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This article investigates the persuasive and expressive potential of multisemiotic
means and strategies within tourism advertising discourse. The study aims to
explore how the interaction of verbal and visual elements contributes to the
effectiveness of promotional messages by appealing to the recipient’s emotions,
imagination, cultural awareness, and decision-making. Tourism advertising,
as a form of mass communication, frequently employs a combination of
linguistic tools (evaluative vocabulary, imperatives, metaphor, hyperbole, and
code-switching) and visual resources (composition, culturally loaded imagery,
etc.) to achieve communicative goals such as attracting attention, generating
interest, and encouraging action. The paper adopts a multimodal discourse
analysis approach to identify how these semiotic modes work together to
construct meaning and influence the target audience. Particular emphasis
is placed on the semiotic principles of authenticity, semiotic economy, and
cohesion, which guide the integration of textual and visual components into
a coherent message. The study analyses a selection of tourism advertisements
to reveal how verbal and visual codes function synergistically to enhance
persuasive appeal. By focusing on specific cases that illustrate culturally
embedded messages, identity-building techniques, and emotional appeals, the
article demonstrates that multimodality not only enriches the communicative
value of advertising but also fosters a stronger sense of connection between the
product, the brand, and the potential consumer. The findings may contribute
to further research on semiotics, advertising linguistics, and cross-cultural
marketing communication.
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Y crarTi JOCHIDKYeThCSl TEPEKOHIMBUN Ta EKCIPECUBHUI MOTEHIial
MYJIBTUCEMIOTUYHUX 3aC001B i CTpaTeriil y pekIaMHOMY JUCKYPCi TYpUCTHUHOT
cthepu. Metoro pobOTH € 3’ACyBaHHS TOTO, SIK B3a€MOJisi BepOalbHUX 1
Bi3yaJbHUX EJIEMEHTIB cCHpusie e(EKTUBHOCTI PEKIAMHOIO MOBiTOMIICHHS,
amemioldl 0 eMOIiH, ysBH, KyabTYypHOI OOI3HAHOCTI Ta MOBEIIHKOBHX
peakuiif penumieHTa. TypucTuuHa peknama sik (opMa MacoBOi KOMyHikamii
HIMPOKO BHUKOPHCTOBYE KOMOIHAIII0O MOBHUX 3ac00iB (OIliHHA JICKCHKA,
iMneparusy, MeTadopa, rinepdosa, 3MiLITyBaHHS KOAI1B) Ta Bi3yalbHUX PECypCiB
(KOMMO3UIIis, KYJIBTYPHO MapKOBaHi 300pa’ke€HHsI TOIO) JUI JOCSTHEHHS
KOMYHIKaTUBHMX IiJied — NPUBEPHEHHs yBarW, 3alliKaBICHHS X MOTHBALil
g0 aii. Y JIOCHifKEeHHI BUKOPUCTAHO METOIU MYJIBTUMOJANBHOTO aHAJI3y
JIUCKYPCY 3 METOI BUSBIICHHS, SK Pi3HI CEMIOTHYHI MOAYCH B3aEMOJIIOThH
Juis TOOYJJOBM 3HAUCHHS Ta BIUIMBY Ha IUIbOBY aynuTopito. OcoOnuBy yBary
MPUJIIIEHO CEeMIOTMYHHM MPHUHIMIIAM aBTEHTHYHOCTi, €KOHOMIi Ta Koresii,
SKi 3a0e3MeuyroTh Y3TrOKEHICTh BepOalbHUX 1 Bi3yaJlIbHUX CKIIQTHHUKIB
y MeXax IUJIICHOTO peKJIaMHOro moBimomieHHs. Ha mnpukmami noGipku
pPEKIaMHUX MaTepialiB MpOaHaNi30BaHO, SK MOBHI Ta 300paxalbHI KOau
B33a€MOJIIIOTh Y JOCSTHEHHI MepCcya3suBHOTO e(eKTy. JloCHiKeHHS MOKasye,
1110 MyJIBTUMOJAJIBHICTE He JIHIIE 30arauye KOMyHIKaTHBHY IHHICTh PEKJIaMHy,
a i crnpusie (HOPMYBaHHIO IMUOLIOTO 3B’SI3KYy MiX NPOAYKTOM, OpeHIoM i
MOTEHUIHHUM cnokuBadeM. OTpUMaHi pe3yiIbTaTH MOXYTh CTaTH OCHOBOIO
JUISL TIOJANIBINUX JTOCTIUKEHb y cepi CeMIOTHKH, PEKIaMHO] JIIHTBICTUKH Ta

MDKKYJIBTYPHOI MApKeTHHIOBOT KOMYHiKaIii.

The statement of problem and literature review.
The study of the emergence and functioning of mul-
timodality is one of the leading trends in modern lin-
guistics. Various aspects of this issue are discussed in
the studies related to discourse and communication.
The role of multimodal research in understanding
human communication is highlighted in [Jewitt, Beze-
mer, & O’Halloran 2025]. The authors argue that lan-
guage plays different roles depending on the cultural
background of the interlocutors and the communica-
tive context. A valuable complement to this study is
the discussion of multimodal competence in relation to
digitalization and other social changes affecting vari-
ous discourse environments [Bonsignori 2022]. While
multimodality is present across a wide range of crea-
tive genres in mass media communication, the inter-
play of words and images is particularly prominent in
advertising, where figurative language significantly
shapes the discourse [Sobrino 2017]. The persuasive
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multimodal appeals of advertising are especially nota-
ble in television commercials [The Multimodal 2013]
and travel advertising industry [Francesconi 2014].
Despite the growing scientific interest in communi-
cation processes, the role of multimodal means and
their argumentative potential in mass communication,
advertising in particular, remain unresolved.

The relevance of the research is determined by the
fact that contemporary humanitarian thought focuses
on language as an adaptive system shaping the cul-
tural-semiotic component of social consciousness.
In their studies, linguists are shifting from structural
descriptions of language to various types of social
contexts in which language develops and functions.

The purpose of the article is to address multisemi-
otic nature of tourism advertising and analyse a set of
means used to enhance expressivity and persuasion.
The second objective is to examine particular cases of
adverts integrating visual and verbal means.
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1t is hypothethised that the multisemiotic nature
of advertising manifests in several ways: firstly,
contemporary adverts and commercials creolize
visual and verbal codes to enhance their impact on
recipients; secondly, they employ signs from differ-
ent languages to capture the audience’s attention and
appeal to individuals of diverse linguistic and cul-
tural backgrounds. Therefore, we suggest that mul-
timodality and multilingualism are two key features
of creolized texts that underpin their multisemiotic
nature.

Data and methods. The data including 35 creo-
lized advertisements selected from mass media pub-
lished and Internet sources, were subjected to multi-
modal discourse analysis and examined with the help
of contextual and interpretational methods to identify
the communicative meanings realized in the adver-
tising, as well comparative analysis to establish com-
mon and distinctive features of specific advertising
texts, and content analysis for the interpretation of
advertising texts.

Results and Discussion. One of the types of
modern mass communication is advertising, which
effectively transmits information from the seller of
goods or services to the consumer. Advertising dis-
course is integrated into various spheres of social life
and, through them, into a wide range of thematic dis-
courses, including the field of tourism. Tourist adver-
tising discourse can be defined as a communication
process that results in an advertising product — a mes-
sage about a tour, trip, vacation, historical sights, and
other tourist attractions.

Tourist advertising discourse is aimed at shaping
the company’s image, attracting consumer attention,
stimulating interest in travel, and eliciting a positive
response from the recipient of the advertisement.
These objectives are achieved through various means:
printed advertising materials (such as travel guides and
brochures) as well as online resources (blogs, forums,
websites). Efficient discourse, particularly in tourism
advertising, should adhere to several key principles:
conciseness, precision, and logical cohesion.

The principle of conciseness maximizes the infor-
mativeness of advertising by conveying as much
information as possible in the minimum amount of
form. For example, New Zealand cruise advertise-
ments provide comprehensive details about departure
dates, the duration of cruises, prices, and types of
boats used (Figure 1).

FASTDEAL #35000
S-night New Zealand cnaise starting at $635 per
jpersont Departs Apel 7, 2026 on Princoss.

Jure 20, 2025

Daily Special

Figure 1. The Principle of Semiotic
Economy in Advertising (An excerpt from a
NewZealandCruises.com advertisement

[NewZealandCruises 2025])
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This principle of conciseness in advertising aligns
with the principle of semiotic economy — that is, the
strategy of using the minimum of semiotic means
within a limited space to achieve the maximum of
communicative impact. The efficiency of expression,
contextual reliance, and cognitive cost-effectiveness
for recipients are achieved through the creolized
diversity of semiotic means, including linguistic text
and visual imagery — such as variations in fonts and
colours, the use of numbers, capitalization, and punc-
tuation. The compactness of the utterance manifests
through the use of extended attributes (5-night New
Zealand cruise), participial constructions (cruise
starting), and ellipsis such as the omission of the arti-
cle ([a] 5-night New Zealand cruise), the subject ([1t]
departs), and the preposition ([oen] April 7).

The principle of precision allows an additional focus
on important details. For example, touristic destina-
tions or routes when specified by the certain toponyms
prevent geographical disorientation in the recipients
of the advertisements. Consider the case of “Things
To Do In Kaikoura NZ” (The South Islands Newest
Zipline Tour) [EcoZip Adventures, 2025], in which the
toponym Kaikoura is used to point to South Island. In
this advertisement, the semiotic strategy of code-mix-
ing reflects the seamless blending of two languages —
English and Maori — within the single utterance. In this
case, the use of the Maori place-name goes beyond
geographical reference and signals a bicultural identity
shared by advertisers and customers, while also reflect-
ing indigeneity and a sense of national pride.

Aligning with the semiotic principle of authenticity,
the strategy of code-mixing brings manifold benefits to
advertising, such as meaning enrichment, demonstra-
tion of cultural awareness and inclusivity, expression
of modernity and cosmopolitanism within the global
community, as well as increased expressivity, humour,
and emphasis: “While other people are reading their
morning paper at Heathrow kénnen Sie die Zeitung
in Hamburg lesen” (British Airways) [Goddard, 2002,
p- 29]. The well-balanced amount of English and Ger-
man components in the text iconically encodes cultural
balance (further discussed in [Kozlova, 2020, p. 275])
and reflects cosmopolitan identity. The code-switch-
ing in the advertisement clearly appeals to the glob-
ally minded and mobile audience. In addition, the
code-switching between two languages is used strate-
gically to create an impression of cultural and linguis-
tic competence in the audience, while also ironically
highlighting the contrast between ‘them’ (other peo-
ple) — still waiting to depart from Heathrow — and ‘you’
(Sie), who have already arrived in Hamburg.

Humour based on contrasts and oppositions is a
common technique in the advertising industry “As you
say goodbye to Ramsay Street, get ready to say G 'day
to Australial” (Tourism Australia) [Best Ads, 2025].
Thus, efficiency, speed, and reliability emerge as the
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core themes implicitly conveyed in the advertisement.
Ideas which are suggested but not directly communi-
cated guide the audience’s attention, subtly directing it
toward specific concepts, ideologies, and policies.
Apart from the attention-control strategy, the
semiotic principle of authenticity contributes to the
multimodal emphasis created by the combination of
multilingual text and visual imagery. For example, in
the advertisement for tours to Ayers Rock (Figure 2),
the advertisers prioritize multilingual references to
the tourist landmarks, such as the English Ayers Rock
and the Australian Aboriginal Western Desert Lan-
guage Uluru, or the English the Olgas and Kata Tjuta
in Australian Aboriginal Language). The shift from
the visual image of Ayers Rock at the top of the multi-
lingual text below expands and deepens the message.

This tour from Ayers Rock Airport and Ayers
Rock Resort visits all the same sites as our
legendary 3 day tour like Uluru (Ayers Rock),
Kata Tjuta (The Olgas) and Kings Canyon.

Figure 2. The Principle of Semiotic Authenticity

(An excerpt from a Mulgas Adventure advertisement
[Northern Territory, 2025])

The principle of logical cohesion in advertising
ensures internal linkage within the verbal text and uni-
ties it with the visual component. As a result, the verbal
and visual imagery are harmonized to convey a single,
coherent concept. For instance, the Middle-Earth Itin-
eraries tour offers its customers to remove the border
between the real and the unreal (Figure 3).

The Lord of the Rings
filming locations

Step into anather world and visit the mary

Figure 3. The Principle of Semiotic Compliance

(An excerpt from a 100%Pure New Zealand advertisement
[100% Pure 2025])
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The effect of the integral fairy-tale concept is
achieved through textual continuity by several means.
First, lexical iteration is employed through the contex-
tual clustering of words related to the lexical field of
‘Fantasy’ (“another world”, “Middle-earth’). Second,
the text features a sequence of imperatives expressed
by action-oriented verbs denoting movement, creation,
and discovery (“Step ... visit... Make ...Find out...”).

A striking visual image complements the verbal
text, merging fantastical elements such as a hobbit
house with realistic ones like the green grass and the
flowers. The text and the image of the advertisement
are creatively combined to achieve multiple pragmatic
goals. To begin with, the connection between language
and visual imagery is complementary, supporting the
interpretation of the advert. In addition, the illustration
represents the culmination of the verbal image, con-
structing a temporal-subordinate relationship, as in the
implied structure: ‘when ... then’, that is ‘when you step
into another world of the Lord of the Rings location,
you will discover fantastic views’. Finally, the place-
ment of the image to the right of the text can be inter-
preted metaphorically by the participants in the mul-
timodal advertising discourse as representing ‘arrival
at the destination’, visually fulfilling the expectations
set by the verbal context. Therefore, the principle of
logical cohesion in multimodal advertising aligns with
the semiotic principle of compliance, ensuring consist-
ency between verbal and visual components to convey
a unified communicative intent.

In multimodal advertising discourse, various tech-
niques are used to shape audience’s perception and
influence their responses or choices. These include
argumentation and persuasion strategies, combined
with pragmatic linguistic tools and cultural or con-
textual references, which function together to guide
the recipient’s interpretation and reaction. Commu-
nicative strategies of argumentation and persuasion
oriented toward the addressee include, among others:

— appeals to action and consumer engagement, such
as encouraging the purchase of services (‘“The first catch
of the day is yours”, “We’ve saved the First Run for
You!”’ (Tourism Australia) [Best Ads, 2025], where the
possessive pronoun yours and the personal pronoun you
contribute to the personalization of the message);

— construction of a positive evaluative frame
through lexis containing inherently positive semantic
features (“incredible experiences that await ... across
the Tasman”, “a highly sought-after destination”
(Tourism Australia) [Best Ads, 2025]);

— elicitation of trust through verbs of perception
(“feel new”), cognition (“explore 14 feature destina-
tions”, “find ... attractions”), and volition or move-
ment and interaction (“Come Celebrate the Game”,
“take advantage of exclusive travel access to Aus-
tralia”, “emjoy all of the experiences and destina-
tions”) (Tourism Australia) [Best Ads, 2025];
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— expressive impact achieved via metaphor (“Be
the first to walk our red carpet’, i.e. ‘the red soil of
Australia’, “Our Country is Waiting), hyperbole
(“There is nothing like Australia”, “Australia has
Everything. Except You!”, “human experience evident
in every shot”), epithets (“authentic and honest expe-

rience”, “iconic locations”, “showcase landmarks and

experiences”, “epic holiday”), comparison (“deliver
the most original and memorable holiday you’ve ever
had”), and abbreviation (“8D escapes”, i.e. ‘eight-day
escapes’) (Tourism Australia) [Best Ads, 2025];

— instill of unique experience and sense of cul-
tural belonging through the use of regionalisms
(“Come and Say G’day!”, “The Otways”, “Its all
Good Down Under”), colloquialisms (“Knockout”,
“Bring the ‘Wow’ to the World”), expressive abbrevi-
ations (“Zune into Aus”), and other cultural markers
(“Visit the set of Dundee: son of a legend 90" (Tour-
ism Australia) [Best Ads, 2025].

Conclusions. Multimodal advertising discourse is
created to facilitate communication between advertisers
and consumers of tourism-related goods and services.
The communicative process is carried out through a

complex set of means that includes various tools for
generating a pragmatic effect — particularly expres-
sive-emotional impact, evaluative orientation, argu-
mentation, and suggestion. Each component is carefully
selected based on the chosen strategy and is employed
with a specific aim: to attract attention, generate interest,
create desire, and prompt the recipient to take an action.
The verbal and visual aspects are interrelated and exert
a powerful influence on the target audience. In the ver-
bal part of the advertisement, elements of influence may
include wordplay and the combination of associative
and logical components. The use of visual tools — such
as special fonts, color schemes, and images — not only
draws consumer attention but also affects their mood,
impressions, decisions, and behavior. Communicative
strategies of argumentation and persuasion in advertis-
ing align with the principles of multimodal text con-
struction and correspond to the semiotic principles of
economy, authenticity, and cohesion.

Further research should focus on the analysis of
interactions between various multimodal resources
in the effective construction of text-image advertise-
ments and related communicative genres.

BIBLIOGRAPHY

Publications, 2014. 200 p.
131 p.

PN Nk Wb

100% Pure New Zealand, 2025. URL: https://www.newzealand.com/in/feature/middle-earth-itineraries/
Best Ads ontv.com, 2025. URL: https://surl.li/bcnvgr

Bonsignori V., Crawford Camiciottoli B., Filmer D. Analyzing Multimodality in Specialized Discourse
Settings: Innovative Research Methods and Applications. Malaga : Vernon Press, 2022. 200 p.

EcoZip Adventures, 2025. URL: https://www.ecozipadventures.co.nz/kaikoura/

Francesconi S. Reading Tourism Texts: A Multimodal Analysis. Bristol, Buffalo, Toronto : Channel View

Goddard A. The Language of Advertising: Written Texts, 2nd ed. London, New York : Routledge, 2002.

Jewitt C., Bezemer J., O’Halloran K. Introducing Multimodality. New York : Routledge, 2025. 198 p.
Kozlova T. Efficiency of Business and Intercultural Communication: Multilingual Advertising Discourse.

Conference: Il International Scientific Congress Society of Ambient Intelligence 2020 (ISC-SAI 2020).
Vol. 129. Atlantis Press, 2020. P. 272-278. DOI 10.2991/aebmr.k.200318.034

9. NewZealandCruises.com, 2025. URL: https://surli.cc/mvcnvr.

10. Northern Territory Tourism NT, 2025. URL: at https://surl.lu/mvioha.

11. Sobrino P. P. Multimodal Metaphor and Metonymy in Advertising. New York, Amsterdam : John Benjamins

Publishing Company, 2017. 229 p.

12. The Multimodal Analysis of Television Commercials / ed. by Speck B. P., Saz-Rubio M. M., del (eds.).

Valéncia : Universitat de Valéncia, 2013 . 218 p.

REFERENCES
1. 100% Pure New Zealand. (2025). Middle-earth itineraries. https://www.newzealand.com/in/feature/

middle-earth-itineraries/
Best Ads on TV. (2025). https://surl.li/bcnvgr

Bonsignori, V., Crawford Camiciottoli, B., & Filmer, D. (2022). Analyzing multimodality in specialized
discourse settings: Innovative research methods and applications. Vernon Press.
EcoZip Adventures. (2025). https://www.ecozipadventures.co.nz/kaikoura/

Goddard, A. (2002). The langua%e of advertising: Written texts (2nd ed.). Routledge.

Jewitt, C., Bezemer, J., & O’Hal

oran, K. (2025). Introducing multimodality. Routledge.

2
3
4.
5. Francesconi, S. (2014). Reading tourism texts: A multimodal analysis. Channel View Publications.
6
7
8

Kozlova, T. (2020). Efficiency of business and intercultural communication: Multilingual advertising
discourse. In Proceedings of the Il International Scientific Congress Society of Ambient Intelligence 2020
(ISC-SAI 2020) (Vol. 129, pp. 272-278). Atlantis Press. https://doi.org/10.2991/aebmr.k.200318.034
9. NewZealandCruises.com. (2025). https://surli.cc/mvcnvr
10. Northern Territory Tourism NT. (2025). https://surl.lu/mvioha
11. Sobrino, P. P. (2017). Multimodal metaphor and metonymy in advertisiig’. ZJ ohn lBenj amins Publishing Compan]y.
al ana s

12. Speck, B. P., & Saz-Rubio, M. M. del (Eds.). (2013). The multimo

Universitat de Valéncia.

Moga. Jliteparypa. ®oxpkiop. Ne 1 (2025)

lysis of television commercials.

ISSN (print): 2786-6408
ISSN (online): 2786-6394



