing and advertising (Doyle, 2014). 

The slogan “I Love New York” (New York), which was 

introduced in the 1970s was successful in tourism marketing. Since 

then, different tourist destinations have attempted to develop slogans 

that attract public attention and to incorporate them into marketing 

projects (Ashworth & Kavaratzis, 2009).  

Vietnam welcomed a great number of visitors during the 

period of 2000 to 2010. The growth of tourism urged the release of 

Vietnamese first tourism slogan “Vietnam – A Destination for the 

New Millennium” for the period 2000 to 2005. Ho Chi Minh, Ha 

Noi, Quang Ninh, Da Nang, Hoi An which are major and must-see 

travel destinations now have their own tourism slogans. 

Given that all official destination tourism slogans are 

produced carefully by professional slogan creators, making a 

successful slogan employs a wide variety of techniques to portray 

their message in a concise, informative and persuasive way. 

Therefore, it is interesting to explore how discourse features of such 

slogans are based on.  

1.2. AIMS AND OBJECTIVES 

1.2.1. Aims 

The aim of this study is to investigate the typical discourse 

features including lexical, syntactic features and stylistic devices of 
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destination slogans in English and Vietnamese. The study also points 

out the similarities and differences in terms of these features between 

the two languages.  

1.2.2. Objectives 

- To analyze the lexical features and syntactic structures of 

destination slogans in English and Vietnamese. 

- To investigate the stylistic devices used in destination 

slogans in English and Vietnamese. 

- To compare and find out the differences and similarities of 

destination slogans in between English and Vietnamese.  

- To suggest some implications for those who are interested 

in advertising to learn and comprehend methods in writing effective 

advertising slogans especially in tourism. 

1.3. RESEARCH QUESTIONS 

The research questions below must be answered: 

1. What are the lexical and syntactic features of destination 

slogans in English and Vietnamese? 

2. What are the stylistic devices used in destination slogans in 

English and Vietnamese? 

3. What are the similarities and differences between EDSs and 

VDSs in terms of lexical, syntactic features and stylistic 

devices? 

1.4. SCOPE OF THE STUDY 

The focus will be on the discourse features of destination 

slogans, which aim to persuade and also manipulate to a certain 

extent tourists to choose a specific destination.  

1.5. SIGNIFICANCE OF STUDY 
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This study could be beneficial for the current knowledge 

field and for students of tourism faculties, slogan creators or local 

and nation authorities in applying those discourse features to the act 

of advertising.  

1.6. ORGANIZATION OF THE STUDY 

The study is organized into five chapters as follows: 

Chapter 1: Introduction 

Chapter 2: Literature Review and Theoretical Background 

Chapter 3: Methods and Procedures 

Chapter 4: Findings and Discussion 

Chapter 5: Conclusions and Implications 

Chapter 2 

LITERATURE REVIEW AND 

THEORETICAL BACKGROUND 

2.1. PREVIOUS STUDIES RELATED THE RESEARCH 

A research has been carried out by Kuen-hee and Ju-Pak 

(2013) to examine how the effectiveness of slogans in building a 

destination brand among potential tourists. Findings showed that 

destination slogans can influence the potential tourists' social media 

engagement behavior, such as click and like. 

Pike (2004) carried out a content analysis of destination 

slogans of 244 slogans, which were officially recognized by national 

and regional tourism offices. By categorizing the key terms used in 

each slogan, the research identified 14 different themes used in 

slogans. With a similar interest, Papp-Vary in 2010 categorized 

country slogans into 17 groups of content.  

Little research has been carried out into investigating the 

linguistic aspects of brand slogans. Skračić and Kosović (2016) have 
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identified and described the language features of yachting slogans in 

terms of phonological, lexical, syntactic and semantic aspects. 

Nguyễn Đình Thúy An (2012) focused on analyzing the lexical, 

syntactic and pragmatic features of English and Vietnamese slogans 

of production and service companies.  

Le Anh Thu Nguyen (2011) conducted a linguistic study of 

changes in Vietnam tourism slogans from the first slogans “Vietnam 

- Điểm đến của Thiên niên kỷ mới” to the period 2006 - 2010 slogan 

“Vietnam – Vẻ đẹp tiềm ẩn”. Khan (2014) analyzed the language of 

destination brand slogans in detail to explore the most prominently 

used themes as marketing art through word play.  

2.2. THEORETICAL BACKGROUND 

2.2.1. Discourse and Discourse Analysis 

2.2.1.1. Definition of Discourse 

According to Nunan (1993, p.5), “Discourse can be defined 

as a stretch of language consisting of several sentences which are 

perceived as being related in some way. Sentences can be related not 

only in term of the ideas they share, but also in terms of their 

function”.  

More concretely, Brown and Yule (1983, p.1) wrote 

“Discourse is language in use”.  

2.2.1.2. Definition of Discourse Analysis 

Brown and Yule (1983, p.1) remarked that “Discourse 

Analysis is the study of language use with the reference to the social 

and psychological factors that influence communication.”  

2.2.2. Lexical features 

Lexicology is synonymous with vocabulary; and in its 

technical sense, it deals with the analysis of words (Quirk, 1985). 
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Oftentimes, the tourism discourse has been observed as employing a 

specific set of key words that relevant to the context. 

2.2.2.1 Personal pronouns 

In English, Alsagoff (2008, p.90) divides types of personal 

pronoun into two types. They are subjective pronouns as subject and 

objective pronouns as object.  

Table 2.1. English personal pronouns – (Alsagoff, 2008) 

English personal pronouns 

Person Singular Plural 

Subject Object Subjec

t 

Object 

First I me We us 

Second You you You you 

Third Masculine He him  

They them Feminine She her 

Neuter It it 

Different from English, the use of Vietnamese personal 

pronouns is more complicated.  

2.2.2.2 Verbs 

Lexical verbs stand on their own and do not need another 

verb to make a sentence significant. They simply tell you about the 

action in which the subject is involved.  

I love New York (NEW YORK)  

Sáng tắm biển, chiều ngủ dưới tán rừng (KDL SAO VIỆT)  

Auxiliary verbs cannot stand independent. These verbs are 

complete when the sentence has a lexical verb in it. 

Auxiliary verb + Main (lexical) verb  
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2.2.2.3 Adjectives  

Adjectives can be used to describe something or to express 

opinions and emotional attitudes (Pierini, 2009, p.94)  

2.2.3. Syntactic Features 

2.2.3.1. Definition of Clause 

A clause is defined as “key structure unit of grammar, 

normally consisting of a verb phrase plus other elements: subject, 

object, predicate, adverbial” (Biber et al. 2002, p.455).  

2.2.3.2. Types of clause 

The tradition of grammar writing offers a distinction between 

practically three basic types, namely “declaratives”, “interrogatives” 

and “imperatives”.  

a. Declarative clause  

b. Imperative clause  

c. Interrogative clause 

d.  Incomplete Clause 

Incomplete clauses are sentences that “in some way lack the 

structure of a complete sentence” (Leech & Svartvik, 2002, p.136). 

2.2.4. Stylistic devices 

2.2.4.1. Definitions of Stylistic Devices 

Crystal (1992, p.371) states that “Stylistics is the study of 

any situationally distinctive use of language, and of the choices made 

by individuals and social groups in their use of language”.  

2.2.4.2. Functions of Stylistic Devices  

             2.2.4.3 Classification of Stylistic Devices 

According to I.R. Galperin (1977), stylistic devices are 

classified into three groups: phonetic, lexical and syntactic. 

a. Phonetic Stylistic Devices 
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- Rhyme  

- Alliteration  

- Rhythm  

b. Syntactic Stylistic Devices  

- Parallelism  

- Repetition  

c. Semantic Stylistic Devices 

- Personification  

- Simile  

- Metaphor  

-   Antithesis  

2.2.5. Definition of Terms 

2.2.5.1. Slogan 

A slogan is a “A word or phrase that is easy to remember, 

used for example by a political party or in advertising to attract 

people’s attention or to suggest an idea quickly” (Oxford Online 

Dictionary).  

Leech (1966) agrees that slogan needs to be brief, 

laconic phrase that an agency makes use of it over and over in 

its advertisement.  

2.2.5.2. Tourism destination 

Destinations are places that attract visitors for a temporary 

stay, and range from continents to countries to states and provinces, 

to cities, to villages, to purpose built resort areas.  

2.2.6 Significance of tourism slogans 

According to Pike (2004), a destination slogan is expected to 

make propositions based on one or more of the following key values: 
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functional destination personality, affective qualities, travel 

motivation benefits, and symbols of self-expression.  

Chapter 3 

RESEARCH METHODS 

3.1 METHODOLOGY 

- The descriptive method  

- The analytical method  

- The contrastive method  

- The quantitative method  

3.2. DATA COLLECTION  

A total of 200 destination slogans (120 in English and 80 in 

Vietnamese) were collected from online sources.  

English destination slogans are official slogans of English 

speaking countries, states, cities and places. Vietnamese data, official 

slogans of cities, provinces and places in Vietnam have been 

collected from official tourism websites. 

3.3. DATA ANALYSIS  

The data have been analyzed to meet the requirements of the 

above method. 

3.4. RESEARCH PROCEDURES  

- Collecting destinations slogans 

- Choosing and classifying the destination slogans 

- Analyzing those slogans to find out the lexical, syntactic 

features and stylistic features 

- Making a contrastive analysis between English and 

Vietnamese.  

- Comparing the similarities and differences  
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- Drawing conclusions and giving suggestions for further 

research. 

3.5. RELIABILITY AND VALIDITY  

The quality of the data in this study is reliable for the fact 

that all destination slogans in English and Vietnamese are totally 

collected from the most popular and prestigious websites.  

Chapter 4 

FINDINGS AND DISCUSSION 

4.1. LEXICAL FEATURES OF EDSs AND VDSs. 

4.1.1. Trigger verbs 

In destination slogans, using trigger verbs like “visit”, 

“discover”, “explore”, “enjoy” can make customers tend to respond 

better to than others. They motivate the tourists’ decisions without 

any resistance and promote the destination. Following are some 

examples:  

Visit Nebraska. Visit Nice (NEBRASKA)  

So much to discover (OHIO)  

Explore Minnesota (MINNESOTA)        

Enjoy your bizcation (DAYS INN HOTELS)         

Some destination slogans simply use trigger verbs to call 

upon tourists to “visit” or “discover” the places, e.g. “Visit the 

Vale” (GLAMORGAN), “Discover Devon (DEVON).  

Similarly, many trigger verbs are employed in VDSs to 

increase a sense of urgency into action such as “khám phá”, “thưởng 

thức”, “trải nghiệm”.  

Khám phá Châu Á kỳ thú (ASIA PARK)  

Hãy đến thưởng thức và cảm nhận (SƠN LA)  

Trải nghiệm những nẻo đường nguyên sơ (LÀO CAI)  
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There isn’t space for many words there. That is the reason 

why trigger verbs are used to grab attention of potential customers, 

inform them, add a strong emotional appeal to persuade tourists 

choose the destination. 

4.1.2. Adjectives 

In EDSs, two main adjectives including descriptive and 

evaluative/emotive adjectives were found.   

Adjective such as “beautiful”, “nice”, “pure” were used to 

describe things as possessing beauty.  

Adjectives expressing perceptions or emotions that we can 

call “evaluative/emotive”, such as “inspiring”, “brilliant”, 

“amazing”, “incredible”, “magical”. The persuasive and 

manipulative force of these adjectives is high as it is meant to 

construct and envisage another world, magical and special. For 

examples. 

In destination slogans in both English and Vietnamese, 

adjectives in comparative and superlative form were barely present.                            

In VDSs, a large number of evaluative and emotive 

adjectives are used to give the positive and special emotion. They 

include words such as “tuyệt vời” “thú vị” “hấp dẫn” “thân 

thương” that may give the reader an especially positive image of the 

destination or attraction.    

Moreover, VDSs are constructed with descriptive adjectives, 

which can help tourists visualize the beauty and imagine the 

experience they can get through the descriptive adjectives.  

In conclusion, the chosen adjective must draw a destination 

in an appealing way and evoke with associations with themes such as 

beauty, natural purity and adventure.  
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4.1.3. Personal pronouns 

In EDSs, the use of the personal pronouns is fairly common.  

Table 4.1. Personal pronouns used in EDSs 

Personal pronouns Occurrence Percent 

You/your/yours 23 69.7% 

It 5 15.2% 

I/me 2 6.1% 

We 3 9.1% 

Total 33 100 % 

By using “you”, the readers may see themselves as the 

individual target of the message, while others may include their 

potential travel companions, such as their family or friends, in the 

message. Moreover, “you” tends to shorten the distance between the 

destinations and the readers. 

Although “your” is not a personal pronoun, “your” is 

similarly referring to second person.  

Your Singapore (SINGAPORE)  

All Within Your Reach (UNITED STATES)  

According to Myers (1994, p.81), “we” is often used in 

advertising either to signal solidarity between the reader and sender, 

or to personalize the advertiser. For instances: 

We invite you to try it (HILTON DUSSELDORF)  

Surprisingly, contrary to the common use of pronouns in 

EDSs, only one personal pronoun was found in the Vietnamese data. 

The reason is that the system of Vietnamese personal pronouns is 

more complicated than the one of English.   
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Mang Hawaii đến với bạn (ALOHA - PHAN THIẾT)  

4.1.4. Numerals 

Numerals are seldom used in EDSs and VDSs data. 

Nevertheless, when they do, numerals usually evoke a tradition that 

guarantees the quality or the prospect of the destination.  

100% Pure New Zealand (NEW ZEALAND)  

Five-star quality in a hotel of four stars (GRAND HOTEL 

BONAVIA)  

 “100% Pure New Zealand”, first launched in 1999, has been 

praised as one of the world’s strongest, longest-running and most 

admired destination brands (TNZ, 2009) 

In Vietnamese, there is a similar usage and effect of 

numerals on the destination slogans.  

Một điểm đến, hai di sản (QUẢNG NAM)  

Một khoảnh khắc, hai thiên đường (THANH TÂM 

RESORT)  

Quang Nam’s tourism slogan which contains the impressive 

numbers helps promote the tourism and image of Hoi An, My Son as 

well as Quang Nam successfully.  

4.2. SYNTACTIC FEATURES OF DESTINATION SLOGANS. 

4.2.1. Clause types 

The clauses found in the data are declarative, imperative and 

incomplete clause.  

4.2.1.1 Declarative clause 

With the meaning of being always the truth, declaratives 

make the slogans more convincing.    

Because mid-Wales is as unique as you are (MID-

WALES)  
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Mỗi người khách là người thân (KDL TRẦN VĂN THỜI)  

Declarative clauses in destination slogans are used to 

deliver a complete message about the destination to the reader and 

invite them to visit the place. 

 4.2.1.2. Imperative clauses 

In EDSs, without the use of “please” the tone of the 

imperatives still remained polite and inviting and never 

commanding. It is implied that a demanding tone may not be very 

effective in encourage people to visit a destination.  

Make time for you in Cumbria (CUMBERLAND)  

Experience The Past, Taste The Future (WARWICK)  

Khám phá Châu Á kỳ thú (ASIA PARK)  

In Vietnamese, the copywriters use the word “hãy”in slogan 

“Hãy đến thưởng thức và cảm nhận” (SƠN LA) to show a persuasive 

and gentle request.  

All these imperative sentences are short. encouraging and 

convincing.  

4.2.1.3. Incomplete Clause  

Incomplete clauses formed the largest group of clause types 

in the data. The tone of the incomplete clauses varied from neutral to 

inviting, and most of them could be defined as statements.   

Inspiring capital (EDINBURG)  

Kingdom of life (FIFE)  

Điểm hẹn xứ dừa (BẾN TRE)  

Sức sống Hồ Chí Minh (HỒ CHÍ MINH)  

In both data, it was fairly common to use multiple nouns, 

adjectives, verbs in one slogans by separating them with punctuation 
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marks. Thus the slogans creators enable to present additional 

information but still keep the slogans short and easy to remember.  

Pure. Natural. Unspoiled. Iceland (ICELAND)  

Cộng đồng xanh - Văn Minh - Truyền thống (LÀNG SEN 

VIỆT NAM)  

4.3. STYLISTIC DEVICES USED IN DESTINATION 

SLOGANS 

4.3.1. Phonetic stylistic devices 

4.3.1.1 Rhyme  

The repetition of the words’ sound emphasizes the meaning 

what slogans want to express and makes the advertising lively, full of 

rhyming] 

Alive with your style of living (SHERATON GRAND)  

Khám phá sự hoang dã (KONTUM)  

Rhyme also allows better memorization of the slogan, as it 

resonates in one’s mind. 

4.3.1.2 Alliteration 

Alliteration is the repetition of a consonant sound two or 

more times in a sentence:  

Brilliant Barbados (BARBADOS)  

Hấp dẫn và thân thiện (PHÚ YÊN)  

Alliteration helps the slogans achieve the strong beating 

rhythm needed to make it a repeatable sentence. By so doing, the 

sentences are more slogan-styled. They can be easily remembered by 

the audience.  

4.3.1.3. Rhythm 

Rhythm EDSs may be achieved by an extensive use of 

euphonic tools such as assonance, alliteration and rhyme as well as 
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by the alteration of stressed and unstressed syllables. The slogans 

with rhythm create an easier way for your readers to process that 

information.  

Fall in love with Louisiana all over again (LOUISIANA)  

Great Faces. Great Places (SOUTH DAKOTA)  

When you're here, then you're home (PANWEE)  

Vietnamese is considered a single tonal language which uses 

tones mainly to differentiate or inflect words. For that reason, 

Vietnamese metrical rules are not only based on the repetition of 

consonants and vowels, but they also employ tonal phonemes as a 

way to create puns and catchy sounds. 

Vi vu trên biển, thám hiểm đảo xanh (HÒN THƠM) 

Du lịch Hải Dương, thân thương quyến rũ (HẢI DƯƠNG)  

Bảo tồn lịch sử, gìn giữ hồn quê (KDL XẺ QUÝT)  

In general, the rhythm makes the slogans a memorable and 

repeatable sentence. 4.3.2. Syntactic stylistic devices 

4.3.2.1. Parallelism  

Parallel constructions are commonly used. They contribute 

to building the rhythm that has been developed at the phonological or 

lexical level.  

Experience The Past, Taste The Future (WARWICK)  

Live it, love it (LEEDS)  

When you're here, then you're home (PANWEE)  

Kinh đô xưa, trải nghiệm mới (HUẾ)  

Bảo tồn lịch sử, gìn giữ hồn quê (KDL XẺ QUÝT)  

The slogans emphasize the outstanding beauty of places via 

the stylistic device of parallelism. The structure of the figure gives 
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slogans a beautiful sense of balance and rhythm, most importantly 

clarity to the sentence.  

4.3.2.2. Repetition  

Repetition prominently appears in EDSs, primarily in 

parallel structure.  

Great Faces. Great Places (SOUTH DAKOTA)  

Big County, Big Skies, Big Future (LINCOLNSHIRE)  

Thanks to repetition, slogans increase the harmonization and 

rhythm. Moreover, repetitions highlight, emphasize the repeated key 

words, which makes the slogans become more impressive and 

persuasive. 

4.3.3. Semantic stylistic devices 

4.3.3.1 Metaphor 

When using a metaphor, two seemingly unrelated things are 

compared by stating that one is the same as the other; this helps to 

see the similarities or connections which would remain unrevealed if 

no by metaphor.  

Kingdom of life (FIFE)    

A jewel in Scotland's crown (WEST LOTHIAN)  

Following are metaphors found in data which described the 

destination clearly: 

When you're here, then you're home (PANWEE)  

Visit Nebraska. Visit Nice (NEBRASKA)  

It’s Beautiful - it’s Pakistan (PAKISTAN)  

In above instances, “home” is used to refer to destinations 

Panwee. This implicit comparison can be explained that although 

tourists experience new things in new places, they still feel safe, 

comfortable as they are home.  
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Similarly, the destinations in Vietnam are implicitly 

compared to “thiên đường” - an idealized place in which there is 

only peace, happiness and contentment or “hòn ngọc” - a precious 

stone that is used in jewellery and is extremely valuable.  

Thiên đường nhiệt đới (VINPEARL SAFARI)  

Hòn ngọc giữa thiên nhiên (PARADISE ĐẠI LẢI RESORT)  

Metaphor is an efficient tool in destination slogans 

4.3.3.2. Simile 

Destination slogans make use of the simile to refer places to 

an abstract, unspecific concept. 

Feels Like Coming Home (MISSISSIPPI)  

It's like a whole other country (TEXAS)  

There’s nothing like Australia (AUSTRALIA)  

The simile in Vietnamese slogans is presented in following 

instance: 

Thuần khiết như hồn sen (ĐỒNG THÁP)  

4.3.3.3 Personification 

Firstly, the figure of speech was used to portray the 

destination as capable of carrying out an action.  

It will never leave you (PANAMA)  

Trân trọng quá khứ -  Kết nối hiện tại - Hướng tới tương 

lai (BẢO TÀNG HỘI AN)  

Sencondly, some other attributes were personified with 

features of lively entity, as in:  

Where Happiness Finds You (Fiji)  

Đồ Sơn - Biển gọi (ĐỒ SƠN)  

Lastly, some human qualities were used to describe 

destinations, as in following examples: 

https://www.urbandictionary.com/define.php?term=contentment
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Happiest place on Earth! (DENMARK)  

Hấp dẫn và thân thiện (PHÚ YÊN)  

Quyến rũ thác Dalanta (THÁC DALANTA)  

By using personification, tourists would probably feel closer 

to the destinations. It would by large chance promote the 

communication power of the slogans. 

4.3.3.4. Antithesis 

In some instances, antithesis emphasizes the idea of contrast 

by parallel structures of the contrasted phrase such as “past” vs. 

“future”, “xưa” vs. “mới”. The combination of antithesis and 

parallelism adds balance, rhythm and effectiveness to slogans.     

Experience The Past, Taste The Future (WARWICK)  

Kinh đô xưa, trải nghiệm mới (HUẾ)  

4.3.3.5. Hyperbole 

The destination slogans analyzed in this study show a good 

use of hyperbole that tends to paint an appealing image of the 

destination countries.   

Where the dream comes true (DISNEYLAND)  

All Within Your Reach (UNITED STATES)  

A Million Different Journeys (PAPUA NEW GUINEA)  

In Vietnamese:  

Báu Vật của Trời (SUN PREMIER RESORT)  

Thiên đường có thật ở Hòa Bình (BA KHAN)  

Since hyperbole tries to describe something exaggerated than 

it really is, the use of exaggerated statements on those destination 

slogans above is to put emphasis on the particular features that 

tourists are impressed immediately.  
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4.4. SIMILARITIES AND DIFFERENCES IN DISCOURSE 

FEATURES OF DESTINATION SLOGANS IN ENGLISH 

VESUS VIETNAMESE 

4.4.1. Similarities and Differences in Lexical Features  

Table 4.2. Lexical Choices in EDSs and VDSs 

Type 
English Vietnamese 

Occurrence Percent Occurrence Percent 

Trigger verbs 30 25.6% 13 22.8% 

Adjectives 53 45.3% 37 64.9% 

Pronouns 28 23.9% 1 1.8% 

Numerals 6 5.1% 6 10.5% 

Total 117 100% 57 100% 

Figure 4.1. Lexical choices in EDSs and VDSs 

 Similarities:  

Both EDSs and VDSs copywriters employed elements in 

lexis such as triggering verbs, adjectives, pronouns and numerals.  

 Differences:    

In VDSs, adjectives take up the highest frequency with 

64.9%, but in English ones, it occupies a smaller percentage. 

In English, pronouns are found to be considerably more 

frequently used in EDSs (23.9%) than in Vietnamese ones (1.8%);  

Numerals in VDSs appear with a higher percentage than in 

EDS ones (10.5% vs. 5.1%).  
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4.4.2. Similarities and Differences in Syntactic Features 

Table 4.3. Clause types in EDSs and VDSs 

Type 
English Vietnamese 

Occurrence Percent Occurrence Percent 

Declarative 23 17.6% 5 6.3% 

Imperative 34 26.0% 7 8.8% 

Interrogative 0 0.0% 0 0.0% 

Incomplete 74 56.5% 68 85.0% 

Total 131 100% 80 100% 

                  Figure 4.2. Types of Clauses in EDSs and VDSs 

 Similarities:  

The EDSs and VDSs both employed three clause types: the 

declarative, imperative and incomplete clauses. Incomplete clauses 

were by far the most common clause type in both languages (57.5% 

in English, 87.9% in Vietnamese).  

Both English and Vietnamese destination slogans share the 

same syntactic patterns in using incomplete clauses which are often 

short, simple and minor.  

Another similarity is both EDSs and VDSs used punctuation 

marks such as colon, full stop, dash, etc. to separate a clause into 

small, ungrammatical parts. 

 Differences:    

The main difference of EDSs and VDSs in term of syntax is 

the proportion of three types of clauses. VDSs prioritized the use of 

incomplete clause, which make up exactly 85% of total number of 

clauses.  
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     4.4.3. Similarities and Differences in Stylistic Features 

Table 4.4. Stylistic devices in EDSs and VDSs 

Stylistic devices 

English Vietnamese 

Occurrence Percent Occurrence Percent 

Alliteration 19 17.8% 7 11.9% 

Rhyme/Rhythm 16 15.0% 11 18.6% 

Parallelism 19 17.8% 8 13.6% 

Hyperbole 12 11.2% 11 18.6% 

Personification 11 10.3% 10 16.9% 

Metaphor 10 9.3% 7 11.9% 

Repetition 11 10.3% 1 1.7% 

Antithesis 4 3.7% 3 5.1% 

Simile 5 4.7% 1 1.7% 

Total 105 100% 59 100 % 

 Similarities:  

All stylistic devices above appeared in both EDSs and VDSs.         

At phonetic level, the outstanding stylistic devices found in 

EDSs and VDSs are alliteration, rhyme and rhythm. All of them are 

the technique of playing with the word sound, which makes the 

slogans sound smoother and are easier to remember.  

Next, parallelism was the syntactic stylistic devices which 

commonly appeared in EDSs (17.8%) and VDSs (13.6%). The 

parallelism adds balance and rhythm to the slogans by the same 

syntactic words repeated. 

In term of semantic stylistic devices, metaphor, hyperbole 

and personification were significantly found in both EDSs and VDSs 

and they are share the relative same percentage. Antithesis and simile 

were also applied in both languages but for low percentage.  

 Differences:    
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Although EDSs and VDSs both employed phonetic 

techniques to create the harmony in sound sequences, EDSs 

combined different euphoric tools such as alliteration, rhyme to 

create rhythm. On the other hand, VDSs used the feature of singe 

tone language to make catchy sounds. 

Lastly, as can be seen from the table, in term of syntactic 

stylistic devices, repetition was found in 10.3% of all stylistic 

devices in EDSs but only 1.7% in Vietnamese data.  

Chapter 5 

CONCLUSIONS AND IMPLICATIONS 

5.1. CONCLUSIONS 

In term of lexical choices, adjectives have the most 

occurrences at lexical level in both EDSs and VDSs. 

Evaluative/emotive and descriptive ones were used the most. Such 

adjectives played an essential role in captivating tourist’s emotion 

and drawing up appealing images of destination.   

The result revealed that, slogan creators made used of trigger 

verbs as a strong call to action, persuading people to visit the places.  

The analysis also demonstrated that the remarkable use of 

personal pronouns like “you”,“we” or possessive pronoun “your” in 

EDSs helps to narrow the distance between the tourist and the 

destination. On the other hand, this part of speech seldom appeared 

in Vietnamese data.  

Although numerals were found little in both English and 

Vietnamese data, they proved the strong effect on tourists, for 

instance, slogans “100% Pure New Zealand” (New Zealand) or “Một 

điểm đến, hai di sản” (Quảng Nam). 
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In terms of syntactic aspect, declarative clause form was 

used as a way of confirming the real beauty of the place. Next, using 

imperative clauses makes the slogans mean offering invitation and 

experience to the tourist. Interrogatives clauses were completely 

absent in both English and Vietnamese data. In contrast, incomplete 

clauses abounded in the data, with highest occurrence in both EDSs 

and VDSs, which showed the typical syntactic feature of destination 

slogans, short but informative.  

About stylistic devices, both of two languages make full use 

of stylistic devices to create an effective slogan. Rhyme/rhythm, 

parallelism, personification, hyperbole and metaphor are the 

common stylistic devices. Although antithesis and simile make up 

small proportion, they proved to create special impacts on readers. 

From the data and discussion, there are similarities and 

differences between EDSs and VDSs. They have shared common 

features in terms of lexical choice, syntactic structure and stylistic 

devices mentioned above.  

However, some differences were also found in this study. 

First, the frequency of personal pronouns in EDSs is much higher than 

that in VDSs. The reason is that the system of Vietnamese personal 

pronoun is more complicated. Moreover, in terms of clause type, 

incomplete clause showed the dominant use in VDSs. Lastly, while 

EDSs combined different euphoric tools such as alliteration, rhyme to 

create rhythm, VDSs used the feature of singe tone language by 

alternating between high and low times to make catchy sounds. 

It can be concluded that all of discourse features contribute 

greatly to the persuasiveness and attractiveness of the destination 
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slogans and provide advertisers with more ways to strike a deep 

impression on readers.  

5.2. IMPLICATIONS FOR THE USE OF LANGUAGE IN 

CREATING DESTINATION SLOGANS IN VIETNAM 

5.2.1. Implications for Learners 

The result of this study will help the learners get the useful 

knowledge of the contrastive analysis of destination advertising slogans 

in terms of the lexical, syntactic and stylistic devices. As a result, they 

can enhance their skills of writing efficient advertising slogans. 

5.2.2. Implication for slogan copywriters 

Copywriters will know how lexical choices work, how 

syntactic structures used and in what way stylistic devices affects the 

readers’ attitude.  With the useful knowledge of destination slogans, 

advertisers can create them effectively and naturally. 

5.3. LIMITATIONS OF THE SUTDY 

The thesis only focuses on some typical discourse features in 

terms of lexical, syntactic, and stylistic features of destination 

slogans so it has not reached the expected depth as it should. 

The limitation of Vietnamese data may partly lead to a valid 

research result. 

There will be inevitable minus of the study due to limited 

time and knowledge of researcher in this field.  

5.4. SUGGESTIONS FOR FURTHER RESEARCH 

Suggestions for further research could be: 

- A Contrastive Study of the Adjective Frequency in 

Advertising slogans in English and Vietnamese. 

- An Investigation into Linguistic Features in School Slogans 

in English and Vietnamese. 


