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SUMMARY:

This Dissertation focuses on original Greek and translated English omlitienodaltexts from the
domains of tourism andulture produced or copyrighted between 29 It aims to examine
possible fluctuations between the two language versiansrderto determine the extent to which
translationmay bean important reconstructive factor the process ofational iderty creationin
contemporanyGreeceTo do sg it engages with narratives and discourses of nationalism and explores
the relationship between national identity and discourse within the framework of narrativity and
hegemog.

After delving into an interdisciplinary literature reviewhich draws on Translation Studies (TS),
discourse theory, identity research, branding and marketing studies as well as nationalism theory
textual datas extractedrom three highpopularity Greek website@.e. Visit Greece, the Acropolis
Museum and the National Archaeological Museum of Athemsich are available both in Gred€kL)

and EnglisHEN) and follow the EL to EN translation process.

The aalysiscarried outfollows a Critical Narrative Analysis padigm drawing both on Critical
DiscourseAnalysis and narrativityand focuse on multimodal and textual featureSiscussion of
results leads to theonclwsionthat translatiomloes not seem to laemajor reconstruction force regarding
Greek nation imagand identity in thevebsites studied, as ST and TT narratives are almost identical
with only minor fluctuations. Greece is depicted by means of its past and present, while heritage and
continuity are core to the identitgonstruction at the same timeprocesses of stereotyping,
commodification and identity attribution are also evigdastseen in the examples provided

Hence, tlis study contributes to TS by examining the role of translation in discursive identity
construction and by providing an intesciplinary method of analysis. At the same time, it offers new
insighs into questions of national identity and nationaligarticularly about Greece
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And | am bringing you the news.
In India, in the city of Kolkata
They stopped a person

They chained a walking person.

This is why | dondt bother

To lift my gaze to the starlit sky
What if the stars are far and our earth is small

I domdbdt ca

What I find to be more
Incredible, astonishing, mysterious and grand
Is a person walking
Being stopped.

| t @ersoreing chained.

-Nazim Hi kmet, from AWhy did Banerjee
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1. Introduction

Individuals learn about their national identity from a wezarly age through school, family,
socialisation, books and the internet. These domains of experience are bound to specific multimodal
discoursegi.e. textual, visual, auditory, ejahat may appear in their native language or in translation.

In many national communities, they are bound to receive a plethora of messages about past glory,
patriotism, love for the flag, hate for the invader and many more narratives that have acqurnaatsth

of a status quo through systematic dissemination by dominant powers (Baker, 2005, 2006). Greece is
no exception: Greeks, myself included, learn about Alexander the Great and his allegedly peaceful
march towards the east of Ancient Macedonia. Védaurght to admire the city of Ancient Athens with

its false (however innovative) democratic political system and glorious architectural/cultural production
without no reference t o oppressionWs mdniel@nthe Bywantne e r y
Empire considering it a purely Greek success story and we are introduced to myths about the Olympian
Gods and their heroic feats. Greek school curibighlight national glory, focusing on the pastd

nation continuity at large (Athanasiadou and Figgou,027) History textbooks hardly discuss
contemporary history and the post WWI and WWII situation in the coufdnfrom this, contemporary
notions such as social solidarity and crbesder cooperation do not find their way into mass conscience
seeing thaeducation is ethnocentric at large (Chalari and Georgas, 2016). As a result, the identity
formulated focuses on the past to a large degree without enough space to be enriched, while also lacking
fluidity, i.e., the quality of identities to develop, charand be affected, whichase of the core features

of human identitylvanic, 2006; Sunderland, 2010).

In Europe patrticularlyand in the case of Greeeaore specifically contemporary societies rarely
engageen massen overt patriotic acts of land peattion or other similar feats that would directly
pertain to the ideas of nationhood as described above. This means narratives around the idea of nation
mostly relate to other channels of communication, practice and thematic domain. Tourism is such an
exanple, as it has become a national product, main field of employment and national pride for Greece.
Through this narrative dissemination and identity (re)construction process, Greeks learn to love the sea
and the blue sky, they learn that there is no plkeeGreece, and feel awe upon seeing the ancient
ruins, acquiring sentiments of superiority (Chalari and Georgas, 2016). Nevertheless, native discourses
around nationhood are not the sole source of identity construction. Greece, as a largely touristic
destnation, receives millions of visitors that have formulated their own preconception about the Greek
nation image and identity. Through original texts and translationsGneakspeaking visitors are fed

a series of narratives around Greece and its peoptle by Greek and foreign media and institutions.

In turn, the Greek population learns to anticipate the millions of tourists who visit with their own ideas
about Greece: some of them visit for the glorious antiquity, others visit for the seas ayie lietst
All these national/cultural traits become promotional elements and are in some ways detached from the
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very O0Greekness 0 sindethey are utilispdars (dedtiingtionrbahdithg campaigns

within the tourism domain. As | will also disss in more detail under section 2.4, tourism is one of the

most important domains of financial activity worldwide and the largest industry for Greece, employing

al most a fifth of the countryods popul a@dalsae ( SETI
involved in activities that relate to touristic/cultural offe@nfom waiters and ferry boat captains to

museum curators and translatbrand they actively engage, no matter whether knowingly or not, in a

nation image construction process.

The mrticularities of this process of narrative construction, and the crucial role that translation
inexorably plays in it, is the starting point of laiDDissertation, in which | aim to study the (re)writing
of Greek national identity through online Greelompotional campaigns on three leading touristic
websites in Greek and English, i.e. Visit Greece, the Acropolis Museum and the National
Archaeological Museum of Athens, looking particularly at how both language versions may affect the

way Greeks see themsek, as an outcome of discursive identity construction processes.

The focus on online instead of print campaigns is not coincidental, but it is based on the fact that
(desti)nation branding efforts are communicated to tourists mainly online and phieirtasit. Indeed,

since tourism is one of the main overt actions of identity communication or (desti)nation branding
(Anholt, 2005), multimodal digital promotion is the leading force behind narrative and image
construction. The growing demand for expeices deemed Odauthenticbdé <co
expectations of visitors lead to a process of bipolar mirroring; the destination both feeds and helps shape
narratives, yet at the same time, it is physically affected by dominant discourses (Urry & Lat4¢n, 20

As visitors, brands, states, locals and many more actors engage in this insatiable process of online
discursive production and consumption, the narratives circulating around a destination start acquiring
the status of metaarratives (Baker, 2005; 26)) meaning they supersede reality and construct a new
image that may or will replace the existing one, despite its degree of truthfulness. The importance of
tourism discourse to national identity (re)construction is large, particularly because therauigsmo

without discourse and more specifically there is no promotion without translation (Wodak et. al, 2009;
Lefevere, 1992). Although, in the case of Greece, there are indications discursive production also takes
place directly ina foreign language, amnly EnglishH, translation is still the norm in tourism
communication. In recent years, linguistic choices have proved to be of great significance in branding
and this fAincrease in the iIinterest and eavel opm
2012, p.147) means that linguistics are on the very core of branding and that translation exhibits an
equally great significance, as fundamental part of a multinational branding process that affects not only

a local yet a global image. Thus, lookitigough a financial frame of reference, the identification of

! Popular websites such as thisisathens.org and greeka.com publish content directly in English, while
discovergreece.com produces original content both in Greekmglih translating both ways.
13
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translation patterns offers the opportunity for further evaluating of branding success on behalf of the

institution that would authase the translation.

The translation of touristic and cultlitexts has received a lot of academic attention over the past thirty

years (Cappelli, 2008; Francesconi, 2006; Kefala, 2014; Malamatidou, 2018; Manca, 2016). Given the
importance of translation in promotional campaigns that thematically touch upon temdsoulture,

a significant number of scholars have delved into an analysis of textual data, studying language and
ideology under different perspectives, i.e. linguistic, marketing, financial, -potitical, etc. The

cultural and subsequent power turn Tnanslation Studies (Bassnett and Lefevere, 1992, 1998;
Tymoczko and Gentzler 2002) opened new avenues of research for projects focusing on the
examination of translation phenomena under a critical perspective, often shifting scholarly interest from

the micrecommunity of translation practices to the maeffiect of translations ral translators.

Combining TS with posMarxist theories on ideology, patronage and power relations has allowed the

field to progress into a much more radical understanding of translation that allows for exploring of
phenomena beyond language productionsgeras well as for engaging and promoting acts of active
resistance through academic research and transl
on 6rewritingdé has redefined the TS acadeemi c spe
works on the power relations existing between hegemony and the masses, in relation to discursive
production and translation. Schaffner (2004) presented a combined interdisciplinary approach to the
study of political discourse through TS, while Baker0Q202006) proposed an exegesis of dominant
narratives and the establishment of political power through language.

With regard to the study of tourism and language production/translation, Cappelli (2008) provided
useful insights regarding the effect of tskation practices on brand image and promotional success,

while Francesconi (2@) shed light on the discursive nature of tourism promotion, examining the
semiotic construction of tourism as a practice and field of promotion. Focusing particularly oa,Greec
Kefala (2014) discussed the function of pattern
translation fluctuations in order to contribute to thiscussionof identity construction, while
Malamatidou (2018) explored the wais which physical space was represented in tourism texts

produced in Greek and translated into English.

Similar data sethave also been studied by scholars in discourse studies. Among them, Thurlow and
Jaworski (2011) studied the concepts of authenticity and stereotyping globalised world through

tourism discourse, Zantides (2016) conducted content analysis on Cypriot Tourism organisation
advertisements to provide conclusions on the construction of Cypriot identity through the texts, and
Archakis and Tzanne (2009)tat mpt e d t o identify narratives p é

conversation analysis undeCaitical Discourse AnalysiSQDA) perspective.

14
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Despite the rising interest in tourism communicative practices, there has not been extensive research in
translatiorin the tourism domain. The few studies undertaken in the field mainly focused on phenomena

of translation equivalencéinguistic quality and marketing without fully considering the narrative

power of theSource Texts (STsAnd Target Texts TTs). That is tourism, as a powerful pool of
discourse, takes into consideration the vast audience it reaches both as a text and as a practice, and, by
so doing, it carries a series of messages that are important in identity shaping. The potential of Greek
STs in (regonstructing Greek national identity is deemed crucial based on existing CDA literature on

tourism practices and audience reception.

In this Dissertation, | propose that TTs can also have a meaningful effect on the construction of native
identity in the ase of Greece, seeing that TTs are part of the narrative circulation process (Baker, 2005,
2006). This means that translated texts may reach the native population through identity formation
processes of attribution and address (lvanic, 2006). Althoughld be argued that the Gresgeaking
population rarely engages directly with the TT content, narrative theory suggests that the messages
contained in these texts will reach the potential and actualGneek visitors. By means of tourist
experience andosialisation, both physically as well as digitallgs expressed in the capitalist
promotional sphere, these messages would typically be adopted by the tourism/cultural bodies and
authorities as well, in order to construct their brand image, based onorkignf audience
preconceptions. Significantly, given that Greek tourism as a -sotinomical practice is mainly
focused on incoming visitorand considering the effects of globalisation on destination branding and
tourism promotional discoursé is expeted that, at times, foreign conceptions of Greekness would
prevail over local understanding of native identity with respect to branding camp&iggdichotomy
between native and foreign perceptions of Greek national ideriggteyunderstoodvhen onsidering

i) one of the core aspects towards the formation of human identity, i.e. rejection of¢lewqulivanic,

2006), in that the way we view ourselves feeds upon and is feeding the way we view others, and ii) the
differing narratives to which thé&reekspeaking population residing in Greece is exposed in
comparison with the narratives communicated to-Goeek speakers residing outside Greece. Even if

we were to overlook the globalised tourism discourse narratives that are communicated towsach gro
and are evident in the STs and TTs that mirror audience preconceptions,ahargarative power of
everyday messages through socialisation, the media, politics, sports, etc. (Antg)lic@itute a

robust spectrum of branding practices thatp shape receiver perception of native and foreign

national identity.

Examining both STs and TTs provides us with a more comprehensive and original picture as regards
narratives around the Greek national identity. Studying these texts through theoptignslation
studies allows for an idepth appreciation of the degree of crlasguage and crosmultural
fluctuations, insofar as the produced identity is discursively constructed. Despgibeetttymentioned

circular narrativecreation nature of Ts, there appears to be a research gap in the field in this regard,
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as existing academic publications in the tourism translation field have not yet considered the potential
of English TTs in (re)forming domestic nation image and identity. | exploretttosigh the prism of
narrativity (Baker, 2005, 2006; Soudktanning, 2014) and CDA (Fairclough, 1992an Dijk, 1997;

Wodak et. al, 2009)focusing on three websites: Visit Greece (visitgreece.comd) theNational
Archaeological Museum (namuseum.gr), whiahe stateperated andhe Acropolis Museum
(theacropolismuseum.comyhich operates autonomously. The analysis of the possible narrative
fluctuations (STTT) in my data seis complemented by the study of narrativigs these welites
discussing the nati@l identity produced and highlighting nationalist tendencies. The study of what
Anderson (2006) has termed fiimagined communiti es
findings as nation branding is at the core of both tourism/culture promotobmational identity
construction (Wodak, 2011).

Exploring the abowenentioned points under an interdisciplinary approach ®fienovel practical
example of study within the premise of interdisciplinarity, aspiring to showcase the advantages of using
sucha methodology. At the same time, my study provides a fresh insight into the rather unexplored
field of Greek nation branding artie Greek language, highlighting the importance of language
production in marketing campaigns in relation to identity and inshg@ing by hegemonic powers.
What is more, exploring the means through which a nation is promotedeganl different
commodification and exoticisation processes possibly involved in nation branding campaigre|

asthe implications of these processon the native national identity through the messages disseminated
in said campaignd also aim to offer a weltructured model of analysis combining methodological
tools for a number of disciplines such as TS, linguistics, discourse studies, itheaargyand marketing
research, accounting both for multimodal and textual discourses. The model will allow for reproduction

and further development by scholars in the various disciplines upon which it touches.

This Dissertatiomas also scope for considble social impact, inasmuch adéals with a topical issue,

i.e. national identity and nationalism, which has been under a lot of discussesenmtyears in the
acadenma and also ithe public sphere. Examining the discourses betiisgghenomenon will provide
useful information both regarding the dominant powers behind the construamidnegarding the
construction process itself. This way, it will be possible to understand in more depth tha whigh
processes of nation constnact are functioning; and to be in a better position to tackle related
challengesparticularly as far as the chauvinist/extremist expression of nationalism is concerned. Last
but not least, this Dissertation has the potential to achieve economic ,irapaetthe main topic
explored, i.e. tourism, constitutes one of the most prominent financial fields not only in Graece,
globally. Shedding light on the practice of language production, translation and nation branding
production can offer valuable infortii@n to marketing officials about the produced narratives and the

role of translation in possibly (re)framing the original message, thus leading to economic loss or gain.
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In short the fundamental purpose of tlidgssertations to explore the wayig which the EnglisHEN)
translation of cultural/touristic promotional texisginally written in Greek (ELjnaycontribute to the
(re)construction of the Greek national identity and image from 2009 to 2019. In order to achieve this,
my interdisciplinary studglelves into an analysis of textual data on three different levels, i.e. Source
TextTarget Text (SITT), Websitevs. Website,and overall nation imageentity produced. Placing
Translation Studies (TS) and Critical Narrative Analysis (CNA) at the comeyafesearch, | reckon
narrative theory (Baker, 2005, 2006; Setanning, 2014) and discourse/language analysis theories
(Delin, 2005; Fairclough, 1989, 1992; Kress &fah Leeuwen2006;Van Dijk, 1993, 1997) to be the
theoretical and practical foundatiofthis study. Additionally, | draw on identity studies (Ivanic, 2006;
Sunderland, 2010), nation branding theory (Anholt, 2003, 2005), studies on nation and nationalism
(Anderson, 2006; Wodak et al., 2009), as well as tourism literature (FrancesconKa@@éra, 2007)

in order to attain research goals regarding theoretical, methodological and analytical purposes.

Starting with the following chapter, | present the fundamental concepts guiding this study. Through a
comprehensive literature review on tri@ti®n in tourism/culture settings, discourse and narratives, the
notion of identity construction, and finally tourism promotion and branding, | attempt to connect the
study of Greek national identity through promotional tourism/culture discourse todéeigéological
implications of nation construction, destination branding and narrative dissemination. The theoretical
framework discussed iG@hapter 2 spans across different disciplines to account for the multifaceted
phenomenon of tourism discourse proiiion and translation, as well as the identity construction
processes that are core to this study. Section 2.1 focuses on the translation of tourism and cultural texts,
introducing the culture and power turn in T$hénexpand on a discussion of ideology in translation,
zooming in the theory of rewriting, as Lefevere (1992) put it forward in his study of literary texts.
Expanding on the theory, | propose its applicat@mimybrid promotional texts;onsideringhat they ae

also a product of a power relationship between dominant bodies and common audience. The concept of
patronage guides my discussion with regard to audience design and the original Greek texts and English
translations produced by the hegemonic institutfoms which thecollectionof texts was extracted.

In section 2.2 | analyse the notion of discourse providing an exegesis of thefanetéd term as

applied in this study. Drawing on Critical Discourse theoriesprisiderdiscourse to refer to any
linguistic or nonlinguistic means that is used to convey a certain narrative through a possibly
multimodal interface, i.e. a text (Fairclough, 1993). Additionally, | explain that discourse is to be
understood as an ope&mded concept regarding the analysiseats {/an Dijk, 1997; Wodak et al.,

2009). Moving on to the discussion of texts and their discursive features, | investigate the hybrid nature
of thedata setmeaning that texts combine traits from both promotional and informative language to
construct he Greek nation image. Before proceeding to a discussion of nation and national identity, |
also lay out the fundamental features of the texts under consideration, highlighting the feature of

narrativity as proposed by Baker (2005, 2006) and Somers asdr3ib994,)to explain the evolving
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status of stories to dominant beliefs when disseminated through and by dominant institutions. These
ideas include the early capitalist notion of nationality and national identity that is explection

23,havingh der sondés (2006) work as a focal point. The
the rise of capitalism through mass printing and this relationship between mass media and
(re)construction still goes hand in hand. As a socially constructed pheooymetions are bound to

dominant ideologies produced by dominant institutions through language in use (Wodak et. al, 2009).

One such arena of linguistic production is (desti)nation branding as conducted through tourism/cultural
promotion. Section 2.4 digsses the connection of nation image with promotional activities, examining

the effect of commodified mass tourism (Kavoura, 2007; Zantides, 2016) and the tourist gaze (Urry and
Larsen, 2011) on nation image through online campaigns; a harrative dormsdeoea highly crucial

for meaningmaking and image formation (Anholt, 2005).

After establishing the core literature that would allow me to proceed to an informed research design in
order to study the specifics of Greek national identity in online STsTared extracted from
tourism/culture websites, and having manifested the need for further investigation in the topic, | proceed
to Chapter 3, where | present the main research questions and study objectives. Section 3.1 lays out
the specific questions guidimmy study and signifies the expected contribution this research aspires to
achieve at a societal, academic and ideological level. Studying, exposing and deconstructing the
hegemonic powers that manipulate society through discourse is one of the coesestd@DA
research and | abide by the paradigm of critical discourse analysts, applying the same objective ina TS
framework. Insection 3.2 | present thdata setextracted and provide a report detailing the data
collection process. In order to createaaogenouslata sethat would allow for a robust discussion, |
extracted both textual and operational data.ddtia setvas compiled by collecting webpages from the

Visit Greece, Acropolis Museum and National Archaeological Museum websites, which wedédou

fulfil my shortlisting criteria: (i) exhibiting an extensive translation attempt, (ii) following the EL to EN
translation process, (iii) thematically belonging to the domains of tourism and chiae being part

of Greek (desti)nation brandin(iv) having been published from 2009 to 2019, and (v) demonstrating

high popularity in terms of both physical and/or online visitors.

The final step beforpresenting and discussing rigdings is thearticulationand desigrof the model

of analysis In section 3.3 | draw on various (para)linguistic disciplines, such as translation studies,
branding and marketing communication, CDA, narrative analysis, multimodal discourse theory and
functional linguistics and | provide a detailed overview of the metlogy deployed to study thextual

data The model of analysis built for this study combines narrative theory with CDA in what has been
termed Critical Narrative Analysi&CNA) (SouteManning, 2014). CDA is useful in focusing on the
micro level of textuahnalysis, while narrative analysis helps provide insight into the macro practices
leading to and emanating from the discursive construction of national idéntityief, the model
includes three steps: 1) conducting multimodal analysis on the wehsigphages, 2) carrying out CNA
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with focus on the text and 3) doing comparativeTSTanalysis to determine the degree of fluctuations

between the two language versions and appreciate their ideological implications.

Step 1 uses visual analysis theories taystmultimodal elements such as videos, images, hyperlinks,
andUser Interfaceyl) elements, drawing on the work of Kress arah Leeuwen(2002, 2006) on

visual semiotics at largén Step 2 | investigate the following discursive instan@@sctors andrand
relationships: studying the discursive construction of relationships built between the nation, the visitors
and the native population and determining the assigned roles (Bielsa, 2012; Delin, 2005; Fairclough,
1989), (ii) brand reference temporal otigtion: examining the degree of orientation towards the past,
present or future when it comes to brand construction (Delds; 2dofstede, 2011; Wodak et al., 2009,

(iii) intertextuality: identifying intertexts and explaining their function as regam€dmstruction of a

wider discourse pool that can possible reinforce or enrich the existingnareddives (Austermuhl,
2014, and (iv) domi nanc ewevseyotamehiionships throtgh marrativesgy r e e
of superiority existing in thdata setas a discursive element of promotional discoasgeessed through
stereotypeshat is tied to nationalistic discourses and practices (Wodak et al., 2009:Nbautding,

2014). These themes can produce meaningful results as regards the narestremdied botim STs

and TTs, in relation to the national identity promoted, the degree of nationalism in the texts, as well as
the relationship built between Greece, Greeks and visitors. Manual CNA is complemented with the use
of the web toouDeV to determine the frequency of multimodal elements in the homepages, as well as
with numerical evidence on the frequency of discursive instances contemplated across websites and
language pairs. Finally, in Step 3, beyond studying all findings in languaggoisplaalso proceed in

a comparative analysis to unearth possible narrative and/or ideological fluctuations between the original

Greek text and the English translation.

Chapter 4 presents and discusses the results of the analysis. it8gn 4.1focuses orfindings
extracted through multimodal discourse analysis applied to the homepages of the websites studied,
while sections 4.2 to 4.5 discuss typical findings extracted based on the four narrative components
previously presented undsection 3.3. | present core themes identified through close-epeéed
analysis and provide relevant examples-{d1), numerical evidence and theme maps, accounting for

the extent of findings per instance and their subsequent vigour in providing meaocargfluisions.

In Chapter 5, | conclude bysummarisng the core findings antinking them to previous research
extending theoretical concepts-@sis my projectand model of analysis. The research questions are
approached on the ground of conclusionsaexéd and a wider discussion around the ideological and
sociopolitical implications of the phenomenon studied takes plachighlight the ways this

Dissertation contributes to TS under an interdisciplinary approach and explain how my findings fit in

2 uDev(Web Developer Toolbar) is a free web tool, used as a browser extension, which can be used to provide
analytics and metdata for webpages.
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the wider academic environment from which they emaniially, | consider the study limitations
briefly contemplating on possible soluticarsdl lay the groundwork for future research in greathat
could provide new and different insights, expandinghenmethodology adopted, thextsselected as
well as the foci of discussion.

After listing my references itChapter 6, using theAmerican Psychological Association (APA)
system, | includesix appendice#n Chapter 7 to provide additional visual representations of data and

relevant arguments.

3 Link to the APA website: https://apastyle.apa.org/
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2. Translation, Discourses, Identities and Tourism: Theoretical Perspectives

2.1 Translation in Tourism and Culture

The present study takes amerdisciplinary perspective within Translation Studies, encompassing
theoretical contributions from several academic fields such as linguistics, sociology and politics,
psychology, marketing and tourisim. what follows| begin by drawing on Translatidgtudies (TS)
examining the culture and power turn, the concept of translation and rewriting in connection with
ideology and patronagofinally examinetourism/culture translatiom relation withaudience design

in promotional web settings.
2.1.1 Culture and PowerTurn in Translation Studies

In TS, he study of language that extends beyond linguistic level would not have been possible without
the greatly influential work of Bassnett and Lef
TS paved the way for scholars to engage in a modejrth analysis of language and discourse that is
characteristic of a contemporary interdisciplinary stance, moving from text/lanmngiged research
to contextinclined research. Bassnett (1998) expairhi s fAshi ft of emphasiso a
study of the process of translation combined with the praxis of translating [that] could offer
a way of understanding how complex manipulative textual processes take place, how a text
is selected for translation, for examphdhat role the translator plays in that selection, what

role an editor, publisher or patron plays, what criteria determine the strategies that will be
employed by the translator, how a text might be received in the target sytet@3)

The O6culntburn alt rtoduced, defined and established T:
establishing a distinct academic field that has moved from its significantly linguistic past to a new
direction, i.e. from text to context, from micro approaches thaid@n the smaller units of language

and text to macro approaches that zoom out of the language and focus on what surrounds it. For instance,
drawing on the study of promotional texts to showcase the shifting analytical approach, Cui (2008)
consicerscontet to be relevant to the following elements: (i) substance: physical material that carries

or relays the advertisement, (i) music and pictures: they complement the text and carry additional
meaning, (iii) paralanguage: behaviour or style that affectahgulage, (iv) participants: individual
understanding and ideology, (v) cotext: texts that appear next to the text under discussion, (vi) intertext:
associated texts that are considered to be relevant to the text studied and (vii) function: the purpose of
the text as perceived by the actors involved (p.26). Through this listing, it is clear that the scholar

encompassalifferent levels of analysis and recognised the importance of context in TS.

Marinetti (2011), following the paradigm of Bassnett and Laey#992), defingtranslatiorasfi a f a c t
of history and a product of the target culture, and as such it cannot be explained through the mapping

of linguistic correspondence between languages or judged with respect to universal standards of quality
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andacar acyo (p.26). Although, translation, in the

considered to be a product of ttaeget culture (TG)but also a product of theource culture§C) in

the industry and publishing context, it is still cleatranslation theorists that an-athcompassing and
standardised model of translating and implementing quality control cannot exist under acemtiext
view of translation. With a similar understanding that widens the notion of translation and Enguag

Cronin (2002) advocas¢he need for interpreting practice and research to consider issues of culture, so

as to Aaddress explicitly questions of power an

situationso (p. 4he Importahes,of sich airesearch focgsrshift igchrnexctibn to
the research potential arising and the opportunity to showcase the importance of interpreting in society

as a communicative and sogiolitical tool.

This translocation of research and anal§stsis was not coincidental, but was triggered by the social
context. The postnodern era saw the rise of a number of social movements such @slposlism

and feminism. As a result of the pddarxist literature and social struggle, social sciencegedein

the study of society with a critical stance highlighting the need to focus on grave social issues and being
aware of the implications of their research and practice. This, also, had an impact on TS. For example,
Vermeer (1994) pstgreat emphasis dhe social role of translation practitioners and prosibte idea

of translators as social actors who should be aware of the implications of their choices and therefore are
called to be adequately informed about the potential consequences of thes. d&tjpending on the

crucial role of translation practice in society, Malamatidou (2018) highlights the lack of focus by
translators and/or authorising bodies on the intricacies of tourism discourse across languages and
cultures, as regards the translatmfih concepts and descriptions r el
TT. The scholar advocates fordepth crosgultural understanding as a tool that would contribute to
tourism, through translation, both as a social and as a financial domain. Sinmlaabgdemia, the

cultural turn promoted the idea that scholars take into consideration the social importance of research
as understood in the framework of social change and impact. The sociological turn also highlighted the
need for TS to research into thadler social context and investigate translation as a process that occurs

not only through visible, but also through invisible social channels (Wolf, 2007).

Combining sociecritical research and activism, TS subsequently moved to what has been termed, by
Tymoczkoand Gentzlef 2002) , as the oO6power turnd in transl

ithe study and practice of translation is inev

at

a
it

practices that reflect power structures withime wi der cul tural contexto (a

Page, 2017, p.3). The social role assigned to translation by Bassnett is one of the most prominent

declarations regardingthepssto d er n char acter of the di jideaspl i ne.

on the social role of translations and translators in the postcolonial world are also substantial. Tymoczko
(ibid) supporsthat the very act of translating is one of partiality. Consequently, every act of translating

enabl es tr anpateiathedakkectidiof ppwep the dangoing process of political discourse,
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and strategies for soci al changedo (p.24) within

resistance to power structures.

I nitiated by Foucaurldibesu 6(sl 9(8109 9 41)9 9v80)r ka nodn Bpoouw e r |
translation as having poweelated implications. This means that translation scholars have now shifted

to an even more detailed and deep investisagati on
TS tradition that encompasses the experience of the field and many of the methods and literature
produced throughout the history of the field, following lesjablished empirical developments.

Scholars are called to study the text, context, subitarttext as well as the interpersonal and power

relations with a critical stance. The outcome of research is not solely connected to the advancement of

the field, but to social contribution as well. Research is fed by real contemporary social chaliénges a

aims to study them, offering solutions and/or raising awareness about these phenomena and about the
role of translators in these phenomena (Baker, 2013, 2016; Tymoczko, 2000; Pym, 2012). Accordingly,
the present study f ol lamdmgestigate®issidep af identity ahdunatiordin t r a d
culture and tourism STT narratives. It adopts a critical approach to achieve social impact by informing

the public and stakeholders about the implications of translation as regards national imagdignd iden

as well as instances of nationalism in the selected pool of textual data (see Ghafterfocus is

placed on the treatment and (re)construction/production of collective national identity through the
translation of texts. Issues of translator iitgrand its relationship with the translation process, as well

as questions of national identity survival of minor or minoritised cultures/nations/languages through
translation fall beyond the scope of this study as the focus is placed on bureaucratic
institutional/hegemonic discourse; this means that the website and body authorities, and not the

translators, are considered to be the disseminators of narratives

This study examines thmssibleeffects of translatiomas promotional tool and linguistic ptae on the
Greek national identity, considering translation to be an institutional and/or narratively constructed
ideologybearing process via which identities can be (re)negotiated in the contemporary world.
Understanding the role of translation as aaqaractice, Cronin (2006) commerhat
the ways in which people represent themselves to each other and themselves is not just a
function of different histories; it is also bound up with the way in which in the

contemporary world, they are invited, encaged or obliged to participate in the economy
and the societyp.2)

The linguistic and societal aspect of translation combined can have a thorough effect on the produced
national identity and image, and studying exent and nature of possildlactuations between STs

and TTs can potentially reveal ideological stance and the analogous produced narratives (Sidiropoulou,
2012;Van Doorslaer, 2012). In this study, translation is understood as a filter through which language,
ideas, ideologies, coapts and meanings are negotiatejure 1 below illustrates the relationship

between translation and identity as understood here.
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Figure 1. Schematisation of the relationship between national identity and translation.

Significantly in the translationf@romotional tourism/culture material, the translation process tends to

be much less strict and literal than technical or legal documents for example. The core of promotion
lies in creawe flexibility, and the pursue dfis flexibility leads to translain shifts. It is important to

note that although almost every translation act includes shifts, in the discourse studied here, the initiator
of the shifts is usually the body responsible for textual production/translation (Kefala, 20114g.

same timeit is important to note that translation shifts do not always equal narrative/meaning shifts, as
these shifts may occur at mieliaguistic or crossculturallevelthat would produce identical narratives.
Narrative reframing is not always within the scapietranslation, regardless of the existence of
unavoidable shiftsThe narrative power of these bodies is such that, via translation, they can affect the
nation image produced and consequently alter the corresponding national identity, in an attempt to
attract visitors and become the leader of a globalised market (Cronin, 2006) that follows similar
textual/genre conventions and admittedly uses the same promotional language, i.e. English.
Nevertheless, the question of the use of English as a lingua fraheagiobalised world significantly

in translation (Bennett, 2007; House, 2014; Pym, 20@6hnot one to be investigated in this study, as

it does not fall within the scope of research questions, i.e. the investigation of the Greek national identity

and image through translation.

To sum up this brief discussion of turns in TS, the field has gone through several turns and traditions.
This does not mean that each new 6turndé erases
knowledge. On the corrr vy 6turnsd or more appropriat-ely tetl
colonialism or feminism, use existing knowledge in order to facilitate the advancement of the field by
means of new tools, methods, themes and interests, thus moving forwawd ¢oas. At this stage, it

is important to note that the distinction of all postdern approaches to TS is the focus on contextual
elements from culture to power. One such contextual element important in a robust and critical study

in translationistheeancept of O6rewritingd coined by Lefever
2.1.2 Rewriting and Patronage

Translation is foremost understood as a rewriting of the original in a TT. Translators are called to
mediate between two languages, two cultures and two systems of represamdtmesent the target
audience with a text that evokes similar reactions, feelings or other verbal, visual or mental stimuli.

Lefevere (1992keestranslation as a societal act bound to the world system in which it occurs. The
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main components of this system are patronage, ideology, poetics, and the universe of discourse. To
briefly introduce the concepts before examining
powers exercised by hegemonic institutions, bodiesratididuals that affect the translation process;

0i deol ogyd refers to a -shapedomnionsehat(filerouremesasding nd Kk
of the world; Opoeticsd is related to thhe natur
literary devices, motifs and themes used as well as to the social role of literature and its effect on people
and the society as a whol e; finally, the O6uni ve

elements making up a specific culture.

Although Lefevere initidssdi scussi on of 6rewritingdé in trans|
theoretical framework proposed can also be applied to promotional tourism/culture Mfarts (
Doorslaer, 2012). Tourism and culture, as thematic domaingharacterised by an abundance of

cultural references and a high volume of cultspecific items (CSIs). When the text is translated into

a TL, these elements will most likely be modified in order to be understood by the target audience, who

is not expecte to have prior knowledge of the CSls. The origiBalrce Language (Slélement is

altered, expanded upon, replaced, described or even omitted. Regardless of the successful or
unsuccessful translation attempt in terms of linguistic quality, the TT isdaoudiffer from the ST. It

can be supported that since texts carry culture, an ST may carry a different variation of a cultural
expression than a TT. Bassnett (1998) s&ésth® importance of studying the implications the process

of rewriting bears, calng attention to the agenda behind tra
the processes followed until the translation product is published and disseminated. Questions of
hegemony and interpersonal relations among the translation process stakednoidactors are also
relevant to the notion of O6rewritingo, since id
frameworks of purpose, translation briefs and the overall assigned or unassigned skopos (Nord, 1997)

of a translation.

Asimakoulagf 2009), di scus s i n goutthatfthe madel dog@ssnot takedntolaccoumt o i n t
linguistic competence as a factor for rewriting. Indeed, language constraints are not systematically
considered by Lefevere, although the opededness of the modsn allow for the inclusion of such

an analysis. Here, in ordera@ercomethis limitation, | employ Critical Discourse Analysis as both an
analytical tool and as an intentionad. unintentional shift filter to determine ideologically loaded
fluctuatiors in the texts at micro and macro levihis means that despite the encompassing nature of
the concept of rewriting when it comes to translation, not all instances of rewriting bear narrative
fluctuations. For this reason, Critical Discourse Analysiseisessary in evaluating the function and
effect of translation shifts through rewriting, as well as determine what constitutes rewriting under a
narrative analysis approacht the same time, the rather extendmdlection of texts allows for the
observatio of patterns in the data that would showcase insisting narratives, stemming from the

dominant power behind the translation and not the translators themselves. | consider the idea of
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6rewritingd in transl ati on a mamostiyrelevantte stiudiespfi c a | [
hegemonic discourses that are produced and/or disseminated by regulatory bodies affected by dominant
narratives, i.e. a system of patronage (Lefevere, 1992).

The system of patronage is relevant to the discussion of idealod) hegemony as it describes the

means and operation of dominant actors. In the case of translation and narrative dissemination, it can

be explained as a regulatory system for hegemonic powers to exert power on the production,

dissemination and receptiofinarratives. To understand the application of the patronage system to this

study, it is helpful to draw upon similar studies that place patronage outside the literary world in which

it was born. Shuping (2013) wrote on Opatronageb?o
[it] can be exertedyoindividuals, groups, institutions, a social class, a political party,
publishers, the media, both newspapers and magazines and larger television corporations.
Patronage sees to it that the literary system does not fall out of step with the restwf societ
Patrons try to regulate the relationship between the literary system and the other system,

which, together, make up a society, a culture. Patrons often count on professionals to bring
the literary system in line with their ideoladp. 57)

What is deesribed above as a literary system in relation to the translation of literature can be
implemented in the study of different ideologically loaded text productions systems too. In reality, the
word oO6literary6 can be repltaoed!| by tHeecweqgr Il d cdtaa
of a Oopromotional touristic systemdb regul ated
operation, in line with the relevant hegemonic social system production and operation. According to
Lefevere (1992),here are threehannelsthrough which patrons exercise power: (i) economy, (ii)
ideology and (iii) status. Economy refers to the financial relationship between translation commissioner
or agency, as well as to the macro view of global financial power tgtesc that regulate
circulation/translation of specific texts; hence, they regulate specific narratives. The interpersonal
financial aspect is not relevant to this study, as there is no examination of translators as individual actors.
Translations are viesd here as products of a body and not an individasbureaucracy and
institutionalisation are central to the process. Continuing the discussion on patronage, ideology is
understood under this perspective as a set of beliefs mainly unveiled in translation shifts as a result of
translation choices. Again, #iis central to this research, as it constitutes the bedrock of analysis.
However,the examination of ideology should not be limited to instances of rewriting, as | consider
ideology to exist both in and out of translation shifts; the degree afTsdquivalence can be telling
regarding ideological implication across the spectafirshifts or absence of shiftinally, the status
component can be understood to incorporate both ideological and economic implications. A rise in
status can both mean a rissatial terms as well as in financial terms and in the contemporary capitalist
world, the two are often linked. Status functions as a pressure/manipulation mechanism for the writers
and translators that follows the false idea of personal social growtte indoliberal sense. Hence,

transl ators are asked to follow the patronés i de

26
K.Plisiotis, PhD Thesis, Aston University, 2020



the necessary statwus that wil!]l secure their fin
6r ewr i t i nfjoin amexaminatibneofrthe production of literary translations, but can also be
understood as a critique of the capitalist system that permeates many aspects and types of translation
activity, among other social variants. It is in fact an inspectionofttb poet i cd6 cr eated i
social system that creates an ideological protocol for translation (Munday, 2012).

In relevance to questions of translation procedure in relation to ideology, Sulaiman (2016) advocates
the need to research into the tlatisn commissioners in a promotional tourism translation context,
stressing the gravity of translation briefs and guidelines, drawing on theories of translation purpose or
skopos. For this reason, | conducted interviews with the relevant representatjeessight into the

processes followed (seection 3.2

In translation practice, training and research, knowledge of the purpose of translating as well as
awareness of the intention of the product is crucial and has been largely investigatedrsiees fifest
introduced the concept of O6transl ation skoposd o
translational act has a very specific purpose (skopos) and it is this purposeful character of the process
that defines the translation chascand techniques and thus, the translation product. Nord (1991)
consides intention to be part of any action and since translation is mainly an activity, an action and a
conscious procedure, it can be argued that there is no translation without somd fotemtmn.

Although this framework of analysis can be useful for a functionalist approach, the strict adherence to

the idea of function does not allow for a critical investigation of culture and ideology.

Hence, we understand that a functional approzenot be used to identify and explain micro
translational elements at textual or linguistic level, but to study the function of the text. The process of
translating as a communicative instance is rarely categorically deliberate and hence, researching into
the translation brief or interviewing the stakeholders does not suffice. By extension, in a critical study
of language, it is not possible to extract ideology by means of a mere study of guidelines and briefs. In
the next section, | discuss ideology iartslation attempting to define the concept for the purposes of

this study.
2.1.3 ldeological Implications and Translation

The word O6ideologieb6 was invented BgentBryandich phi l
was used to deisdcdeadbe. theymeslt agiycalfl y, the word i
idéa[s U]yandllogos[a-h 94,6 dmeani ng 6 i d e andin simpt tednd ¢cas loe wefised asn 6

the act of discussing ideas. Understandably, this etymological definition is of o 2%&century

critical studies, as it does not allow for ardi@pth analysis of complex social phenomena, as is language

and discourse.

Although there is no need to produce an absolute definition of ideology in a critical study of language

as this woulgossibly limit the analytical potential of the studfa6 Dijk, 2007), it is beneficial to give
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a working definition of ideology and explain the context in which ideology will be studied as well as

the assumed locus of ideological implications in thegarestudy. Hence, ideology is defined as a set

of ideas that shape and feed the actions of a group of people. Ideology is inescapable and is built on the
Qsvs.thed pol ari sation. | t -faowand, cangcious and/éuboensaonscando r st r
it is political in nature, infusing every field of human practice and existence. In TS, ideologies may be
transferred from the ST to the TT, while all translation actors may affect the ideology the TT

disseminates.

Van Dijk (2007) proposga n exegesi s of i de oiteolggies aethe fundamenel | ev e
beliefs of a group and its membersodo (p.7); the f
that determine the beliefs about the world of a specific CommuhRyagtice. It is their philosophy of

living, the lenses through which they view themselves and their surroundings. Religion can be
considered one such lens; groups of people that lead their lives on the basis of core ideas deriving from
religious guidelie s or rulideol &gy oasd, 6fial sed consciousnes.
the second level of the conception of ideology is related to the treatment of ideology as an often
negatively | oaded pol iugvs.thad clibtomyane ptognisdsideologesb ui | t
to be right or wrong, depending on where they originate. In Marxist theory, this type of ideology is

often related to manipulation strategies on behalf of hegemonic powers. For example, in connection
with the tanhceptdioscwssed above, the American D
beliefd t hat subconsciously gui des peopghee t owa
perpetuation ol o mi nant paddeolesgy Tds rtdhe fiba s8);, ;mthistasesoci al
ideology is treated as the locomotive force behind types of social activity. For example, racist pogroms

may be attributed to specific ideologies and so can the participation innargfsyndicalist rally. The

Qs vs. them p o | ais agamaewvideot.ntHowever, it is not to be assumed that the relationship of
ideology and practice is always transparent or axiomatic. Human behaviour and practice is much more
complex and therefore solely through an interdisciplinary study can theraibhé sesults that also

attempt an evaluation of the roots, practices and consequences of a specific ideology.

Since ideology shapes humans, we understand that it can be met on every level of human existence and
practice. One of the elements that permeataanulife is language. As Munday (2007) suggest it h e

l ink between |l anguage and ideology is central o (
affected by the ideological connotations they bare and in turn affect their future meaning. The same
scholar explaist hat fiwords tend to occur in certain mor e
which partly determine their future wuseo (ibid,
occur in certain more or less fixed contexts, wipaltly determine its future use as well as its users.

The persistence of these contegecific language units and their dissemination can have an effect on

the understanding of the language unit as well as on its corresponding conceeptriolitpid; Bker,

2006). For example, within the contextobderndayBa s que nati onal i damely t he i d
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signifies a revolutionary and progressive congefben, yet not exclusivelyrelated to leHwing radical

political movementsOn the contrary, theametermin the context oChamicAlbanian nationalism is

mostly related to ethnocentrism aoppressiveaight-wing political ideas.It is important to note that

these contexts can be perceived differently throughout history and retrospectively aodiépgnds

on the receptor(s)or this reasonhe study of these contexts in a critical study of language is greatly
important and the challenge lies in the fact that the relationship between ideology and discourse is most
of the times underlying or evdridden or vague. In this study, for instance, the texts studied are not
supposed to be promoting specific ideologies, neither to be disseminated by people who represent
specific ideologies. For the website visitor, texts solely semestly promotionalandbr informative

purpose and it is not easy to see through the ideological implications of narrative dissemination, let
alone the ideology that led to textual productids.translation is not an unconditionally conscious
procedure and based on the fheitt different actors mediate ideology on the text before it is published,

it is concluded that a study of ideology has limitations as regards the conclusiveness of the arguments
made. Munday (2007) propasthat translation shifts indicative of ideologyaynarise due to two
reasons. He claims that translator choices may be deliberate and conscious or be a result of a less
conscious procedure that stems from the transl a:
third reason, | suggest that shiftgty also occur as a result of a subconscious process that involves the
translator being affected by narratives on any possible aspect of their life or around the actual translation
practice too. As Fairclougli 989 arguss, itexts do neology.tThep sopasitionthe spout
interpreter through their cues that she brings ideologies to the interpretation efaedtseproduces

t hem i n t h85. gansequentlysitiedlogy gxists, circulates and is (re)produced on every
level of human cogtibn and this includes the ideologically loaded attempt to study ideology.

Fawcett (1998)rings forward this problematic in the field of critical studies and suggests that the
ideological stance of the person researching into ideological implicationanchivill affect the
discussion of ideology therein. Indesihceideology is unavoidable as are the narratives that shape us,
there is no definite way to be clear of all preconceptions. One of the basic premises of Critical Discourse
Analysis dictates tht the users of CDA declare their ideological stance before attempting to conduct
such a delicate and intricate analysis. Truly, | attempt to provide an overview of mypebicoal

inclinationsin the Introductionbeing aware that this cannot not c@ngt an absolute truth.

Ideology is omnipresent and can be significantly pervasive in the case of mass media. Althusser (1971)
in a postMarxist understanding of ideology and its exercise/dissemination idergifat ideology
producing dominant institietns that he tersideological State Apparatuses (ISAs): religion, education,
family, law, politics, trade unions, media, and culture (p.143). He differestlase ISAs from the
Marxist (Repressive) State Apparatuses (SAs) that he besliggre imposingideology through
violence. Both ISAs and SAs help maintain the hegemonic rule of the dominant class by replicating the

dominant ideology, i.e. the dominant narrative. Althusser uratetsiSAs to be both private and public
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institutions and he rejesthis distinction in relation to inherent differences between the two types of
institution solely based on their status. On the contrary, he sadigatsthis dichotomy stems from a
bourgeois understanding of social structure. He praghaéinstitutions sbuld be distinguished based

on the way they operate and the ideology under which they operate. Since all institutions operate under
the ideology of the dominant class (or the dominant group that disseminates the dominant narratives)
this means that they figtion under the same operational framework, i.e. bureaucracy. As discussed
before, bureaucracy appears to be the operational framework of both state and private bodies/websites
in this study; hence, the websites examined can be regarded as compon8Ais, akl media and

culture.

Moving on tothelinguistic aspect of dominant ideology replication, in order to communicate a certain
ideologically |l oaded message Adominant writers
others and indirectly managhe public mind. They may do so by making use of semantic figures,
argumentative strategies or rhetorical structure
(Nahrkhalaji, 2009, p.3). Breaking down this quote, we can focus on the mostampidits of

pervasive ideological manipulation, i.e. power over other dominant antagonist actors, communicative
abilities corresponding to language production and manipulation addpih knowledge of the
audience. Here, the websites chosen have beeeripto be dominant in terms of audience engagement

and number of visitors/followeradditionally, themajority of writers/translators as well as marketing
professionals are also speciaish tourism/culture promotignas determined in the course of
interviews,and are, hence, able to handle language in the desired way. Monitoring website visits as
described irsection 3.2also gives them the ability to target specific groups and make smart choices
regarding their content.

As discussed earlier, transtatiis essentially a rewriting, a reproduction of an original. Valerio (2013)
argues that Atransl ation is a process which i nvc«
thus the resulting text will inevitably carry some meanings and valuehwlbinot pertain only to the

|l anguageodo (p.993). Undoubtedl vy, even i f we redu
carried out by a single person, the resulting textual product will be baptised in the ideological pool of

this person. Thefore, translation is an ideological clash in which author, culture, langaade,
commissioner ideologgf the sourcare inbattle with the target. This clash becomascialwhen the
environment in which it takes place and the topics handled are of a possible critical nature. Nonetheless,

the crucial aspect of different translatienelated practices is relative, and evaluation requires prior

study. As Strowe (2013) suppsfiany translation has implications for power and ideology, and even a
discussion that explicitly excludes power as a framework is making an ideological decision by doing

s 00 ( phe abde Yonstitute a rationale of the choice to study ideology in transt@nsidering

the amount of negotiating put into every step of the process.
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Hence, ideology is discussed regarding the narratives circulated through translation of website content
as part of nation branding campaigns. The aim is to study the idedlogitizes that lead to the
production and translation of textual data, as well as discuss the ideological implications these practices
have on a social level as far as the message communicated is concemeat study ideological
choices of translatorend original text authors, but the produced politically loaded ideology of the texts
and the possible ideological basis through which they emerge. The ideology of translators and
translation practices is not discussed as it was not possible to exttastfeumation in part due to the
reluctance exhibited by the bodies to share relevant information. Yet, even if data collection allowed
for such details, these data would still be bound by the discursively constructed ideology-of meta

narratives, which lensider to be above individual ideology in institutional bureaucratic settings.

In parallel with the examination of ideology and narrative dissemination, it is also important to explore
the specifics of translation in the web and web audience desigry siegirthe audience are web users

and the medium through which the message is communicated is electronic.
2.1.4Image Formation, Web Tourism Translation and Audience Design

According to Gartner (1994), i d u etoutistic imapeswill nabi | i
often be based more on perceptions than reality«
the potential visitor long before their visit and are disseminated through the web at large. In other words,

in online promotionalranslation of touristic and cultural material, the locus of the first contact the web

user makes with the destination/product is different from that of the actual experience and thus it
constitutes an important part of the potential actual visit. The seftdpotential visitor is briefed about

their visit before actually being in the place of interest. This means that certain preconceptions are
created that wi || af fect the visitordos experier
websites constitt e At he codified and authorised version:
Manca, 2016, p.2). The potential narrative power of the web in promotional activities is tremendous
sincethe online environment can be very different from the actudl tsing enhanced or enriched by

such alterations that mask any drawbacks and showcase all advantages of the destination. In doing so,

the authorising body or destination may distort its-seHge, as Kefala (2014) argues. The same

process of refining caalso happen physically at a destinatiatheit at ausually narrowemidth.

Mal amati dou (2018) argues that fAas touristic pla
to promote them aims at distinctiveness to attract visitors and bring ecobendfit to the region.
Tourism transforms the image of physical space,
recreation process is furthered by translatiasthe act of translating is by default steeped in
reconstruction and rewritingither deliberate or noas well as further dissemination by means of

narrative repetition.

Through the process of rewriting, as described above, and throughvisidibstimuli, as described in
the relevant chapter on multimodal discourse ésmtiors 2.2 and 3.8 the potential visitor is guided
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through opinioAamaking and imagshaping processes. Since the locus of this first contastiedlythe

web and due to the fact that online mass media have a huge manipulative power, as previously
discussedthe first image the user creates will be decisive in relation to the way the future visiting
experience is going to be understood and appreciatedvell as to the very decision process the
potential visitor follows to select a destinati@artner, 199%

According to Destination Image FormatiofDIF) theory, the audience, prior to their visit,
constructreconstructheir understanding of destinations based on a number of induced and organic
sources which shape their cognitive, as well as affective and conatiage componentdowards
destination selection (Gartner, 1994; Beerli and Martin, 2004; Agapito, Oom do ValMesmitts,
2013).DIF defines the cognitive componentafact-based (regardless of actual objectivity or degree
of truthfulness)sum of beliefs about a destination, which inform the intellectual evaluation of the
destination before the actual visit. As aeds the affective component, this is deemed to encapsulate
the motives and internal stimuli that prompt an individual towards visiting a destination, also connected
to Cohenbés (1972) ideas on escaping,everydaydi ch an
Finally, the conative component is the one related to action and depends on the images constructed by
the individual up to the time of destination selectids Beerli and Martin (2004) explain,
image [is understood] as a concept formedtbhe consumer 6s reasone
emotional interpretation as the consequence of two closely interrelated components:
perceptive/cognitive evaluations referring t

beliefs about the object [téo] , a na nidn dai fvfiedcutail voe
feeling towards the object (p.658)

The three components which determine destination selection, i.e. cognitive, affective and conative, are
hierarchically interrelated, meaning that the influence of the cognitive component on theeconati
component gets higher when mediated by the affective comp@@arther, 1994)In other words,

when relating to destination branding and audience design, we understand that when the image
communicated speaks to the needs and desires of the potesitiia| thhe campaign is more successful

in establishing a desired brand image both for the potential visitor, as well as the brand officials. Still,
it is important to highlight that in tourism promotion, these needs and desires are additionally
constructedhrough narratives within globalisation and capitalism that define travel trends and construct

imagined motives for traveling and tourism.

Bearing in mind the fact that both the cognitive and affective components are narratively constructed
regardless ottheir agent/source, it is deduced that i) destination selection is bound to narrative
manipulationboth at the cognitive and affective lewid ii) destination understanding is affected by
dominant narratives disseminated by dominant agents and iii) dotmarratives disseminated by the
visitors following their visit(or even prior to their visityet stronger by means of repetition, as well as

due to the fact that wordf-mouth isalsoprominert in image formationBeerli and Martin, 2004
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Apart from word-of-mouth, there are more sources affecting image formation. Gartner (1994) explains
that images can either be organic or induced. Organic images derive from sources supposedly not
controlled or related with the destination or its campaigning bodiesefgrch as news articles or films,

while induced images stem from desti(nation) branding effioxtkjdingbrochures, websites and other
promotional material Gartner (1994, p. 196) claims that it
induced image formin agents is the control the destination area has over what is présented
Nevertheless, | argue that contemporary-capitalist promotional practices are not always easy to
discern based on the medium or apparent source. For exatapgministriesor relevant private bodies

can outsource blog articles, hire influencens other (non)professionals to act mation brand
agents/ambassadopsirchase web backlinkto increase online engagemesperate under a nestate

oriented framework drame themselves as being independent of the destination regardless of the reality

of the situation.

Gartner (1994, p.210) puts forward 8 agents of image formadt)avvertinducedl, 2) overtinducedil,

3) covertinducedl, 4) covertinducedll, 5) autcmomous, 6) unsolicited organic, 7) solicited organic and

8) organic(seeAppendix Ibelow), distinguishing at overt vs. covert level depending on whether the
image promoted can straightforwardly be attributed to an induced or organic source. He thatsprocee
in assigning each of the 8 categories different values (hight to low) depending on their credibility and
market penetration, as well as on their imposed destination cost; the latter is not relevant to this study.

Continuing discussion on the narrativesggmination effect of brand images, it is grave to highlight that
the image formed through the formation and dissemination prodesdéferent sources not always
representational of the reality of the destination and/or culture, yet the expedaticamssumptions of

the visitor are widely mirrored on the native national identity. Said image is created by dominant bodies
and it is communicated to the potential visitor, later disseminated by the visitors themselves when in
online or physical contaetith the native residenttn such a way, rewriting continues its course from
source, to translation, to communication, to identity shaping and back to narratives until a full circle has
been formed. This is what Baker (2006) underdsas a narratively anstructed society in which
narratives are not ordirectional, but rather circular in their dissemination and the way they shape

reality, significantly via translation.

Translation is undoubtedly manipulative in nature as its main premise is the regmswéia SL unit

in a TL. When translating a text, the very fact
albeit synonymous or close, signs means that the produced text (TT) has gone through a process of
remaking. Although the signified attempted to be the same, the signifier has definitely changed when

transferred from a SL to a TL, as understood in Saussurian philosophy. Yet, although the basis of

“Moz(ndae xpl ains on the nature and i mportance of backli
links to another. Backlinks are also called "inbound links" or "incoming links." [They are] a signal to search
engines that others vouch for your contentény sites link to the same webpage or website, search engines
can infer that content is worth | i-8)king to, and there
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structuralist theory in order to principally explain the translation process is usiedulbinary
interpretation of language is not in line with this study as it too simplistic. For this reason, | adopt the
Foucauldian posstructuralist view of language that accepts the relationship between signifier and
signified and partly recognises tlabitrary relationship between words, sounds and concepts, but
extends our understanding of the signs to a macro examination of thdsbaiaal implications and

the consequent prejudice that can be created as far as the interpretation of a sggmigeddFoucault,

1972). The translation commissioner may distort the message, the translator may distort the message,
the medium may distort the message and the recipient may do so aSamstkquently, rewriting is

viewed through the lens @fritical Discourse Studies to appreciate the subtle ideological implications

of the translation process.

Moreover, the web setting offers an abundance of modes through which manipulation may occur, since
messages are not restricted to text, but extendbmbext. Pym 2010 stresse the importance of
translator choices in localisation processes, as there is a multitude §frarstatable elements in the

web. The scholalibid) identifiesthe following loci of textual elements in web translation: title, ba
search engine descriptors and keywords, menus, hyperlinks, images and videos, sound files and
audiovisual files, and other graphics and suggteit these elements can also be translaidue
environment in which the text appears is, thus, very decfsivthe communication of textual message

and constitutes a dynamutiverse angbowerful platform of discursive practices.

According to Manca (2016), websites are sophisticated textually oriented message carriers that do not
only consist of linguisticlements, but also of other dependent modes of communication that contribute
to the creation and transmission of messadgekicymakersand translation commissioners are aware of

the power of the web and hence attempt to make optimal use of the commuanivadios in order to
persuade the potential visitor. Tourism and culture in these settings constitute domains of promotion.
Thus, translation is a product of commerce, which, although cannot be purchased by the web user, is

used to atiensitms O6cl i ent so

There are two major factors that, in the domain described, render promotional activities partly
imponderable: (i) the fact that in most cases (including this study) the language used to attract non
native-destination speakers is English and (i fact that the audience that will engage with the content

is diverse in terms of age, race, sex, education etc. Audience design in translation presupposes
knowledge of the recipient. The translation is modelled to appeal to a certain group of peagiagcco

to their individual characteristics that group them in a community. In the case of web tourism/culture
translation, the audience targeted is diverse and wide and textual products cannot be tailored to the
expectations of every group. Hence, we urtdeis that here, | will not treat the translation process as

a process of localisation/adaptation that is primarily audierieated, since the core feature of

audience design is absent. As Cappelli (2008)snote

34
K.Plisiotis, PhD Thesis, Aston University, 2020



as for the Apart ire&tivptathetnatwe, of the saired téxtqegswasitr i s e
meant to be translated?) and of its author (e.g. just one author or many?). [Most

i mportantly,] the receivers are figlobal reade
have diverse culture, intests, values and, for most of them English is not an(pl7)

Nonetheless, as shown section 3.2some of the websites track their online visitors and through
electronic tools manage to draw visitor data. The reliability of these data as wellrastierthiness

of the electronic tools is still under discussion and it can rarely be said that thembsshtelyaccurate

and comprehensive recording of visitor information. In most cases, websites receive data that deal with
the country of origin ash age of the visitgras well as other information on website usage behaviour.

As a result, the bodies responsible for textual production mostly follow guidelines that are connected to
the destination market demands and stem from ideological stancestbligvthe bodies, writers and
translators. As MeleDe Ascaniisand Canton{2016) put forward, expression of culture in the web is

not neutral and activities such as translation/localisation are bound to processes of reconfiguration in
order to (a) facilitate the TL readersdé under s
accordingly to match the visitor metadata expectations either consciously or subconsciously. In their
study of the localisation of tourism websites, these authors propose a framework for the evaluation of
cultural values that can be adapted to CDA of mdbianding practices as in the present stilag,(p.

304). Each destination builds a branding strategy addressing a specific group of people offering a
cul tural or touristic pr oduc.fThistgtow df pevpldtgetedaby t r a c t
the brand is not standardised with regard to demographics, interests or L1, but they are all part of
globalised tourism and the dominant tourism promotion discourse. Although, they do not always share
the same identity or background, they are ciffé by the same metmrratives and have similar
preconceptions on the brand. That being said, it is important to highlight that regardless of the degree
of audience design tailoring by the campaign officials and their targeting of specific social ¢gneups,
reality of audience reception in tourism promotion dictates that the audience is moreatideraanot

be perfectly predicted. Hence, as mentioned above, translated texts are not part of a
localisation/adaptation process and audience design malstly place in the production of original ST
Greek textsBy promoting a specific image of the destinatibrandsfollow a process o&udience

6l uringdé that b eaqgsubwrsidofimage i thidDssersation, lwilltexamine the
construction of the Greek nation image and identity through these websites in both STs and TTs and |

will study the ideological implications of discourse and narrative choices.

5L1: first language, native language
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2.2 Discourses, Texts, Narratives

Language is the carrier of meaning that determines our understanding of the world. Texts are the
accumulation of messages that are communicated through discursive means. The result of this process
is a number of narratives about specific themes, ideagraddcts, and in the case of this study a nation
promoted as a destination. Before | discuss the concepts of text, discourse and narrative in detail, | will
provide initial working norexhaustive definitions that facilitate reading of the following sestion

determining the framework in which these are used here.

(a) Language: It refers to two ideas: (1) the distinction between Greek and English, i.e. Source
Language and Target Language respectively and (2) the linguistic features utilised by the text
authors owards the production of the text and the sum of texts.

(b) Text: It is considered to be a single identifiable piece of writing that belongs to a sum of texts, i.e.
a website, exhibiting a specific overt or covert purpose and function. A text does not optiseom
of linguistic features, but extends to the use of-maguistic discourse.

(c) Discourse: First, discourse is the sum of @limguistic features employed by the author in order
to achieve a specific result. Within a text or a body of texts, therdiscarsive features and
instances to be observed. The collective discursive instances of a text create a specific meaning
which underlines the text. Second, discourse refers to the doraath purposepecific
communicative framework within which a textltwegs. For instance, nationalist discourse can be
placed within the political sphere of communication and can be expected to exhibit certain
communicative features.

(d) Communication: Communication is the process in which a transmitter of a message dgects thi
message to a recipient in order for the message to be successfully transmittadt #d ends
are involved in communication. In this study, website bodies communicate with the audience, the
readers, doing so by means of texts with the use of spémifijpiagerelated tools and other
discursive means in order to produce a message, and promote an idea or argument and/or inform.
Communication rarely ceases when the message reaches the recipient at first level. The recipient
can reply to the original tramitter, or in the case of this study further disseminate the message
and subsequentiyontribute to narrative establishing.

(e) Narrativity: The concept of narrativity explains the way our world is constructed, understood and
reconstructed through communicati Narratives are stories containing messages about different
topics. Personal and collective opinions are shaped through narratives and the more widespread

and authoritative the narrative is, the stronger the opinion.

Narratives are, thus, disseminatadispecific language, using a sum of @lkmguistic channels, by
means of discoursgpecific texts that communicate a message. In the following sections | will examine

these concepts in contespecific detail.
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2.2.1 Discourse and Discourses
2.2.1.a Introducing the Notion of Discourse

Within the discursive analysis framework, in the study of online textual material, discourse should refer
to all communicative aspects, going beyond the traditional notion that timdassiorto linguistic
feaures. Significantly online, textual pieces feature images, videos, sounds, electronic commands
hyperlinks, popup windows, etc. that render the text versatile in nature. Experienced web users are
expected to make use of the abundance of messages audlereate a paratextual rather than a textual

experience.

Foll owing Faircloughots (1993) understanding of t
extralinguistic trait used, in order for a certain message to come across. Discourselougyimades

of nonverbal communication and it is also a carrier of meaning (ibid). Apart from the exegesis of
discourse as communicative means, | am also interested in the product of said means, i.e. the discourse
domain. The collection of discursive inst&s expressed through thematic references and other subtle

or nonsubtlecommunicative instances creates a discursive pattern that is translated into a type of
discourse; for instance, web discourse, promotional discourse and nationalist discourse that ar

discussed below.

However, | treat discourse domains as not being tied to predetermined and rigid, as regards their variety,
features. These features are examined through-epeed inspection, which allows for-tepth and

more extended results not balto the assumed and predetermined features of each discourse domain.
In reality, the model of analysis presentedéction3.3accounts for discursive instances not bound to

the presupposed features of discursive domains, but to the requirementsedebecR Questiorfsee

section 3.1}hat are related to the discourse traits examined. To conclude, discourse is language in use
as a carrier of ideology via a multiplicity of verbal and +vembal modes\{an Dijk, 1997; Wodak et

al., 2009); | discuss thesnodes below.
2.2.1.b Multimodal Discourse and the Web

Web and useexperience design literature (Djamasbi and 4{Ralillips, 2014; Li, Huang and
Christianson, 2016; Pauwels, 2012) confirms that, especially nowadays, websites are built on the
grounds ofmultimodality in order to make content more appealing. Content is organised in accordance
with audience expectations and the online envir

preferences (Pauwels, 2012).

Multimodal discourse carries visuand auditory signals, which often intertwine and create an
experience much different than traditional text. The use of diagrams, music or colour can enhance and/or

manipulate the message transmitted through written verbal communication. In turn, tbekands
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auditory modes may disseminate a certain message that in successful communication would
complement writing. However, in a contrasting scenario, they could harm the original message
disorienting the user (Kress aN@n Leeuwen2006). The texts exaned in this study are those that
feature traits of web multimodal discourse. This means that texts in the electronic form of docx, pdf,
xIxs or other such formats do not constitute part of the pool of textual data, as they are different in

communicative rans.

For multimodal textual data, it is, hence, crucial that research focuses not only on each semiotic
instance, but on the interplay between them too, since the transmitted message is a result of these
processes at large; most substantially in the afsation branding campaigns, where discourse around

nation is penetrated by promotional/advertising discourse.
2.2.1c Promotional Discourse and Branding

As regards the importance of semiotics in promotional contexts, Scott, Green and Fairley (3246) sup

that Aconcrete imagery of a pr odu-magenypracessmyr e ef f
and favourably influencing attitude towards th
discourse is a type of discourse that abounds in coneation modes. Francesconi (2006) argues that

the |l arge number of signs in promotional di scoul
to another textual presenceodo (p.61). Consequent
d e s c r onp hak to dele into the study of ideological and cultural implications that lurk in the many

modes of promotional discourse.

Cul tural or tourist websites attempt, through ¢t
mi |l | i ons of (DamnmM8aos, p.B)eYietnlgpmpbnse the idea that before succeeding in this,

they primarily aim or happen to (re)shape their ideas about the product, revoking current narratives
before new ones are established. This is significantly true in current nacitulation practices, as

due to extensive and easily accessible web content, there are stories, images and narratives around the
vast majority of destinations. Apart from the attempt to null or suppress negative images and narratives
around a product $iering from a harmed reputation, either because of the product quality or because

of politics and popular acceptance, the revoking is also tied to globalised tourist promotion, in which
destinations often appear to be very similar in their offering aad teebe differentiated in order to be
successful. This is the primary goal of branding campaigns through promotional discourse. Promotion
stakeholders may also make use of rhetorical devices such as metaphors, slogans, imperatives,
alliterations, etc. Dam s | (2015) argues that Airhetorical di s
i mages connected to a product or serviceo (par a.
to claim that these devices rather function as linguistic complemieggsial significance to the primary

or secondary message; this is evident in the way websites are built, often putting visual and auditory

signs at the forefront of the user interface, and then inviting them to browse through written content,
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again comined with multimodal elements. Tourism discourse is a field in which nations are reshaped,
packaged and sold (Manca, 2016) and national identity shaping occurs under the same reconstruction
process. It has been noted that in such a discourse framewoekjstence of nationalistiscoursds
oftenevident(Bhandari, 2016Kavoura, 2007; Prete2003) and this is a hypothesis | will examine.

2.2.1.d Nationalist Discourse

In section2.3 belowl will offer more insight on how the idea of nation is treated herein. In order to
conduct a methodologically sound discourse analysis, it is now crucial to briefly refer to nationalist
discourse and differentiate between the two endpoints of the spediamal and hot nationalism
(Billig, 1995; Stahlberg and Bolin, 2016).

In this research project, drawing on this typology, banal nationalism is considered to beadican

social phenomenon/practice as well as a set of communicative instances arouddatted a
homogeneous community within the purposes of promoting a desirable image of Greece as a cultural
product. The concept of hot nationalism will be used to refer to social and political practices and/or
discourse of social/national exclusion thatg in parallel with racist and fascist practices and can share
common ground with banal nationalism with respect to themes unravelled and their respective discourse
patternsBanal nationalism refers to everyday nationalism as expressed through everydagreces

in noncritical contexts, mainly visible in discourdeor exampleapplying this spectrum on tourism
communicationthe use of an image of the Parthenon with a Greekfi§agg in the windor the
dominant use of the blue colour in nation briagdpromotioncan be considered instasaaf banal
nationalismOn the contrary, hot nationalism is mostly related to fascist and racist oppressive practices
and is mostly performed than discursively expressed, although it is in fact discursively pedoEtuat
example, narrative omission of the Ottoman Empire in discussing the origins of contemporary Greek
cuisineor an overt narrative of dominance of Greece over other nations when it comes to the most
important historical monumenésn point to a hot ti@nalist agenda. Howeveahe examples above are
merely instrumental and they do not reflect the multiplicity and complexity of nationalist discourse
across the nationalism spectrum in the domain of tourism and culture prombtfogrdve that we
examhe each of the above instances through a Critical Discourse Arfdlgsiand not in a contextless
vacuum, as mere discursive instances do not directly connote a banal or hot nationalist narrative, and it
is often impossible to place a discursive instao simply one end of the spectrum significantly in the

field of tourism nation branding.

That being said,hese two social realities can be easily discerned on the basis of their practical
implications, but pose distinguishing difficulty regarding thdigcernibility under a communication
scope, since they appear to be sharing a similar discourse pool. Ideological associations may solely be

resolved through CDA within the TS theoretical tradition and analysis.
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2.2.2 Text Types and Hybridity
2.2.2.a Info and Promai Info vs.Promo

It has already been established that there are several types of discourses that can be manifested in a
single text or in a text type affecting communication. Going a bit more macro, | examine the
communicative functin at textual level, looking at how hybrid texts tend to carry multiple functions

and borrow from various discourses. Most importantly, the distinction between discourse and text type
should be consolidated. While both terms describe the accumulationnohuwdcative means,
discourse describes the domain and/or theme in which the text falls, while text type describes the
linguistic methods used in order to discuss such domains and/or themes. As a result, a text can carry
different discourses, i.e. natiorstliand tourist discourse, expressed through a number of modes, and

belonging in the informative text type.

My textual data are multimodal by default, since they form part of websites featuring a plethora of
communicative instances. Although | agree withisR¢2004) in that texts are normally hybrid, this

does not mean that the discursive and narrative features are the same in every text. As Reiss (2004) also
explains, each text can have more of an informative, operative or expressive function (p.16%3, and

is directly connected to the features of discourse they would exhibit. The informative type aims at the
dissemination of facts/information, the expressive type aims at the dissemination of artistic content and
the operative type aims at the communaabf opinionloaded content in order to persuade (ibid). The
expressive text type is not contemplated here, as the texts studied armedtheinformativeandbr
promotional and even though artistic qualities are present in discursive production, artistic degree is not

relevant to the study.

In comparative analysis of texts and within the CDA tradition | aspiopéoationalise¢he function of

text and contexto better understand the narrative created. For example, the same image can have
different connotations and different effect when placed in different texts according to the context and
function of the text. In a persuasive text on the {)iomportance othe Olympic Games for instance,

the image of the Greek flag would be critical as far as the message is concerned. On the contrary, an
encyclopaedia entry on the country of Greece, imostlyinformative text, featuring the Greek flag

does not inherentlgssign any secondary level meaning to the image. However, | should note that this
cannot be taken for granted and it can only be examined through a critical approach, as text types are
not always cleacut and hybrid texts are common. In the same fastifiarent languages and different
cultures make use of different speech acts to build different speech funttiemeanshat the same
linguistic patterns do not necessarily invoke the same respactsen,feeling etc. across languages.

What might k& considered appropriate or politeay differ depending on the cultuspecific and

languagespecific contextFor this reason, examination of function will primarily take place at narrative
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level rather than micranguage leveblnd will solely serve thanalysis process within the CDA

tradition, rather than discussion of findings.

In my data setspecific websites lean more towards informative content than promotional content and
vice versa Still, blind or absolutecategorisation cannot occur, as withiie same website, there are
texts that are mostly informative or mostly promotional or share both qualities in balance. For example,
the Acropolis Museum website is in comparison much moreadritnted including lots of practical
information or details fohistorical interestthan the VisitGreece website, which is mostly promo
oriented the latter can also be attributed to the vigipe of the websitebody. However,this is not
conclusive and needs to be closely investigated case by case basis, dear to serve the analysis

process with the aim to identify relevant findings.
2.2.2.b Textual Hybridity in Web Promotional Settings

Schaffner and Adab (1997) claim that Ahybrid t
communication[and hey] result from cultures and | anguage
is not the sole environment in which hybrid texts are produced, translation practices and the setting in
which promotional campaigns take place are fertile ground for suthtb exist and they abide by the

terms described by the aforementioned authors. Hybrid texts carry multiple functions; they can be 1)
promotional, 2) persuasive, 3) informative, 4) entertaining and 5) commercial at the same time
(Skibitska, 2013). This very common in touristic/cultural campaigns, usually resulting in the blurring

of target cultures into one dominant suptdture; another distinct feature of hybridisation.

Moreover, hybrid texts are unmistakably modern and-pmstern in kind and thegre further enriched
linguistically due to their electronic nature. Web pages featuring hybrid texts aresemittic, hence
understanding their mulfaceted nature is cornerstone in delving into their analysis. Textual and
discourse features derivifgom web texts, cultural texts, promotional texts, informative texts or
advertising texts mean the textual product is inherently abundant in (para)linguistic and discourse
patterns that need significant treatment regarding translation to the TL. Whemgant the
particularities of web textuality, Cappelli (2008) stresses its dynamic character as opposed to print and
supports that web pages tend to be more sophisticated and mixed, drawing on a variety of discursive

domains.

Figure 2 below, in which Toresi (2010) offers a classification of promotional texts based on their
informationvs persuasion ratiags useful to better understatite nature of tourism/culture promotional

texts,highlighting the fact that tourism is placed in the middle.
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Figure 2: Visual indication of the collocation of promotional genres on the informdatiguersuasion
ratio continuum (Torresi, 2010, p.28).

Consequently, | expect that in the study of websites for the purposes of this project, teke will

different degredsbear:

advertising traits relying on sociultural values to achieve their persuasive function per audience,
distinct promotional elements, visible or underlying in nature,

cultural references throughout and

o o o p

a continuous exchange between communicativetiimms that will yet comply within a promotional

system.
2.2.3 Narratives and Dissemination of Stories

Narrative theory initiates research from a macro point of view examining the production and circulation
of stories and studies their traces in discoureace going micro. These stories can either be marginal

or dominant and they can, thus, affect a narrow or broad audience. Baker (2005) defines these stories
as narratives and she claims individuals or groups subscribe to them and unwillingly modify their
behaviour. It is important to note that translations do not necessarily carry the same narratives with the
original texts. As noted before, the process of translation can rewrite the original meaning in different

ways, hence producing different narratives

The narrative theory, developed and used by Somers and Gibson (1994) and later by Baker (2005, 2006)
and others, views narratives as an inescapable medium of message transmission. Narratives are not an
option in the vast array of communication, yet uliimus producers of mode and meaning. According

to Baker (2006), Anarratives [é] are dynamic ent

experience and become exposed to new stories on
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pepl edbs behaviour is guided by narratives and no
attributedo (p.3). Expanding on this, | argue tha
human attributes are also experienced throughthasaHence, a person might view the world through

the lenses of their gender, for example, but this does not mean that the actual decisive factor is gender.

On the contrary, it is narratives ciraaenceot i ng or

gender and the ways gender imposes certain behavioural paths.

Transferring this argument to the case of tourism and culture, an individual will be driven by narratives

about the way a visitor should behave with reference to the visiting expedardthe movements one

will make to experience the actual destination will be the result of norms at large. Thurlow and Jaworski
(2011) argue t hat Iiftmeeutdral caditalo het eughsmi taasei n tt
created astouristset urn home with their own travel storie
a destinationb6és image, but they al so afpfle2t tour
183 classification of tourist experience typ@swhich he dighguishes between different typef

tourist$ also depending on the degree to which they conform to standard commercialized tourism
practices in their seeking of experiences beyond their typical life sp#tb@ugh reasonable in
understanding tourism ithugh a sociological or marketing scope, does not succeed in considering the
influence of narrativedn other words, the narrative power of discourses, particularly in contemporary
tourism, does not always allow for much authenticity, as it encompasdesegnotiates not only

standard mass tourism themes and realities, yahetbeaterpath and alternative travel experiences

too. The aforementioned is valid even for the m
and Larsen (D20ltrjeftaiamgbasagd of organising tour
affected by the dominant narratives.

Somers and Gibson (1994) identify four types of narratives: ontological, public, conceptual and meta.

Each of these types differ mainly gnounds of their effect array. Ontological narratives are personal
stories that affect an individual 6s position inr
institutions and larger social formations such as educational institutions, the chuted family.
Conceptual narratives are fAstories and explanati
and others about their object of inquiryodo (Baker
stories that permeate societylarge and impact every aspect and level of society regardless societal or

political power.

Assuming that narratives are produced or reinforced primarily by hegemonic institutions (Somers and
Gibson, 1994), one can argue that, in the course of timewiiihave evolved from public narratives

into meta narratives under the dominant manipulation power of institutional practices. The destinations

6 Cohen (1979, p. 183) suggests the following five modesusisicexperience: 1) recreational, 2) diversionary,
3) experiential, 4) experimental, and 5) existential.
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studied, either companies, institutions or organisations, operate in a bureaucratic way and are all part of
the same narratively constructed society. Narratives circulating between destinations and the public do
not follow a oneway route. On the contrary, narratives both feed the public and are fed by it, thus
affecting higher power bodies too. Kavoura (200i@)her work on the role of bureaucracy in nation
building through heritage tourismefers exclusively to state institutigreupporting that bureaucracy

is a major driving force behind national identity narrative disseminathars breeding nationalist
ideologies within a predefined sogiwlitical context (ibid, p. 401)However, | wish to extend the
theoretical model to nestate institutions, grouping them under common bureaucratic practices and
narrativity, seeing that they operate in the same soaigtydomain, hence they receive and are affected

by the same narrativehus, texts deriving from @ariety of sources, both state and rstate, will be

studied, as seen section 3.2

As Foucault (1980) indicates, fheach society has
and in this case truth is both constructed and experienced by the sender and the recipient. Similarly,
Rojec and Urry (1997) as well as Jack ahipps (2005) support that tourists not only consume and
experience semiosis, but also order and produce it. This perfectly describes narrative circularity and the
argument that Target Language Texts can affect native national identity.

2.3 Nation and Natonal Identity

() Nation and National Identity

My research project lies upon the idea of nation and its (re)construction, looking at the ways national
identity is formed and the twofold processes by which nation image creates or is created by national
identity. The concept of nation should not be understood as a rstitsnor as a geographically distinct
territory, since it is not only comprised by the people residing within its borders (White and Frew, 2011),
but it also carries political, social, culéd, historical, economic, linguistic and religious components.
These factors can be viewed as the ingredients for a constantly fluid national identity, following a post

modern perception of identity (Ivanic, 2006; Sunderland, 2010).

I would argue, as Hobawm (1990) and Rakic (2008) suggest, that an overarching definition of nation
cannot be provided. However, the concept of nation should be treated in a systematic manner for
research purposes. As such, in this project | consider nation as: a constaggted individuals sef
identifying as Greek with a similar aforementioned background and no territorial constrictions.
Dissemination of narratives and ideology is not limited to the Greesiding population, but extends

to the huge number of expatriat®sd consequent generations too. It would, therefore, not serve the
research questions to confine Greek nation when the construct is so fluid.
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(i) Nationalism

Nationalism as a political and societal phenomenon has been widely discussed in acadeisia. In th
project, nationalism is viewed as a political phenomenon, not exclusively in the sense of politics
expressed through organised governance, but as a component of their identity guiding their everyday
existence. Furthermore, nationalism appears in thdendmectrum of political beliefs and it can be

traced in all aspects of collective life (Jenkins and Sofos, 1996).

There are two different scopes when it comes to the treatment of nationalisrfaherethodological
issues and (b) critical discussion.tially, the concepis treated as a textual genre and the textual data
to be extractedire analysed thematically to substantiate the textual pool is homogeneous. When it
comes to discussing the findings, | treat nationalism as a social and linguistioygmemoand the ways

hot nationalism is connected to banal nationalist discourse (Billig, 2868uly dwelled upon in the

discussion section.

In order to conduct a methodologically sound discourse analysis, it is crucial to differentiate between

the twoendpoints of the nationalism spectrum as defined by Billig (1995): banal and hot nationalism.

In accordance with this typology, banal nationalism is considered to be -axttemist social
phenomenon/practice as well as a set of communicative instances! ahe idea of a homogeneous
communi ty. I n Billigdbs (1995) words: fdAbanal nat i
take nations for granted, and which, in so doing
purposes of promot@a desirable image of Greece as a cultural product. The concept of hot nationalism

is used to refer to social and political practices and/or discourse of social/national exclusion that runs in
parallel with racist and fascist practices; it can share camgnound with banal nationalism with

respect to themes unravelled and their respective discourse patterns. Studies carried out confirm the
existence of a mechanism that (re)produces ideology through everyday banal narratives (Penrose, 2011;
Jones and Meman, 2009; Stahlberg and Bolin, 2016). This mechanism is not only found in the state

and in political discourse as understood in the context of organised politics, but mass media are also
main perpetuator s, i n | i ne \videdlohical/state dppasatises (ee ( 1 9°

section 2.1).

However, although distinction between hot and banal nationalism is a useful instrument in discussing
the narratively created reality, it is not always useful under a critical approach, as it tends tonendermi
the importance of what has been termetasal versus what has been termechas Significantly in

the contemporary western world, rarely do political movements succeed throtigiocesses, but
rather construct their reality and pursue their gdaisugh rhetoric. Thus, it is not always clear what

can be considerdbtand whabanalin this sense as the terms pose distinguishing difficulty regarding

their discernibility under a communication scope, since they share a similar discourse pool.

45
K.Plisiotis, PhD Thesis, Aston University, 2020



Moreover, Billig (1995) does not seem to take into account the differences in narrativeichsisen

per linguistic, national or cultural context and claims that these practices are beyond national borders.
However, since nations are products of history among other elements, we cannot advocate for the
uniformity of narrative dissemination and wmstanding of nation across nations blindly (Jenkins and
Sofos, 1996). Indeed, in the western globalised world, ideology tends to circulate via similar channels,
but it is important to highlight the fact that discussion of nationalism in this study doctine Greek

context and the bureaucratic bodies that attempt to brand the nation and this does not necessarily means

that these practices and the subsequent narratives will be universal.

Ideological associations may solely be resolved through CriticzioDrse Analysis (CDA) within the
TS theoretical tradition and analysis, as even though a narrative can belobgrtal aationalism
thematic pool, it does not necessarily mean that its consequences are not goihgttd Wwédl now

proceed to an exteine discussion of the key terms defiradubve
2.3.1 Construction of Identities

Employing a postmodern, sogmlitical understanding of the notion of identity based on the discursive
construction paradigm (Wodak, 2011; Sunderland and Litosseliti, 2002 Dijk, 1997), | follow
contemporary pognodern approaches to identity construction that consider identity to be formed
through and by discourse. Identity is viewed as a fluid and@hasiging construct, moving away from

its early conceptions as a proses selfreflection or even a set of innate traitgese are of no interest

to this study as national identity is understood as a significantly social construct developed by humans,
with no correspondence to the natural norms (Anderson, 2006).

Identtes are (re)formulated through meaning-and me

dependent useo (Wodak, 2011, p.216); hence, (re)
within a discourse analytic approad¥ian Dijk (1997) puts forwarda mo d e | of Amul ti di
di scourse analysiso (p.24) in which he suggests

three interrelated and overlapping approaches forming the discourse analysis triangle: (a) linguistic, (b)
cognitive and(c) sociocultural. According t&an Dijk (ibid) a robustCritical DiscourseAnalysis

should consider issues of language use and language reception, as well as cultural aspects of language.

Applying the framewor k t o t hild) pasatigndiryexaanmidgtifeo | | o wi
American national identity construction through presidential political discourse, | consider identity to
be constructed on the three aforementioned levels, which, for the purposes of this study, are in analogy

interpreted asdilows in Figure 3below
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Figure 3:AdaptationoVanDijkos (1997, p. 24) model of disc

As explained insection 2.2 narratives circulate in the form of (para)linguistic means to and from
individuals and dominant institutions, eachadfich holds different ideologies and sets of beliefs. The
power relations existing between actors are also important with regard to the power of narratives and

their establishing.

In communication, interaction and context, there are power relations beingdeiduals, between

individuals and institutions, between institutions, between individuals and their surroundings and within

the individuals themselves. According to Ilvanic
flux co-emergent withie ongoing activity in which they al
Sunderl and (2010) <c¢laims that #Aour identity [ é]
(p.25).

Consequently, understanding identity as a sum of social tags or categohies slass, age or race is

not in line with the shifting nature of the concept and cannot be used deterministically to discuss neither
individual nor collective identity. As individuals locate themselves or are located in different temporal
and spatial aotexts and situations, they find themselves in an qumsitioning board that allows them,

urges them or transfers them to different overlapping reies-vis themselves or other actors
physically or mentally present (Bucholtz and Hall, 2005) in arviactiwWhile an individual may be
primarily involved in one activity assuming a specific role, e.g. working as a pastry chef in a Syrian
restaurant, there are more roles making up the identity of the individual at the same time, e.g., girlfriend,
lover, wathing favourite football team, amateur acrobat, orphan etc. Some of these activities are action
led while others are static. Ivanic (2008} seen ifrigure 4below,provides a simple yet meaningful
visual representation of the grid of activities affegtour identity conception, placing central activity

A'in the centre of the grid and surrounding activities overlapping to feed the edapetident identity
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Figure 4: Activitykole grid affecting identity shaping at any given time (lvanic, 2008).

The idea of interaction is central to the construction of identities as human beings foremost build
identities based on communication with their surroundings and the people present in the various
settings. The power of dominant actors and discolgisesld be taken into consideration as well. In

the case of mass media such as the web, it is vital to consider the manipulation potential that hegemonic
identity narratives carry (Wodak, 2011; Baker, 2005, 2006). Nonetheless, even powerful narratives
disseminated by hegemonic social actors are not categorically inescapable. As Sunderland (2010)
explains, fA[we] are never O6édeterministicall yd ma
to behave, speak or write in certain ways with no room fomanoeuvreo (p.26).
persuasiveness of a narrative depends on the individual receiver, i.e. education, psychology, age,
experiences, ideology etc., as well as the disseminating and manipulating power of the narrative source
(seesections 2.1 2.J. Cultural or tourism bodies are narrative sources with extensive discourse
power and institutional/bureaucratic prestige. Hence, their manipulation power is major, in a similar
manner with Austerm¢ghl s (201 4discoursechethesdaffoldtthat ng o f

constructs and holds together national identity.

As regards identity construction, O6saying is try
suggests in her study on gender identity, communication by meansadfitass, (b) attribution and (c)

affiliation construct and reconstruct identity. To begin wittiresds understoodh s fit he way we
talked to by otherso (lvanic, 2 0 0 6, attriiutidn3t)s, i . e.
it he waaye weal ked about by otherso (ibid.), i . e.
means of their words, their actions or their behaviour (Sunderland, 2010). Faffédibtjon is defined

as fANthe way we tal k | i tioeandacteptancedstruggie we whdlertakeito e . t
assimilate into a group of people and identify ourselves with the group. Consequently, as Sunderland
and Litosseliti (2002) explain, fAidentities can

sortsof relationships with otherso (p. 7).
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The actors involved in the identity construction process in the context of Greek tourism/culture
promotion, i.e. (potential) visitors, native audiengeinfarily Greek citizensor Greekspeaking
residenty, tourism andultural bodies are receivers and transmitters of the discourse around Greece as
a branded cultural product. | claim that the expectations of visitors are attributed to the native audience
who in turn assumes the identity and hence feeds it back to tiagives circulating around the idea of
Greekness, thus finding their way into the texts produced and translated by dominant bodies in Greece

in a vicious cycle process of identification.

Theus vs. thendichotomy is useful in understanding this procesdettity (re)formulation under the

scope of presumed collective conscience on behalf of the native audience. As Wodak (2011) argues,
ithe notion of identity presupposes that there a
217)on an axis oinclusion and exclusion discourses and practi8asilarly, Bucholtz and Hall (2004)

use the terms O6samenessod6 and o6differencebd to ex
acceptance negation, belonging and distancing (as cited in AIm&6itj2, p.48). Placing ourselves

into a social group means that we reckon other groups to beomborming to our values and/or beliefs

and we tend to assert our own conception of truth and meaning, commonly by discriminating against

the others Nevertheles, the samenesitifference spectrum of affiliation is not made up of two
absolutes. Bucholtz and Hall (2005), puldnary ng f or
model of the dichotomy and coi n foaebaioeuhe proacesms 6 and
of leaning towards and distancing from a group of people with distinct identity (p.598). The relational
aspect of identity means that any argument supporting an absolute self is false, since identity is
constantly negotiated and @rcan be more or less of something at any given time and context as

described above.

The use of thais. vs.themdichotomy in this study is instrumental and thembtsed and does not

conform to traditional views of identity as being x or y, yet recagn&movement towards one, both

or even more points. In the tourism domain, the native audience assumes the Greek identity or parts of
it thus differentiating themselves from the 6o
times false identy of belonging. Notions such as Greek hospitality or kirdrtedness etc. are assumed

by the native audience to match the expectations of visitors who in turn have formed their-own pre

conceptions based on the narreelpersonansisocietyt cul at ed a

Ultimately, studying such intricate nuances of identity construction require an ethnographic study that
is not the scope of this work, but would definitely offer additional findings on the identity negotiation
process through aatoontact. In the same way that identity is not absolute, neither is the conclusion of
any single study. Contektased research provides a contextual truth and not a singular one. In the
following sections, focus will be placed on the exploration of thergemce of nations and national

identities, touching upon the emergence of the Greek national identity irrgstwidcal terms.
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2.3.2 The Emergence of Nations and National Identities

Anderson, in his prominent pudishédind®83,ivaspiengeringlg d c o
arguing that the emergence of nations is a socially constructed phenomenon connected to the
establishment of capitalism in the modern western world. This scholar came up with the concept of
imagined communities to dedoe groups of people that developed a sense of belonging. The members

of these community lead their lives ruled by the arrogation that they are connected in a definite way.
However, ifthe members of even t he s pvanhemlzEes,t nat.i

me et t hem, or even hear of themo (Ander son, 2006

Regarding the dynamics between nations, national identities and nationalism, there has been a debate
on which emerges first. Hobsbawm (1990) considers nations to be a result of nationhile Seton

Watson (1977) argues nationalism is a product of nation formation. Contemporary narrative theory
views nation as both a product and a producer of nationalism. A nation, albeit socially constructed,
cannot materialise with no systematic asti@nd the same is true for nationalism. When it comes to

the contemporary world, nationalism can narratively construct nations and vice versa. Anderson (2006),
nevertheless, fails to recognise this relationship and does not seem to take into accaoufiurater
communication as a national identity formation factor. This is also the case with Kavoura (2007), who
acknowledges intercultural communication and succeeds in studying state ideology and bureaucracy as
vehicles of nationalist tendencies, but does extend her research to discourse and narratives, thus
dismissing the calependent nature of the concepts studied and the distorting potency of politics.

Consequently, while distortion occurs, a fertile ground emerges for various forces to plant the
understanding that best serves their cause. It is within this framework that nationalism, being a societal
concept of selfletermination and a cultural concept protecting mautiuralism, tradition and eo

existence, is misconstrued by extremist politicalugrs aiming for suppression and seclusion.
2.3.3Tourism and Culture: The Case of Greece

Anderson (2006) suggests that communities needed to be formed so that early capitalism could develop.
The emergence of nations required a central economy to cordrad@uiate exchange practices among

its members, who gradually started sharing the same language, history and nationality. The same is true
for contemporary Greece, where the idea of a unified nation emerged during thé"le¢ati@y and

spread in thearly 19" century after the Greek War of Independence (1B229). Nevertheless, the
population considered to be Greek at that time had been partly alienated from the Ancient Greek history
and tradition and although Hellenicity was omnipresent, it was mmfuged with the Oriental than with

the Western.

50
K.Plisiotis, PhD Thesis, Aston University, 2020



The way Greekness came to be understood was greatly affected by the movement of Philhellenism,
which aimed for the resurrection of ancient Greek ideals. As Tsigakou (&2B8Rinsi Gr eece t hat
wascreated n 1828 [ é] was, moreover, modelled by its
themselveso (as cited in Rakic, 2008, p.38). Or
undertook the O0debarbari zi ngtdimpode art ideetity mihet thann Gr e
guide the population through a sedfflection process. This procedure of defining took place via
circulation of narratives mainly in the form of ancient texts and their translations into Modern Greek

and was a resultf@ stereotypical understanding of Greekness at large (Athanasiadou and Tsiggou,

2017 Travlou,2002 Thi s i ntellectual el i ted was, t herefor

state and identity.

In parallel fashion with the narratives in thé"l®e nt ur vy, the contemporary d|
media, is now the defining formulating factor for Greek national identity. Glynos and Voutyras (2016)
suggest that #delite political di scour seGreelnd pr ac
national i st ,fwhiahisateréoymotused .a2a@e degree in a similar manner with

19" century dominant narratives around the natinis kind of discourse, disseminated by the whole

range of public and private bodies, is poftteenough to create a nation image. Therefore, it is striking

to see that scholars have so far delved into studies of nation and national identity mostly under historical
scope, at times neglecting the very relationship magnal micreeconomics, cultw, politics and

identity historically share with regard to the representation of nation (Edensor, 2002).

Foster (1999) studéenation in relation to commerce, while Bhandari (2008, 2014, 2016), Kavoura

(2007) and Zantides (2016yncludethat tourism as eontemporary commercial practice makes use of

the idea of the nation and renders the very core of national identity a commodity. Kavoura (2007) further
suggests that tourism does indeed resort into a nationalist agenda to extract narratives, while Bhandar
(2008), when examining Scottish poet Robert Burns, suggests that cultural resources are an important
element of national identity shaping. These commercial campaigns are both initiators and consumers in

the nation image building process. Hence, | deeltureuto be inextricably linked with consumption,

yet not excluding its relationship with nation building, for consumption and nation building processes

often overlap and one should actually study the very subtle variation that capitalist societybhasdttri

to nation image and its respective products (Rakic, 2008; Foster, 1999). Edensor (2002) considers
nati onal identity to be Aconstituted out of a ht
connectiono (p. Vi igysbeingdndévelopmenteAliough thd aboveraguneerst a |l w
is valid, this development is rarely spontaneous, but rather orchestrated by hegemonic practices (Pretes,
2003) ngtably through discourse (Wodekal, 2009)

Tourism in Greece, and in most higinking tourist destinations, is predominantgtated to the

concept of recreation and leisuhgough activities such as lying on the beach, visiting spas or eating a
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ataverna on one handndknowledgeof the cultue/destination through a number of touristic activities

from visiting museums and archaeological sites to sitting in on seminars and attending local festivals
on the other hand.hese twaypes of touristic focus and experience almost alveayslapand areat

times synonymous in that even destination traits deemed recreational, such as relaxation, have turned
into elemenrd of the cultural capital and psyche of Greece through promdtidhis study, texts to be

put under scrutiny are be extracted from ViGireece, the Acropolis Museum and the National
Archaeological Museum of Athens, containing texts that focus on Greek cultural and touristic elements.
Thatis, hybrid (promotional and informativtextual datdSchaffner and Adab, 1997) are selected from

websites whose focal point is to address the potential visitor.

The pool of datanayindeed seem irregular, but it is vitalbear in mind that the general framework
enclosing all texts to be analysed is their dynamic in shaping an image for the readeteatidl

visitor, seeing that the narratives disseminated through these texts are robust in nature (see sections
2.2.3 and 3.2)n this study, | consider websites examined to contribute equally to destination promotion
and nation image constructioalbeit possibly through different channelae to their very nature, yet

as a part of the destination promotion process within nation brarflinige same time, not focusing
exclusively on touristic websites per se provides an interesting platform of gatésii as to the
pervasiveness of national identity narratives across donadipsomotion, experience, as well as
business and social scope the following sections | move on to a discussion of tourism and culture
promotional activities in order to grashe perpetual interconnections between nationalism, national

identity, culture/tourism and translation.

2.4 Tourism/Cultural Promotion and Nation Image

Tourism as a scientific field exists since the 1960s (Bhandari, 2008) and since then it has mkn stud
through historiographical, financial, psychological, sociological, political, cultural and linguistic terms.
Nowadays, tourism is one of the broadest soci al
of culturedo (Robi rnyk bisa @maodfindcial andhindusti@l enérker ap well.
According to statistical evidence from the World Travel and Tourism Co(MaiVTC), in 2019

tourism andravelling accourgdfor 10.3% of the worldGross Domestic Produc&DP) androughly

10%of all employment, thus making travelling and tourism the largest industries worl(WWida C,

2020) There are around 880 million international passenger arrivals worldwide per year, the great
majority of whom travel for touristic purposes alongside pgsifenal and other reasons (Urry and

Larsen, 2011).

The United Nations World Tourism Organisation (UNTWO) (2014) provides a rather categorical, yet

still i nclusive, definition of tourism as a NASsoc
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movernent of people to countries or places outside their usual environment for personal or
business/ professional purposeso ( pheculjuralfofmofr t he
tourism,giventhat in the case of Greece, tourism is predomilyambn-businessoriented and mainly
cultureoriented. Yet, tourism is also an industry and Thurlow and Jaworski (2011) claim that it is
Ainstrument al in producing the very cultwure tha

reflective produdbn apparatus.

Al t hough there is more to tourism than cultural
Bhandari (2008) argues that cultural heritage acquires high commercial value when paired with tourism.
Culture is not solely a repentation of past and present artistry, but it can also be understood as an
acquired, collective and distinct set of behaviour and thinking patterns, manifested as an everyday
expression of identity (Mele, De Ascandisd Cantoni2016). Thus, culture hdmth a concrete and an
impalpable nature and as Ivanovic (2008) supports on the relationship between tourism and culture,
each destination is loaded with a distinctive tangible or intangible supply of culture that awaits, in turn,

to be consumed by the damd side, i.e. the visitors.

Visitors are one of the foremost components of tourism, with White and Frew (2011) supporting that
visitors tend to mirror their personal expectations on the destination they visit, thus affecting local
identity through narratiity, as well adoy means of the tourist gagdrry and Larsen, 2011), which |
understand to be narratively construct€deUnited Nations World Tourism OrganisatiddWTO)

(2014) defines visitors as travellers moving to a destination outside theirlmesmantial environment

for no permanerprofessional purposes. It distinguishes between visitors from tourists arguing that the
latter spend at least a night residing at the destination. However, this classification is not useful for my
purposes, sinca order to delve into the study of nation image, | need to consider permanent residents,

visitors and tourists as they are all affected by narratives around the destination.
2.4.1 Commodification& Stereotypisation of Culture and Nation in Tourism

Tourism is fAan expression and experience of cul
commodified activity. As such, it (a) semiotically distorts the product and (b) provides the means for

profit to the plutocracy (Marx, 1867). First, this me#mat tourism can have an effect on the image
disseminated, potentially replacing the real and original image if it acquires a norm status under a
narrativelyconstructed understanding of the world (Baker, 2005). Segoretthat tourism is a huge

industry, the relevant campaigns will be permeated by the profit motive. Communication, in line with

this motive, rarely aims to depict reality, yet makes use of communicative instruments that appeal to a

specific audience regardiesf their degree of authenticity.

Tourism campaigns are largely based on commodified cultural/national elements, understanding
commodi fication as fAthe offering of cultural pr
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definition perfectly descriss the final step of commodification, that is, the commercial exchange.
Nevertheless, cultural commodification starts much earlier than the transaction that perpetuates it and,
at its present state, is inextricably linked to the creation of nations atwdlaties branding. Under a

Marxist understanding of commaodification, Gotham (2002) suggests that there has been a movement
from commoditydriven society to a spectaaiieiven society. Spectacles have partly replaced
commodities as regards consumption, butvould argue that it is still within a process of
commodification that these spectacles appear. The spectacle, unlike the commaodity as understood in its
traditional sense, i.e. a golden watch, a handmade vase etc., is not valued equivalently to its actual
production worth and/or authenticity. There are many performed instances of such spectacles that relate
to tourism promotion. Th&reek Wedding Shdwn the island of Santorini, Greece, is such an example.

The organisers offer what they describe as gueiand authentic Greek wedding experience that
reproduces the spirit of 1940s Greece by inviting customers to be part of the-thesitizal show

and engage in the production. Similarly, in Germany, Checkpoint Chartie of the core Berlin Walll

crossing points, stands as both a reminder of the past, yet is reproduced and distorted at the same time
with actors posing as American soldiers for tourist photospectacle deemed unauthentic as it
inaccurate in its temporal and spatial depiction ofrthtton image. As MacCannell (1973) suggests,
AiwWwhat is taken to be real mi ght, in fact, be a s

Authenticity in this study relasdo degree of reality narratives hold againstgbesible enactmeraf

such narrativestaa societal/national levelithin a specific temporal and spati@hvironmentthat

matches the one of the actual touristic experiencd n ot her words, | aon using
distinguishbetween authenticitys staged authsicity/lack of authenticity. Although this binary is

rather limiting in assessing the nation image disseminated through tourism promotion and gsactice

well as the very nature of tourism as a ffhenomer
the opposite of 6éauthenticityd not dibieusefulint equal
examining the degree to which and the ways through which the Greek nation image is distorast],

or manipulatedhrough discourseithin brard promotion

Undoubtedly, holistic examination of the phenomenon of staged authentioifid require an
ethnographic approach to study the appreciation of such occurrences by visitors and the degree to which
locals identify with these spectacles or narratives. Seeing that, ultimately, authenticity cannot be solely
evaluated by means of exploritige narratives and representations produced and disseminated by

bodies, it is also necessary to add the ways these are experienced by tourists to the research equation

"Website of the Greek Wedding Show: https://www.whitedoorsantorini.com/ (last accessed, 19 September, 2020)
8 Webpage of Checkpoint Charlie froMisit Berlin: https://www.visitberlin.de/en/checkpoinharlie (last
accessed, 19 September, 2020)
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(Cohen, 1988). However, this falbeyond the scope of this study, as my aim is to exaihieonline

discursive construction of such nation branding processes and not their physical representation

The main means through which this commercial process takes place nowadays is undoubtedly the media
and most specifically the web. As Zantides(Z®®) ar gues, Aidigital capital
daily practices through a plethora of mediumso
always relied on mass audience communication methods in order to attain their goals. Thieewider
audience the story reaches, the more people believe it and the truer i€grtequently, visitors are

burdened with a number of preconceptions about a destination, which they expect to experience while
visiting. Upon actively experiencing the spectacles badoming part of the dominant narratives,

visitors then proceed to a further dissemination of these narratives, ahliirgg their physical social
interactions back homeas well as during their visit by interacting with locals and other visitors who

take part in the narratively constructed identity formation process (Baker, 2005; Ivanic, 2006).
According to Urry and Larsen (2011), this process of mediated experience is the core of contemporary
tourism practices; what t hgea zseadh o(liabrisd ) h aivne otredrenre

construction, consumption, dissemination and establishment of imagechdnatterisea destination.

As a result of this process of fgazingo, destin
visitor expecations and satisfy thejrursue of controlled familiarity and discovery (Cohen, 19WB).
understanding of the term Atourist gazeo buil ds
constitute an exclusively visual experience. In other wdrds, notabide bya strict visualoriented
approach to the construction of tourist experier
in outlining the core of tourist experience as expressed thringjtiutionalised and controlled
commodifiation/construction in the contemporary world, but does not fully succeed in successfully
accounting for the plethora sfimuli involved in (desti)nation/brand constructiom.,i) it does not
considerother modes of narrative consumption and dissenoimati detail ii) it does not take into

account narrativelg onstruct ed identities as a filter t h
communicated and reproduced anddides noadequately describe the sentimental aspect of tourism,

which can include stimuli that stretch beyond the powerful narratthecing elements of the visual,

such as sexual intercour&gased on these points, | wishftotherd evel op Urry 18nd Lar .
argument that the touri st gaze fipresupposes a s
particular tourist practices, not in terms of some intrinsic characteristics, but through the contrasts
implied withnont our i st s o c alslaccqunt rahe nacratigely mediated nature of these
6contrastsd and identity el ements, as [ have al
although this study does not extend to an examination of narrateelstructing phenomersach as

active visitorlocal interactiongsl consider the gaze of touristic experience to go further than the visual

aspect particularly within the intensely competitive contemporary world, in which campaign officials

engage into a plethora of diverse outreadhiques, such as podcasts.
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Indicatedby the meticulous promotional campaigns worldwide, the importance of tourism and culture

in finance is immense. These campaigns depend on both tangible and intangible goods. In such
promotional contexts, language egulated and commodified alongside culture, history or even actual
buildings, which go through a makeover process that will render them consurRaster (191).

Although visitors most of the times seek a pure experience, what they often get-isragptd facade

that in the process of commodification is deprived of most of its authenticity. Foster (1991) suggests
that these processes safeguard the national patrimony and consolidate the round on which national
feelings are built. Since the narrativesgimination circle is a vicious one, this means ndteuilding
campaigns are not solely directed by the state, but extend to private corporations/institutions as well.
By commodifying the object, building or feeling they want to promote, they managéeutaly acquire

it or appropriate it and present it to the public. Museum exhibitions and building
conservations/restorations are such examples. The question arising is whether these commodification
processes help perpetuate historical traditions arad ¢odture manifestations by making them popular

or whether the (re)production of the culture is equal to its nullification, by moving away from its roots
and thus becoming a globalsiereotypicatommaodity that does not correspond to the specific aigin
culture and is not in line with the actual nation image. Bearing in mind tourism is a huge industry and
one of the most popular social practickesal experience shared by a great number of people will
become popular. However, the process that leadadb popularity in the late capitalist world is one

of alterations and modifications to suit the need of the consumer/customer/audience. As a result,
popularity of cultural element does not equal authenticity of cultural element and the nation image
prodwced through these campaigns is bound to differ from the origimibr stem from stereotypical
depictions familiar to the consumdiBann, 2001)As soon as this image is disseminated and reaches
the destination residents, the process of identity (rejgunattion commences (see sectib8) and it is
important to note that this process is not easy to be halted or rerouted, as the wide-land age
circulation of stereotypes does not only reach ameteative status for the egroup, but it also affects

the selfidentification of the ingroup, i.e. Greeks in thigudy.Gartner (1994)in discussing destination

image formationsuggests thait he | arger the entity the more sl
Similarly,Dann (2001, p . 10) expl ains, it becomes di
rebrand a country, as if it were simply another consumer product. The overwhelming presence of past
clich® under mi nes (Thsefocws prt tiegagh both feed natienplistie isleasand .

halts cultural/social/identity evolution.

In her study of guidebooks about Athefisaviou (2002) puts forward théit Gr e e ks [ é] repr
and/ or recyalde 6t Heé margeady , e mp| o \yesnThey shhpe thara me st
cul tur al identity according to what they believe
points promoted and highlighted are reproductions of stereotypical ideas about the nation, which acquire

astatus quaonditionthrough continuous dissemination and consumgter section 2.2.3 abové)
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turn, this stereotypical nation imagery nullifies the actual identity of the nation and its components. By
reproducing and narratively imposing stereotypes related to the mage of the brandcharrative
dissemination actors contribute to a static national identity that cannot find room for enrichment or
developmentFrancesconi (201), in her study of tourism, stereotypes and identity, supports that
stereotypes focus on a ftmemorable characteristics about an object, idea or person and simplify the
understanding of said object, idea or person, based on an exaggerated version of that set of
characteristics. Consequentl vy, At hamicdfdiginction si ve p
and identificati on, which position a chosen el er
(national or other) is reduced to a predetermined and rigid collection of superficial elements that are not

in correspondence witthe individual or social reality to which they belong, there can be no

identification t hi s pr ocess |pelaadcse 6t of Tar advil sotuo,r tpe.dl 2fi7n)o.n

Thi s-pAimacred constructed is a fertile ground for
solely presents a limited view of the nation and does not allow for development. At the same time and
particularly seeing that a static identity can lay the groundwork for obsolete nationalist ideas that feed
on the past at large, it is deduced that theative power of stereotypes disseminated through tourism

and culture national discourses can have grave ideological impliceéfimnexample, one of the core
narratives disseminated by international media throughout the Greek financial crisis of 206Rxteal

to the inherent traits of Greeks as to their professional and personal way of life that would invite such
socioeconomic turmoil (Wodak and Angouri, 2014). Although these narratives originate at a political
level to a large degree, their very natinvites questions about the dgag depiction of Greece as a
(dest)nation within tourism promotigrin which the country and its residentdistinguished byts

easygoi ng and relaxed demeanour . Thi s pantaddoss of
polarisation and create nationalistic trends on both the message communicator and receiirer ends.
fact, the anecdotlattle between Greeks and Germans was quite intense dur@p@faancial crisis

in Greece.

I n order for these processes to occur, t here ne:¢
and Adab, 1997, p.326) regarding administrative and operational standards of professional bodies; this
means a systematic and organised approachnadibalt has been noted that ideology in promotional
frameworks requires a bureaucratic body to be establi®mtl. Kavoura (2007) and Francesconi

(2006) suggest that it is within such bureaucratic bodies that these promotional campaigns take place.
Congquently, via promotion consisting of images, symbols, slogans, sounds and physical location

(ibid), a nation image emerges through a structured and puopiested process.
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2.4.2Nation Branding and Online Promotion

Anholt put forward the term natiomdnding in 1996 (as cited in PoljarBoric, 2016, p.4) to refer to

the processes followed by a state body to promote a specific country as having a specific and distinct
image and exhibiting positively loaded attributes. However, bureaucracy and prochmtiamt only

occur in statded campaigns, but penetrate such operations across the capitalist environment in which

they exist and act.

The practice of branding first appeared alongside the need for a communication code enabling collective
understanding (More and Reid, 2008). Today the quintessence of branding remains the same, although
significantly altered in terms of methods, complexity and variety. According to Giannopoulos, Piha and
Avlionitis (2011), Aibased on tvebder brandng thameelvéesd e n't i
del i berately and systematically for centuriesbo
branding claiming that consumer choice is primarily driven by the brand when products or services are
largely similar, stressig t hat fwithout a power f-hitamadd, popsi ¢t ouw
can consistentlyncampaetmd atpdraas.hi on, Gartner (1
promoters without an image formation strategy will find it increasingficdlt to maintain, increase,

or develop their uni qgue sThaefoe, Wwhen candideringthe effedtaf m mar
globalisation, it is understandable that nations should strive to be culturally distinct and to successfully
communicateheir distinctiveness. As Anholt (2003) indicates, it is far more important to promote an

i mage than to actively and actually build one.
6devel opingd countries hayv e thatdeaallwiththe promotiomcithe and t
nation. Ahn and Wu (2015) support that A@Athe exi:
sector indicates the presence of active national cultural policy in the sector rather than leaving the sector
todevebp on its own with minimal government influer
bodies is an indication of involvement. However, in order to clarify the level and type of involvement,

one should research into these bodies per case,mgtb@xistence of a body does not guarantee active
involvement. For example, in the case of Greece, the Ministry of Tourism is actively involved in the
tourism promotion campaign of the country, while the Ministry of Culture ipmatarily involved in

the promotion of the Acropolis Museum, although it is one of the top selling points of the branding

campaign.

Nation or (desti)nation branding has received much attention in academia in the last decades (Anholt,
2003, 2005; Dinnie, 2008; Gertner, 20ygtthere has not been any conclusive definition of this term

(Gertner, 2011). Koltringer and Dickinger (2015) state that in (desti)nation branding, activities involve

the creation of symbols, names, logos or images. In the same fashion, Ritchie and Ri@8je (1
understand branding as fna name, symbol , l ogo, w

di fferentiates the placedo (as <cited in Saranienm
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adequately depicting the product and productiongseof branding practice, do restcount for the
provision ofinformation on the individuals and bodies exercising these practices.

Aronczyk (2008) supports that Afnation branding
control theimage theypragjet t o t he worl do (p.42), while Jordan
be viewed as a tool via which governments manage to produce a wishful image of the nation. These
definitions are rightful towards realising the scope of branding practices, &lbdity restricting

(desti)nation branding practices to state bodies. Exceptionally in the contemporary world, financial
practices are rarely restricted to state interests and private bodies are constantly active in such
campaigns. As Volcic and Andrejevi2011) explain, the mobilisation of both state and private bodies

is a definite trait of contemporary marketing campaigns. Hence, nation branding campaigns should not

be considered an exclusive practice of governmental bodies, but a practice in whiphinaie and

state bodies are involved, operating on the basis of bureaucracy and under the force of narratives which

they circulate and consume.

Regarding narratives within nation branding campaigns, there has been much discussion around the
circulationof nationalist rhetoric and agenda (Kavoura, 2007; Pretes, 2003; Stahlberg and Bolin, 2016).
Kavoura (2007) argues that promotional campaigns, when part of nation branding, touch upon
nationalist themes and promote nationalist ideals. Despite the factubhatof the content is nowadays
produced and disseminated by aersbrs instead of organisations and institutions (Munar, 2011),
narratives can affect behaviours and (re)create meaning on both ends of the indificiabbody

spectrum.

Narratives reque channels through which to circulate. In a like manner, nation branding spans across
communication channels; Anholt (2003) puts forwa
six channels of communication for branding a place: tourism, expandb, foreign and domestic

policy, investment and immigration, culture and heritage and people. The same author identifies tourism

as the fAmost visible aspect of a countryds brar
mar ket i ng f ®@05cpara. 14) #nd ¢aks lattention2o the relationship between tourism and
culture. For the purposes of this research, | focus on tourism and culture as thematic threads guiding

my textual data selection process. These two domains are a cornerstoreagetheGreece and other

important players in the industwith similar cultural/touristic product such as Italy, Spain and Turkey;

hence, relevant analysis would show how Greece is branded in order to differentiate itself from the

competition.

As regardshe importance of semiotics in promotional contexts, the existence of robust product imagery
is the most effective way to elicit positive feelings towards the advertisement and brand (Scott, Green
and Fairley, 2016). Promotional discourse is a type obdise that abounds in communication modes

such as images Francesconi (2006) argues that the large number of signs in promotional discourse
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itranscend the authentic [message] and give birt
ordertofuly grasp the intended 6product descriptionb

cultural implications that lurk in the many modes of promotional discourse.

Cultural or tourist websites attempt, through the use of discourse, to lure andceomiilions of

people. Before succeeding at this, they primarily aim at (re)shaping their ideas about the product,
revoking current narratives before new ones are established. Promotion stakeholders may also make
use of rhetorical discourse devices suctmasaphors, slogans, imperatives, alliterations, etc., which
function as linguistic complements of equal significance to the primary or secondary message. National
identity shaping is central in this reconstruction process and tourism discourse isantgtth nations

are reshaped, packaged and sold (Manca, 2046&uch a discourse framework, the existence of
nationalist discourseis often evident(Bhandari, 2016; Kavoura, 2007; Pretes, 200R)is is a
hypothesis | will examine after focusing next tme specifics of nation branding as narrative

disseminator.
2.4.3 Branding as areeceNation-Building Tool

Hellenic civilisation is one of the most prominent ancient civilisations. With a cultural production of
about 5000 years, modern Greece boasts mahipits of its long past and especially in the case of
Athens, cultural production is still outstanding. Tourism in Greece started acquiring a notable status in
thel9century after the countrydés | iberadusheing fr om
the Athenian Classical past. In the past decades the focus has partly shifted, with visitors spending less
time in Athens and more time in the Greek islands or othejunoan locations (Asprogerakas, 2007).
However, Athens is still consideredlie the centre of visitor flow due to its infrastructure and cultural

variety offering.

Tourism is of central importance for Greece. A report published in 2016 by the World Travel and
Tourism Council studying economic impact, showed that travel and tourism accounted for more than
18. 5% of the country6s GDRFRis numbervil risé drastiedhlyi by 2026i t i s
(WTTC, 2016, p.1). Additionally, the Greek Tourism Confederation (SEWE¥ses the importance of

the industry in relation to employment, finding
this industry SETE, 2016, p.60).

In the case of Greece, increasingly in recent years, promotional and commercial information for touristic
or cultural purposes has been transferred to the web, while print promotion has been restricted mainly
to onsite use (Skibitska, 2013). As regardaristic campaigns, Greece has launched several
promotional campaigns through te@eek National Tourism OrganisatioBNTO) such ad.ive Your

Myth In Greeceor Greece: A Masterpiece You Can Affowhile nonstate actors such as Discover
Greece and Aegeahirlines also launch their own bor multilingual campaigns. As Cappelli (2008)
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demonstrates, the linguistic quality of websites is perceived by potential visitors to be in line with the
quality of the destination represented therein, thus translatstecna context are called to mediate

between cultures.

Translation is central to the websites that will be put under scrutiny and to the majority of promotional
websites online in Greece. The vast majority makes use of English as the TL, while thefevare a
websites featuring translations in multiple languages. The use of -tardjence language or
translations in natictrranding and natiebuilding is a common patterfor example, in the context of

nation branding campaigndiet Russian Government laared RT(Russia Todaygs a television

network in 2005 which still operates offering web content in multiple languages. Similarly, the
multilingual publication of speeches by the General Secretary of the Communist Party of China, Xi
Jinping, is typical ohation branding campaignshe translation of such texts in multiple languages is
inextricably tied to the dissemination of ideology and branding, seeing that translating most probably
achieves wider dissemination of narratieshe nextchapter, | preent the Research QuestigR€)s)

tied to the concepts studied above; the RQs have been formulated to investigate these concepts in the
context of the dataset presented in section 3.2. After presenting the RQs, | present the ways the questions
around the ancepts presented will be answered, by looking at the model of analysis in section 3.3.
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3. Methods and Research Design: Theory and Practice

3.1 Research Questions, Aims and Obijectives

In previous chapters | identified a research gap in the fieldusfsm and translation, as the potential

of English TTs in (re)forming Greek nation image and identity has not yet been thoroughly studied. The
careful consideration of core theoretical perspectives about translation, discourse, tourism, identity and
brarding allows me to proceed now to the articulation of the research questions guiding my study as
well as the main objectives of this project. Aiming to provide new insights into the narrative
construction power of translation in the framework of tourisniceltexts in the case of Greece, this
research project seeks to answer the following overarching question:

1. In what ways is the translation of cultural/touristic texts from Greek into English a catalyst in the

(re)construction of the Greek national itignand image from 2009 to 2019?

In order to offer a thorough answer to this overarching question, other aspe@retihaestigated

include

2. Since my project comparatively analyses texts in Greek and their English translation, are there any
systemadtally differentiated discourse patterns used in thef$and the respective Source and Target

Culture?

3. Seeing that tourism discourse makes use of ideas of nationhood and national identity, how evident is
the existence of a nationalist discourse inSfieand TT and what are the dominant narratives in terms

of nationalist discourses by extension?

4. Understanding the social impact of tourism as a mass activity promoted through dominant bodies,
what are the socipolitical implications and ideological naotations of the Greek nation image
branded through the ST and TT?

This study builds on previous |iterature 2 n TS
and t he 0powe randtGentzier@002). Thisrmeangz | Kobow previogsholarly work in

the field that focuses on a critical exploration of language and communication and attempts to unearth
ideological implications and power relations within translation as a phenomenon and practice. | also
extend the premises of these TSaaigms with a critical exploration of language and discourse, as
dictated by Critical Discourse Analysis and Critical Narrative Analysisiegresented in detail under

section 3.3.

Subsequently, this research project carries out a linguistic, digeuasid ideological comparison

between bureaucratic tourism/culture bodies, as initiators of textual data, investigating the socio
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political implications of the produced narratives on the Greek nation image and national identity within

a system of patronag@®an Dijk, 1997). Understanding of power relations and ideology through
discourse can pave the way for social change on the premise that discourse construction equals social
construct formation (Fairclough, 1992; Lefevere, 1992). Studying discoursehtadranslation prism

can offer a valuable insight into the intricate mechanism of social control through discourse
manipulation in the field of tourism and culture. Subverting existiogninant powers and relevant
discourses that contribute to the (re)stonction/distortion of national identity and image is inextricably

tied to a deep understanding of the discourse production mechanisms and translation processes
involved. Following CDA tradition, as will also discussed under section 3.3 below, | sihisite t
Dissertation within the abowmentioned ideologically bearing paradigm, considering research to be
ideologically loaded by defaultecognizing this limitation and actively engaging with it is the foremost

aspect of honest academic research.

This study is also an excellent example of the multitude of ways social sciences can ealol in
explorationof nationalistic movements following an interdisciplinary perspective, ultimately with
potential to inform the general public and take action in relatioiéomultifaceted occurrence of
nationalism that can be a halting element in relation to social progress. In an era where nationalistic
discourse is on the rise and the concept of nation is being debated (Wodak, KhosraviNik and Mral,
2013), thisDissertatiom can prove valuable in unfolding the particularities of nationalistic/chauvinistic
rhetoric not through the mere scope of politics, as it has often happened so far, but by focusing on the
detection, isolation and analysis of these elements that appbaraithe core of the projection of
national identity. Consequently, my objective is to offer some insights into the mistreating of national
identity elements by those discourses that arrogate the very concept of nation, often through
manipulation of its mage. By the same token, | discuss the bureaucratic processes of narratively
constructed identity and image through media, aiming to shed more light on the hegemonic power

processes that define the whole social spectrum (Kavoura, 2007; Lefi3%2e,

Offering a critical thinking approach to the audience, particularly regarding the fashion through which
the message receiver responds to specific content, this study has the potential to bring new perspectives
to those engaged in tourism practices, as vedlb ahe general public, about the possible corrosive force

of nationalism as manifested in nation image construction processes via translation. Based on the model
of analysis presented under section 3.3 below, | aim to address the discursive constiroctimmal

identity and the subsequent nationalistic discourses by investigating the extent to which translation
plays an important role in the Greek nation image and identity, as disseminated through
touristic/cultural texts. Retrieving the discursivaedamarrative features of nation construction in my
collectionof texts has the dynamic to provide useful findings with connection to the phenomenon of

nationalism and its discursive construction. At the same time, investigating the dominant nationalist
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narratives in myollection ofmultimodal texts allows me to contribute to the discussion of tourism and

branding discourse by expanding on existing literature as set out in Chapter 2.

This research project also aims to contribute to the academic disagblifranslation Studies in the
following ways: (i) providing a concrete and original method of analysis on the basis of
interdisciplinarity within the tradition of narrative theory and Critical Discourse Analysis, thus showing
how these methods can be bgqgbto the TS framework, (ii) offering useful conclusions that could allow

for and possibly lead to further research in TS, specifically as regards Greece and the Greek language

in the framework of critical studies of discourse and translation.

My conclusons may also prove useful for translation practitioners and language professionals involved

in branding and marketing campaigns. Understanding the specifics of language production in relation
to ideological implications in the Source and Target Cultw#sa basis of quality language production

that accounts for the croessitural and crosfinguistic differences between two language pairs.
Audience designh and message reception is at the core of (desti)nation branding; as a result, being able
to both inerpret and account for cultural expectations leads to the creation of culturally aware
multimodal content that appeals to the target audibpcesponding to the needs of the Target Culture,
respecting and accounting for cultural differenaad adjustinghe TT content both for the sake of
promotion, as well as social reasons pertaining to religiemographicsgthics etc.

Finally, the findings can be a practical tool for campaign officials, who plan and execute branding
activities to promote Greece aglestination. Inasmuch as Greece heavily relies on tourism for its GDP,
successful branding campaigns appear to be great
of the situation that during the 2020 Co\ifl pandemic, Greek tourism/culturedi®s engaged in

excessive marketing in an attempt to salvage the financial loss to which the quarantine and travel
restriction measures would by default lead. Acquiring insight into the produced messages promoted
through specific narratives allows for assymatic attempt to better anticipate audience reception and

generate better multimodal content, which would in turn lead to financial profit.

In the following sections, | present the practical and methodological foundations of my study. Section
3.2 explans the data collection process and presents the websites makinglatatbetVisit Greece,

the Acropolis Museum and the National Archaeological Museum of Athens. Finally, section 3.3 focuses
on the model of analysis and research design, discussipartiularities and fundamental aspects of

the methodology of Critical Narrative Analysis designed and applied herein.
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3.2Data Collection and Design

3.2.1 Final Shortlisting and Website Information

Data collection for this study is understood in two ways. First, it refers to the textual data retrieved from
the websites and second it relates to the information acquired from the bodies and other means as
explored below in order to be able to clasdify tvebsites and corresponding bodies, as well as ensure
that thedata sets homogeneous. Textual data collection posed no significant challenge as there are no
copyright issues for research purposes and all texts are publically available. Reprodudsaf vigb

material for academic purposes is permitted and/or has been granted for all three of the websites:
www.visitgreece.gr, www.namuseum.gr and www.theacropolismuseum.gr. As far as the operational
data are concerned there needed to be a numberrtfssimg steps to narrow down tliata setand

ensure all websites are permeated by the same standards of operation as regards the translation process

they follow.
Body Type Website Link
Greek National Tourism Organisation Tourism Promotion www.visitgresce.gr
National Archaeological Museum of Ather Museum www.namuseum.gr
The Acropolis Museum Museum www.theacropolismuseum.g

Table 1: Final listing of websites

Table 1above presents the final listing of websit¥ssit Greece, the Acropolis Museum and the
National Archaeological Museum of Athefhese websites meet the following criteria: (i) they show

an extensive translation attempt (most content is bilingual}rdinslation process follows the B

EN direction, (iii) they thematically belong to the domains of tourism and cuheree constituting
narrativeproducing elements within Greek (desti)nation brand{ing they were either published or
copyrighted fom 2008 onwards, and (v) they exhibit high popularity in terms fitenandor online

visitors. Criterion (i) serves the research purposes as it allows for an extensive and balanced set of
textual data to be formed; factor (ii) is related to the qualitthe data set that would allow for a
balanced discussion of possible translation fluctuations accounting for translation direction; criterion
(i) is relevant to the domain of the social phenomenon at the centre of this study and points to the most
suitable data; factor (iv) is used so that the website data extracted are representative of time period
examined and it helps strengthen the data set uniformity, seeing that web discourse, web environment
and tourist trends can change from time to time, aitericn (v) is relevant to the narrative power of

the websites/bodies, based on the extent to which they canasgeinumber of onlinphysicalusers,

i.e. the more a narrative is disseminatedarge audienceshe stronger it becomes atite greater

manipulative power it holds.
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The textual data to be analysed are the ones that are of permanent nature and constitute the core of each
website and are not removed or are chronologically bound so that they become obsolete. This means
that announcements ofrlited temporal interest as well as press releases and othersiton related

texts are not considered part of tte#a setFurthermore, the texts to be analysed are all accessible from

the website homepage and these that are only accessible throagtissg browsing, downloading or

in nontwebpage format are not considered. More details on these parameters are presented in section

3.2.1 below, after presenting the shortlisted websites:
(i) Visit Greece

Visit Greeceis the main portal of th&NTO, part of the Ministry of Tourism in Greece. It is state

operated, meaning that the professionals working in the body are public servants and the strategy and
procedures followed are a result of government planning. The main scope of the website is touristic
promotion in Greece and it features reports, articles and information about destinations, sites, events

and other useful practical details for visitors, i.e. phone numbers, maps, tips, travel routes etc. The
website writes AVi siismgwekl stefor.Ggeece, rus by tthh €reek Natianad i a |
Tourism Organisation, where you'll find information on the main tourist destinations, such as cities,
beaches, as wel | as activities, events and muclt
publisted in Greek and translated into English, with some audiovisual material being published either
monolingually or multilingually in more languages, i.e. Russian, Spanish, German etc. For this study,

only material published in Greek atrdnslated intdnglish is considered.
(if) National Archaeological Museum of Athens

Namuseum.gr is the corresponding website of Maional Archaeological Museum of Athens

(NAMA). The body is stat@perated, and it is part of the Ministry of Culture. The main scope of the

welbsite is presentation of the exhibits, history and events of the museum, while it also includes visitor

i nformation related to fares, opening hours, | o«
website of the National Archaeological Museum dhéns, Greece. The National Archaeological

Museum of Athens is the largest archaeological museum in Greece and one of the most important
museums in the world devoted to ancient Greek &

translated into Englishna its content is multimodal.
(iiif) Acropolis Museum

The Acropolis Museunwebsite contains information about the museum built in 2007 to host exhibits
and events related to the Acropolis and the Parthenon Temple in Athens, Greece. The body is centrally
regulated and although the content of both the museum and the websitbliarghmioperation of the
museum is not governmelatd and it operatesemiautonomously. The main goal of the website is to
provide information on the visiting experience and the collection of the museum, offer audiovisual

material and provide details @it events taking place at the museum. The wehsitesupportswo
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languages, i.eGreekandEnglish,but it also features multimedia material in more languages, that is
French, German, Spanish, Italian, Russian, Chinese and Japahmssstudy only écuses on the
original Greek andranslatedEnglish textual data.

In the following sections, | present in chronological order the various steps of the shortlisting process,
explaining the informed choices that guided me through the final shortlistingnBngsstatistical data

and other information about the operation, status and translation procedure of the websites, | lay out the
reasoning behind myata setto ensure textual data selected are extracted from websites, deemed
appropriate for this resedurcand clarify the logic behind exclusion of other relevant websites.

Shortlisting went through six stages.

3.2.2 Early Shortlisting and Statistical Data
3.2.2.a First Shortlisting

Textual data were selected from websites that belong to the domainsuoé emld tourism as defined

in section 2.4. These two inextricably linked domains were chosen as the thematic pools based on their

i mportance as regards nation branding campaigns
where a classification ofainains comprising the commercial representation of nation is attempted.

Also, the pervasive nature of the aforementioned domains in the Greek society is central to the study.
Notably, the countryds GDP in 2014tageafauptodd¥ out cc
of the total contribution (lIkkos, 2015).

Since the domains are broad in nature and often overlap, as in moesariigig tourist destinations,

the main driving force behind data pool selection is its dynamic in shaping the nation iittageaw
promotional framework. The focus is on texts (produced in Greek and then translated into English) that
concern the countrydéds tourist and cultur al of f e
sites. Apart from their common thematidemtation, the websites belong to specific cultural bodies,
either state or private, which operate in a bureaucratic way. That is, they operate under codes, hierarchy
and law (Kavoura, 2007), meaning that (a) roles are defined and attributed to the sraitiiebodies

with the responsibility to follow role requirements, (b) all members communicate under the same
communicative framework sharing common channels and modes of communication as well as
terminology and (c) there is a distinct and clear hiereatlstructure within the body that places
members at a higher or lower status. Finally, all bodies are receivers and transmitters of the same

narratively constructed society, as explained in section 2.2.3 on narrativity.

The websites were primarily chodesised on two factors: (i) extent of translation attempt, i.e. the extent
of ST material that gets translated, with categorisation being: no translatiesystematic translation
and most content translated, thus offering the study with the adequatetavhtextual data and (ii)

popularity in terms of visitor physical attendance. Using a number of indicsiolsas the Greek
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Tourism Confederation (SETE) library of statisticas well asAppendices|, Ill, IV, V detailingthe
popularity of locations, made it possible to produce an initial shortlisting of websites. This was, then,
complemented by personal research with reference to the extent of translation attempt per website,
which according to stakeholdétsonsulted, dllows the Greek to English translation process. Adhering

to my research questions, | have not considered ST atah@liage and conteqtality.

For the purposes of narrowing down nigta setthis project focuses on textual data dating from 2009
onwardsgdesignating thearly establishmerf the financial crisis in Greece as the starting point, until

the end of 2019The specific time frame is particularly important for Greece, as is can be considered
the latest version of contemporary Greece from theem the country entered the financial crisis until
roughly the present day. As Wodak and Angouri (2014) support, the financial crisis led to polarisation
and nationalism in the case of Greece, wthei | e at
ways Greece has since been viewed and portrayed. This radical narrative change is due to led to further
narratives of nation construction and nation branding, that are particularly important within the time
frame selectedhis, in turn, can lay thefindation for future research when it comes to the promotional
campaigns of brands in times of financial crises or deteriorating populkfiixeover,as regarddata
extraction website statistical data retrieval is more trustworthy for the time frateetse, as web
analytics tools are more robust for contemporary webpages.

Retrieving of textual data commenced in December 201bthe date of extraction is declared on a
caseby-case basis. | collecteal single version of the webpages examined with the exception of the
National Archaeological Museum of Greece, for which it was necessary to extract two versions, as the
website Igout changd on the course of resear¢tollowing the CDAdata separadigm, the only factor
determiningthe extentof textual datds the potential to address and provide answers to the research

questions (Vazquez Hermosilla, 2013).

Preliminary researcldid not point to arextensive translation attempt for locations, destinations and
other points of cultural/touristic interest outside the capital of Greslttgough there are notable
exceptions such asincredible Crete Www.incrediblecrete.gr) and Thessaluki Travel
(www.thessaloniki.trevelPrimarily based on the statistical evidence acquired through SEd Erst

draft contained the following websites: Visit Greece (www.visitgreece.gr), the Portal of the Ministry of
Culture (http://odysseus.culturefigdex_en.html), the National Archaeological Museum of Athens

(www.namuseum.gr), the Acropolis Museum (www.theacropolismuseum.gr), the Thessaloniki

9 Link to the SETE statistics library: http://sete.gr/en/statistizaklibrary/statisticsrepository/
10 At the first stage of the shortlisting | communichteith stakeholders from the following websites:
www.visitgreece.gr, www.culture.gr, www.namuseum.gr, www.theacropolismuseum.gr, www.filmfestival.gr
and www.greekfestival.gr. The individuals contacted are members of the Translation Department, Directors of
Content and/or Press Office representatives.
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International Film Festival (www.filmfestival.gr), and the Athens and Epidaurus Festival

(www.greekfestivagr/en/home).

3.2.2.b Second Shortlisting

The second shortlisting focused on the electronic visits of selected websites in connection with the

indexes and methods mentioned above. The initial shortlisted websites, thus, met the following criteria:

A Thematicrelevance and coherence
A Extensive translation of website ST content-{E\)
A Larger number of physical visitors among similar destinations

After an initial pool of 22 destinations/bodies, only those with a website remained:

>\

Acropolis Museumh www.theacropolismuseum.gr

>\

Athens and Epidaurus Festival www.greekfestival.gr

>\

Byzantine Museum of Athers www.byzantinemuseum.gr

>\

Greek Ministry of Culturéy www.odysseus.culture.gr

>\

Greek National Tourism Organisatién www.visitgreece.gr

>\

National Archaeological Museum of AtheAswww.namuseum.gr

>\

Thessaloniki International Film Festiv@al www2 . filmfestival.gr
White Tower of Thessalonild, www.Ipth.gr

Websites were then chosen basethemumber of onsite visitors where applicable. At the second stage

of shortlisting, | made use of the free trial version of website analytics sofilexsecom to determine
whether the initial shortlisting matches the electronic visits of the weldsite free version of the
website allows users to access data corresponding to the last three months of traffic. Moreover,
conducting a keyword search througlaxa.com| explored the possibility of other important websites

that match my research needs andtext.

Alexa.com a website owned by amazon.com, collects web browsing behaviour data and rankings
stemming from several sources and tools thus triangulating results. Although the statistics presented are
more of an estimate since they rely on a sarnplglobal web usage, the numbers seem to be quite

accurate when compared with other relevant electronic tools swgimiterweb.comThese websites

"9Alexa's traffic estimates are based on data from out
users using one of many different browser extensions. In addition, we gather much afficuttdta from direct
sources in the form of sites that have chosen to install the Alexa script on their site and certify their metrics.
However, site owners can always choose to keep their certified metrics private. Our global traffic rank is a measure
of how a website is doing relative to all other sites on the web over the past 3 months. The rank is calculated using
a proprietary methodology that combines a site's estimated average of daily unique visitors and its estimated
number of pageviews over thgast 3 months. We provide a similar courdpecific ranking, which is a
measur ement of how a website ranks in a particular ¢
2018)
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are primarily used for promotional and/or businedated reasons, uskd by companies and
institutions in order to maxinge their marketing plan efficiency onlin&tatistics for the above
shortlisted websites as well as the keyword search results extracted on 16 December 2017 from
alexa.comare presented below:

- Greek National Tourism Organisation

The webdk is ranked 5.006in Greece, having a bounce ratef 71.1%. Daily pageviews per visitor
are 1.6 and the daily time spent on the site is
64.5% of the links occur from search engine results.

- Greek Ministry of Culture

This is the most visited sphge of the website culture.gr (41.27%). The website is ranked™ifi03
Greece, having a bounce rate of 45.4%. Daily pageviews per visitor are 3.9 and the daily time spent
on the site is 606 17606. There ardthalink8d&durfremt es | i

search engine results.
- White Tower of Thessaloniki?

The website is ranked 78,87 Greece, having a bounce rate of 35.7%. Daily pageviews per visitor
are 4.4 and the daily ti me s p eankingtodhs webkite, wisleé t e i s
78.6% occur from search engine results.

- Acropolis Museum

The website is ranked 5,918 Greece, having a bounce rate of 49.6%. Daily pageviews per visitor
are 4 and the daily time spent on the site is 3¢

57.5% of the links occur from search engine results.
- Athens and Epidaurus Fesval

The website is ranked 12,328 Greece, having a bounce rate of 58.6%. Daily pageviews per visitor
are 1.9 and the daily time spent on the site is

51.7% occur from search engine results.

2/ Aounceis a singlepage session on your site. In Analytiashounce is calculated specifically as a session
that triggers only a single request to the Analytics server, such as when a user opens a single page on your site
and then exits without triggering any other requests to the Analytics server duringshatees 0 ( Googl e Sup
2018)
13 This website is quite recent and there are no consistent data about visits. A combination of statistical evidence
from alexa.com and similarweb.com is used.
70
K.Plisiotis, PhD Thesis, Aston University, 2020



- Thessaloniki International Film Festival*

The website is ranked 4,128 Greece, having a bounce rate of 33%. Daily pageviews per visitor are

5.6 and the daily time spent on the site is 56 &
- National Archaeological Museum of Athens

The website is ranked 11,3781 Greece, having a bounce rate of 36.9%. Daily pageviews per visitor
are 4 and the daily time spent on the site is 3¢

57.7% of the linkoccur from search engine results.
- Byzantine Museum of Athens

The website is ranked 19,958 Greece, having a bounce rate of 37.1%. Daily pageviews per visitor
are 3 and the daily time spent on the site is 2
71.4% of the links occur from search engine results.

Results from the keywordkarch conducted aalexa.comare presented below:

Keyword SearchBilingual tourism/culture related nesdministrative/advertising websites appearing
in the list:

Keyword Ue g} s U egfpektolisnp-Yu U |

- visitgreece.gr

- discovergreece.com
Keywor d: [gte€kieStival] ¥ o

- www.filmfestival.gr

- greekfestival.gr
Keyword: “eeasUslefhd [greek culture]

- discovergreece.com
- visitgreece.gr

- benaki.gt®
Keyword: eegtlUase [greek museum]

- benaki.gr

- namuseum.gr

1 The website has changed as per November 2017 and the new versindnline. All institutional activities
are presented through the new website. Also, the website is mainly active and more frequently visited during the
time of the festival each year in November.
15 Alexa statistics: Rank in Greece: 7,151 / Bounce rate: 57.9% / Daily pageviews per visitor: 1.3 / Daily time on
site: 2647606 | Tot al Sites Linking: 1,544 of which 509
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- gnhm.gt®

- theacropolismuseum.gr
- culture.gr

- emst.gt’

- enjoythessaly.cotf

- athensinfoguide.coth

- warmuseum.gf

- amth.gf!

- nhmuseum.g?

- visitgreece.gr
3.2.2.c Third Shortlisting

The third shortlisting is based on statistical data provided by the bodies for the purposes of this research.
In general, stakeholders seemed reluctant to share such information and there are little or even no data

for some of the websites.

Lack of Statists

>\

National Archaeological Museum of Athens

>\

Greek Ministry of Culture

>

White Tower of Thessaloniki

>

Byzantine Museum of Athens

Available Statistics

- Thessaloniki International Film Festival
29 Octobeii 15 November 2017
Unique Visitors: 47,918

Visits: 102,136

16 Alexa stats: Rank in Greece: 12,227 / Bounce rate: 2%.B%ly pageviews per visitor: 3.6 / Daily time on
site: 3064566 |/ Total Sites Linking: 315 of which 61. 3
17 Alexa stats: Rank in Greece: 17,196 / Bounce rate: 39.7% / Daily pageviews per visitor: 3 / Daily time on site:
3 6 3 grétd Sités Linking: 453 of which 60.3% are search engine results.
18 Alexa stats: Rank in Greece: 41,933 / Bounce rate: 94.7% / Daily pageviews per visitor: 1 / Daily time on site:
165766 [/ Tot al Sites Linking: 27 of which 84. 2% are s
19 Website is obsolete. Copyright is 262@09.
20No conclusive data.
21 Alexa stats: Rank in Greece: 33,127 / Bounce rate: 21.9% / Daily pageviews per visitor: 3.8 / Daily time on
site: 3615606 [/ Tot al Sites Linklisng: 332 of which 71.09
22 Alexa stats: Rank in Greece: 38,603 / Bounce rate: 50% / Daily pageviews per visitor: 2.7 / Daily time on site:
264866 / Tot al Sites Linking: 252 of which 67.4% ar e
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Webpages Browsed: 809,594
- Greek National Tourism Organisatior?®
April 20107 25 October 2017
Unique Visitors: 15,200,799
Visits: 19,297,915
Average Connection Duration: 165500
Bounce Rate: 66,93%
Webpages browsed: 42,990,262
Webpages browskper visit: 2.23
New visitors: 78.8% / Returning visitors: 21.2%
- Acropolis Museum

The Acropolis Museum collects browsing data for its website and social media pages. All stats are
published once a year to account for the time period between June and thiayatlowing year and

they are available to the public through the website.
June 2009 May 2010

Visitors: 794,917 (Location: Greece: 70%»iteéd States of America (USAnd Lhited Kingdom (UK)
11%)

First time visitors: 70%

June 2010 May 2011

Visitors: 397,656 (Location: Greece: 67%, USA: 8%, UK:3%, France, Spain, Italy, Germany:2%)
First time visitors: 69%

June 2011 May 2012

Visitors: 450,468 (Location: Greece: 72%, USA:8%, UK:3%, France: 2%)

June 2012 May 2013

Visitors: 465,943 Location: Greece: 72%, USA:8%, UK:3%, France:2%)

June 2013 May 2014

23 Extracted from Google analytics by the institution.
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Visitors: 534,561 (Location: Greece: 70%, USA: 8%, UK:3%, France:2%, Germany:2%)
June 2014 May 2015
Visitors: 635,734 (Location: Greece: 69%, USA: 8%, UK:3%, France:2%, ltaly:2%,dBgra%)
June 2015 May 2016
Visitors: 641,534 (Location: Greece: 69%, USA: 7%, UK:3%, Italy: 2%, Germany: 2%, France: 2%)
June 2016 May 2017
Visitors: 744,300 (Location: Greece: 68%, USA: 8%, UK:3%, Italy: 2%, France:2%, Germany:2%)
- Athens and EpidaurusFestival
March 2017 August 201%
Visits: 790,339
Unique Visitors: 448,918
Average time spent in the website: 360206606
March 2016/ August 201&
Visits: 650,000
Unique visitors: 450,000
3.2.2.d Fourth Shortlisting

The fourth shortlisting, carried out to triangulate results, is based on data extracted from website
blog.feedspot.comat combines statistical evidence from alexa.com, coupled with stats from Facebook
as well as Twitter. There is an active-gming listng of the most popular travetlated websites

referring to Greece. On 8 January 2018, the Top 5 reads as follows:

discovergreece.coly EL-EN
visitgreece.g”A EL-EN
greeka.com/blog, EN

www.greeceis.comA EN

> > > > >

www.davestravelpages.com EN

Visit Greece has already been considered and belongsdattheetwhile greeka.com, gree¢g&com

and davestravelpages.com only have an English version, hence they cannot be part of thedaiingual

24 Durafon of the festival in 2017
25 Duration of the festival in 2016
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http://www.greeka.com/blog/

set Discovergreece.com needs to be considered. Stats from alexa.dnagfdiscovergreece.coare

presented below:

The website is ranked 3,732n Greece, having a bounce rate of 72.2%. Daily pageviews per visitor
are 1.6 and the daily time spenttoh e site is 26 1666. There are 55

54.9% occur from search engine results.

However, after interviewing people from discovergreece.com, it became apparent that the website does
not always follow the ER EN translation proess®. So, for cohesion purposes it cannot be part of the
data set

3.2.2.e Fifth Shortlisting

Sincethe stats for greekfestival.gr show that the website is popular only seasonally and is considerably
low in the popularity list, the existing textual data pool is formulated as indicalebla 2below:

Body Website
GNTO www.visitgreece.gr
Ministry of Culture Portal odysseus.culture.gr/index_en.html

National Archaeological Museum of Athens  www.namuseum.gr/indegn.html
The Acropolis Museum www.theacropolismuseum.gr/en

Thessaloniki International Film Festival www.filmfestival.gr/

Table 2: Fifth website shortlisting.
3.2.2.f Sixth Shortlisting

Subsequent research considered the examination of the blog of website visitgreece.gr which is
populated by individuals, journalists, historians and various professionals with an interest in the subject
matter that are not employed by Visit Greece. Theore&sr this consideration was the balancing of

thedata setvith the aim to include an equal number of private and state websites. Again, in this case,

it was not possible to determine which texts featured are originally produced in Greek.

In my attempt to homogenise and further balancethe textual data | also examined
www.greecebygreeks.gr by Aegean Airlines. This is a platform to which common people are invited to
send their short (sometimes one line) stories. It is private, bilingual and multimodahu®dization

with the airline revealed that not all texts are produced in Greek and translated into English. This means

that www.greecebygreeks.gr does not meet the requirements to be included in theda&bsee

26 Discover Greece representatives confirmed during an electronic interview that translation does not always
follow the ELA EN direction. At times, texts are originally written in English #meh translated into Greek or
they are written simultaneously in both languages. It was not possible to determine which texts were produced
in English as the SL.
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Finally, in order to make thextual caitahomogeneous in terms of translation process, and multimodal
character, two final modifications occurred: (i) The Ministry of Culture Portal is not eligible to be part
of thedata sets the obsolete user interface of the website means that multimediadis would not

be conducted in equal terms for all websites and (ii) the Thessaloniki Film Festival website is also
removed from the final shortlisting as the initial website to be studied is no longer in use by the body

and it is not populated.

Thus, he listing appearing imable labove is the final one and includes three websites: Visit Greece,
the Acropolis Museum and NAMA. The decision to focus on these websites was based on the research

scope, statistical evidence acquired online and intervielvtivet body representatives.

3.3Multimodal, CNA and Comparative Analysis in Practice

My methods of analysis are guided by the research questions and the types of discourse evident in my
collectionof texts.Theintricate and complex textual data require a tailored analytical model. Due to
lack of an already established model in the fibkt tvould be perfectly fit for my research, | developed

an original analytical model, making use of methods from a number of scholars and traditions with
greater emphasis on Critical Discourse Analysis.

CDA is an analytical approach that is not bound single model of examining discourses; in such a
theoretical approach it is vital to construct a model of analysis that fits the data and the research
guestions per cas€igure 5below is a summary of the methodology used, adapted from discourse
analysis ad communication studies methods (Fairclough, 1992; Van Dijk, 1993; Vazquez Hermosilla,
2013).Steps 1 to 3 have already been discussed in previous sections, while steps 6 and 7 are discussed
in Chapters 4 and 5. This section mostly focuses on steps d,53! dnorder to comprehensively and
systematically file thelata seto facilitate analysis, as well as acquire information on the size, type and

name of online multimodal elements, | make use of the free welelolDeveloper Toolbar uDev.

Although it is primarily used for web developing purposes, it is also used to provide analytics and meta
data for webpages. | us®evto determine the number and function of images, videos and hyperlinks
per website homepage as an initial macro analytical approdiohdata setThus, | first determine the

nature of the webpage regarding its Ul focus on text ottexin Through multimodal discourse analysis
(Kress and Van Leeuwen, 2006), | subsequently examine the underlying narratives created via these

online elemats through close opesnded inspection.
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STEP 1

identify critical

social research
field and state
research aims

STEP 7

contemplate
limitations and
outline future
considerations

CRITICAL
NARRATIVE
ANALYSIS

STEP 6

record findings
and interpret
results to anwer
RQs

STEP 2

get familiar
with the data
and formulate

research

guestions

STEP 3

collect and
archive textual
data

STEP 4

STEP 5

apply model of
analysis to the
dataset

create R@and
datadriven
model of
analysis [critical
multimodal/

narrative

Figure 5: Methodology steps adapted from Vazquez Hermosilla (2013, p.154).

For example, the colour of the images and the purpose, as well as content and location of the webpages

to which the hyperlinks direct the visitor can also be elements of narrative creation. Kréssnand

Leeuwen(2006) put forward the idea that there am® tapproaches to visual narrative construction
study. Visual elements can be examined through a traditional merely linguistic approach, treating visual

stimuli as lexis, to study overt or covert narratives disseminated by these stimuli. The two scholars

propose an additional level of analysis, which approaches visual elements at the level of syntax and

grammar. In other words, stimuli are also examined by means of relationships; either between visual

elements or between visual elements and text. This amdb/ws both routes in that it combines

visual multimodal analysis with Critical Narrative Analysis following the CDA tradition. Kress and

Van Leeuwer(ibid) write on this approach:

AThe

plain fact of

t he

ma t t eappearesl. It hds anly

neither

become more difficult to locate and to trace. In that context there is an absolute need in
democratic terms for making available the means of understanding the articulations of

power
order

n

anywher e Todosowanmegd toflaebr| ne.
sense of

to get a

t[oé]6r ead
what di scu

bet ween
rsiveli

given rise to a particular text, and maybe to glimpse at least the possibility of an alternative
Vi e(pdd)

Hence, moving to enore robust analytical approach, narrative theory (Baker, 2005, 2006) and Critical
Discourse Analysis (CDA) (Fairclough, 1992, 1993@n Dijk, 1993, 1997 and Wodat al., 2009) are
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used as the basis of my met ho d-dimengopal coffcgpiionaf!l ough
di scourseo (p.73), which he understands as a so
well as actors and their relationship between them and the social structures. He argues discourses
circulate and thus should be imtiggated on three levels: (i) text, (ii) discursive practice (production,
distribution, consumption) and (iii) social practice. In a like mandan Dijk (1997) suggests that
discourse analysis should involve questions of language, ideology and povirgy diacursivity in a

wider framework of socigolitical understanding. CDA is ideal for this study as it focuses on power
structures negotiation, questions of dominance and hegemony, aiming to expose the discursive practices
and patterns that lead to thigculation and establishment of such social structwes Qijk, 2001).

When combined with narrative theory, it offers a thorough macro to miodus operandn what has

been labelled as Critical Narrative Analysis (CNA) (SeMi@nning, 2014).

Compardive analysis of textual data within the TS tradition constitutes an homologous analysis
technique, useful in retrieving narrative and discourse patterns between language and culture sets, i.e.
Greek and English in this project. Hence, this research prfojemvs a threestep analytical approach
illustrated below (se€igure 6 below). The three different analytical steps often occur in parallel and
complement each other when the data requires. Narrative Analysis is part of Multimodal Analysis and
vice vesa, while at the same time Comparative Analysis relates to both instances.

Multimodal Analysis

Images Videos Hyperlinks

A 4
Critical Narrative Analysis

Narrative Analysis Discourse Analysis

A 4
Comparative Analysis .
ST: Greek (EL) TT: English (EN)

Figure 6: Threestep model of analysisllowedin the present research project
3.3.1 CNA: Model Overview

Critical Narrative Analysis (CNA), the coupling of narrativeory and CDA, is an analytical model
helpful in attempting a macro to micro analysis. Sédanning (2014) attempts to establish the notion

of Critical Narrative Analysis in political (ideologicallpaded) settings. Although she appears to be
scepticalof CDA for lack of fixation on micro foci of analysis, she does not proceed in setting out an
analytical framework matching hdata setbefore delving into the actual analysis. This means micro
discursive instances are not studied in a systematidgiireed method, which could lead to a lack of
consistent findings. Trying to overcome this pitfall, | have constructed a micro CDA model within the
greater CNA environment that emanates from an understanding ebliketion of texts and the
research need€DA advocates the exploration of causal relationships between discursive events and
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dominant hegemonic institutions, exploring the ideology behind these hegemonic bodies and its
manifestation in the wider social spectrum (Fairclough, 1993). In a sinslaiofg narrative theory, as
SouteManning (2014) posits, may be useful to Acol
contexts with the intent of asserting the constr

Fusing the two approaches leddto a vigorous model of analysis that makes use of narratives, both as
a theoretical contribution and as a tool for close examination; while at the same time, it frees CDA from
all inconsistencies and circumstantialism created by an assumed lack etifiedptheoretical
framework. CDA investigates the ideological foundations of dominant discourses through examination
of text, society and ideologyén Dijk, 1997; Fairclough, 1992) while narrative theory examines the

ways these discourses find their wiayur personal or global stories and form our identity.

CDA has been criticised for the politicisation of findings and the lack of objective and single
methodology, thus creating biased results fed by the expectations of the reseatsbleer(€t al.

2000). CDA can be used heretically to propose fabricated findings through manipulation of data or
isolation of discourses from a larger and more intricate discursive environments. However, a clear step
by step explanation of methods used and a detailaiysas of findings coupled with peer reviewing

can easily halt such academic mistreatment. The approach is used to generate findings on specific
datasets under specified means and methods, and does not aspire to reach singularity in its analytical
attempts The steps outlined iRigure 6 above provide for such research framework.

Initially, CDA asserts that the researcher is responsible to decide whether a particular topic is of critical
social importance. Criticality in CDA refers to the links betweenas@eid political expression, where

such expression leads to inequality or manipulatiohdgemonic powers (Wodak, 2001). Tourism and

culture in online settings, as well as the narratives circulating within and by these domains, shall be
deemed critical s8ng that, according to Hallettand Kapdre i nger (2010), fthe wor
its invitation to explore both within and outside the site through various links, encourages interaction
between text and tourist. It serves, therefore, as a settingdanittation and incitement of social
actiono (p.6). Mor eover, research shows that in
in ways similar to nationalist discourse (Kavoura, 2007). Nationalism, both in its hot and banal modes
explained insection2.3 (Billig, 1995; Stahlberg and Bolin, 2016), is a topic of critical importance that

requires extensive research.

Having identified the critical discourse arena and having outlined the research questions, the next step
in conducting CNA is to iddify the textual dataand create a homogeneous pool that is capable of
offering useful findings matching the research aim @ssions 1 and 3)1Academic and personal
familiarity with the topic is critical in shaping theody of analysis.As the concep studied are
conceptually challenging and hard to define, | provide definitions and discuss all core concepts used.

This also contributes in diminishing the subjectivity for which critical discourse studies have been
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accused. Providing definitions is asearch tool that sets out the ground for analysis and does not
constitute an absolute extract of truth.

Following the literature review, the presentation of RQs and the discussion of concepts, | am guided to
the creation of an analytical model that is specific to the study, but can be reused, recreated and tested.
Within this operational framework and in erdo consistently study discourse in dodectionof texts,

| focus on the following discursive instances, presentelllap 1 below on the basis of the wider
discourse environment to which they belong, also distinguishing between multimodal homepage CNA

and textual webpage CNA.

Critical Narrative

Analysis (CNA)

Homepage
Multimodal
Analysis

Webpage Textua
Analysis

Promotional/
Branding
Discourse

Nation Audiovisual
Discourse Discourse

Brand
Reference
Temporal

Orientation

Actors and

Brand
Relationships

Intertextuality Dominance Image/Video Hyperlinks

Map 1: Critical Narrative Analysis model components gemain.

Hence, this study carries out textual and multimodal analysis. Textual analysis focuses on the totality
of data setvebpages in which the following discursive instes are examined: (i) Actors and Brand
Relationships, (i) Brand Reference Temporal Orientation, (iii) Intertextuality, and (iv) Dominance,
whereas multimodal analysis focuses on the website homepages in which the following instances are
studied: (v) Imagk/ideo and (vi) Hyperlinks.Discursive instances, i.e. discourse pools and/or
patterns/techniquesgo not necessarily and strictly belong in a single discourse type. On the contrary,
they may emerge from one discourse pool to affect another or coexistimdame type of discourse.

For example, an image or video with nationalist content or even an image with a simple idyllic
landscape can affect nation image and can be regarded part of nation discourse. Thus, categorisation is

mainly instrumental and neexclusive except for the first level of analysis, that is webpage textual
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analysis as opposed to homepage multimodal analpsssussion will occur holistically without
limiting findings under one single category as this would mean treating discurstaades as linear
and fixed, which is not in line with the CNA principles.

(i) Actors & Brand Relationshg

Bielsa (2012), in her paper on language branding where she studied the ways two Spanish brands
promote themselves linguistically, makes us¢hefmodel of transitivity deriving from the functional
grammar tradition, as Halliday and Matthiessen (2004) and Delin (2005) put it forward. She studies the
ways in which a brand associates itself with certain actions and processes, examining thghiplation
between the different actors involved on the production and reception ends of a branding campaign.
This model seeks to define the doer, process and context of communicative instances and tries to
systematically monitor the ways the brand positioredfitend the consumers in this equation. In this
project, | examine Greece as a brdrhd the construction of relationships with potential visitors and

the native population, concerning processes associated with each agent, in connection with ideological

implications. According to Delin (2005),

this kind of study is related to what Fairclo
bet ween the producer/ advertiser and the consu
case, brands)umaenddédébbeimdehgesoby associating
positionsd in which they might be |likely to ac
with it. (p.18)

Hence, studying patterns of transitivity means creating smingds that define the agsied role the

brand, i.e. Greece and the consumers, i.e. potential visitors have in the textual data. Fairclough (1989)
explains that in promotional campaigns, discourse constructs the brand and the consumers, building
images of brand and consumers redpelst, while also building the relationship between the two. This

model is the basis on which Delin (2005) and Bielsa (2012) have also examined brand communication.

Due to the nature of promotional discourse in tourism campaigns, | propose analyslade arc
additional level, i.e. brand mediatambassadarelationships. This reflects the actual communicative
branding practice in cultural/touristic promotion. As already established, in such campaigns national and
cultural identities are used and comrfied through discourse. At the same time, in contrast with other
promotional domains, in tourism/culture, as examined herein, the promotional initiator (bodies) does
not create the product, i.e. Greece, but merely narratively constructs and promdiegetlphysical
ambassadorthat willingly or unwillingly assume the actual promotion of the brand are the Greek
residents, the Greedpeaking population, who paradoxically are not the owner of the product either.
Hence, analysis of processes and actions &0 investigate the extent of associations between Greeks

and the brand, as well as the Greeks and the visitors/consumers as communicated through discourse,

27 SeeTable 4belowfor a list of brand evoking references to be used in CNA.
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discussing the existence and function of processes-at 3dvel.Both in the ST and the TTeferences

to Greeks include overt mentions such as Greek people, Greeks, Greek residents, Hellenes, etc., as well
as covert references and hyponyms such as the people of this land, we, or Ancient Greeks, Macedons,
Mycenaeans etSimilarly, in both languageersions, lhe brand can be referenced by means of the

foll owing signifiers: O0Greeced, O0Greekd, OHel l as
6us 6, 6our 6, pl acenames (hyponyms of @nemsaree), a
considered to be referenced through 1| exical cho

6t hosebd et c.

Given that the texts are steeped by default in such overt or covert references as this is their
communicative purpose, it is portant for analysis to consider only these cases that highlight the
relationship(s) between either braranbassadorand/orvisitors to avoid considering every textual
instance a relevant finding. In order for a finding to be considered relevant id smaallve two or more

actors. As discussed in secti@r?, although all websites are considered hybrid, it is expected that
ambassadareferences/relationshigge more prominenin Visit Greece as a promdocused website,

in comparison wittNAMA and theAcropolis Museum, amifo-focused website&till, all relevant cases

are examined individually without any preconceptions as to the degree of inforpadiontion per
website or webpagé\t the same timehe (non)existence of actor relationshisalsodiscussed.

Examining the above relationships under a comparative5[EL CNA framework gives insight into the
ways the brand is presented in the texts and the associated processes and contexts tgatdr®assi
the brand, as brarambassadorare both members and products of the brand promotion. In parallel,
discussion also highlighthe relationship between Greeks (brantbassadoysand visitors/consumers
through actor positioning and context of assigjprocesses, as well as Greeks and the brand, i.e. Greece.
Thematic analysis of contextual actor framisgalsoexamined and this complemsriscussion of

possiblewe vs. younarratives which are also discussed under instaf)céddminance.
(i) Brand Reference Temporal Orientation

Drawing anew from the Systemic Functional Linguistics (SFL) tradition, | attempt to examine the
means a brand is evoked within texts and understand the function of each reference in relation to the
temporal orientatiorio which it is tied.This discursive practice is well linked with the model of
transitivity giventhat it focuses on thdoerof the process. Delin (2005) identifies the following means

of reference to be the most p freference, dmand eleménmtse p et i t
possessive inferrableso (as cited in Bncedima, 20:

a text ei ther via means of direct brand name r e

t eamb, gr ammat i c apersoo plwal, visua remesenthtions ef brand togos or other

visual brand elements and finallylessstng r ef erenti al | exical struct

teaméb. This way the brand is evoked and remains
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potential visitor in this studyBy investigating such occurrences, | research howtieek nation brand

makes use of references to establish itself within the data.

Consequently, | determine the degree of ethnocentrism ohatheseaind identify the assigned national

identity temporal features in the process of onomatopoeia. Deldb (P013) puts forwardable 3

presented below, categorising the different referential techniques used in branding and explaining the

function of each instance, determining the level of brand evoking strength per case. Taking this table as

a starting poineand using it as an instrument towards creating my model of analysis, | consider the

instances that directly or implicitly refer to the brand name.

Table3:

Link Definition Example Evokes
brand?
Repetition Repeating the full reference to Orange... Orange Stromgly
the brand HSEC... HSBC eviokes
Partial A phrase contains a reference Orange. .. the Orange Stromgly
repetition to the brand, but refers to Service Promisa eviokes
something other than the brand  HSBC... HSBC branches
conoept
Co-reference Where a concept is reinforced Orange... we Stromgly
by referring to it again, but mot HSEBC... with us eviokes®
using a full descriptive MNP
Brand elements  Where a link is created by Special terms such as Stromgly
language or visuals recognisably  Orange TalkShare; eviokes
special to the brand Distinctive font
Brand colour
Logo
Possessive Where a link is created by Orange. .. our network Ewokes
Inferrables referring to something that the Your phone
brand has, does, or has given to HSEBC. .. our branches
the customier, using a possessive  Your account
NP
General Wheere a link is created by Orange. .. the netwaork Droes ot
inferrables referring to something that HSEC. .. branches evioke
things of this type (e.g. banks,
telecornms compankes in
general) have ordo
Other MPs Referring to other things relevant  Your current address Dioes ot
to the topic, but not related to Your laptop evioke

the brand

De | 0mpdl8) cdtegddisation and function of referential branding techniques.

| do notconsider norevoking instances, as they are not in line with the image shaping processes studied

t hrough

di

scour se

her e.

Si mi |

ar

Iy, seeing that

response analysis, which is also true for this study, | peo@owmlysis of references that are

straightforward in their connection to the brand to minimise unsubstantiated findings.

For this reason, references not referring implicitly or explicitly to one of the elements presented below

in Table 4are not examinedThis is mainly a textuabriented analysis of brand references as

multimodal elements are studied under instarfeeand (vi).Ba s e d
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set out the lexical brand referengseeTable4 below)that can refer to the produce. Greeceand

after identifying the brand references, | examine them as to the temporal orientation they bear.

In promotional contexts, nations are often commodified by reference to their past actions. This is
especially true for nations that have addnmstory, such as Greece. Wodeatkal. (2009) claim that
national identities are constructed through historical reflections and accordingly, nations are

representations of the past at large.

List of Brand References

Greecebd

O

Gr eek

O
(@)

Gr eeksod

O

Hel | as 6

O

Hel |l eni c o

O

(@)

Hel | enes

O

O

the (this) countryo

7 A

6we 0, Ous o0, our O
Placenames (Hyponyms of Greece)

6hered6 (and other in

Table4: List of references considered robust in branding narrative shaping here

In this project, | set out to evaluate to what extent Greece and its referents are represented by means of
its past, present or future actions and if there are any patterns in ST and TT as regards temporal
mani festati on, bui | dihrpjecbimwhiKhesheadoiatéd 40 the 2Xistenteg of r e s e
narratives of continuity and tradition in touri:
(2011) notion otong/short term orientatiom s ed t o descri be a nationds cl

and future.

According to Hofstede (ibid), nations that score high on the $&ort orientation scale tend to place

extra focus on tradition and the past, are often less financially and economically developed, consider

28 The list attempts to predict the different referential strategies based on the multimodal features of branding
campaigns in the context of destination branding in tourism and cultural promotion, yet it should not be deemed
exhaustive and préefined, as BA can show the existence of more such referential strategies through close
inspection. Such instances will also be considered, if encountered in the textual data.
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family to be the cornerstone of sallife and are generally more conservative in nature. Greece, scores
55/100 on this scale (sé@pendix Vbelow), which does not offer such decisive results, yet signifies
a tendency to move away from loetgym orientation (Hofstede Insights, 2018).

By studying the narratives around the image of Greece and placing brand references within a temporal
orientation scal e, |l compare the results with
to be reflected into national narratives under tleciple of narrativity. Due to the nature of the branded
product in my study, there bound to be references inherently and at times physically bearing a past
temporal orientationor example, the narrative of Ancient Greece, when discussing Ancient Greece
does not constitute a past temporal orientation. However, the existence of the narrative of Ancient
Greece when discussing an element of the brand that is not necessarily tied to Ancient Greece, e.g.
beach holidays or spa therapies, does constitute tehpargpulation through reference framing and

is appropriately examined and discuss€de ultimate goal is to determine a) the ways the brand is
referenced in regard with its temporal placement: past, present, future at micro level; and b) the
orientationof different macrethematic categories conducting a magsamicro orientation analysis to

unearth possible fluctuations betweesniert and context temporality.
(iii) Intertextuality

The term intertextuality was coined by Kristeva in the 1960s and rga®psly discussed by Bakthin

(1981) under a different term, i.e. heteroglossia (as cited by Austermuhl, 2014, p.27). The premise of
both authorsd work is the insertion of history
communicative acts (Walough, 1992b). Intertextuality is, therefore, a concept closely related to
temporal framing, as well as hyperlinks, as presented above. It is to be noted anew that these discursive
instances often overlap and can be discussed in combinatieraféfemationed understanding of
intertextuality is useful for a macro philosophical discussion on textual production, yet is insufficient
for a Critical Discourse Analysis study, where texts are put under close scrutiny, significantly because
the traditional undstanding of intertextuality does not provide an exegesis of the nature and/or type of
texts that feed and/or are fed by others and solely describes the phenomenon without accounting for
actor intervention and the power structures that may affect textodligtion (Austermuhl, 2014).
Through intertextualitya text can transform existing realities of the past into the prebente
constructing identity, executing political power and establishing institutional hegemony (ibid). There
are two main canals through which intertextuality operates: (a) manifest intertextuality and (b)

constitutive intertextuality (Fairclough, 1992b).
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Constitutive intertextuality refers to textual patterns and conventions which have shaped textual genres
over time through repeated and canonised patterns. Manifest intertextualityeislosaly connected

to this studygiventhat it deals with the existence of covert or overt references to other authors, works
or utterances in discourse, regardless of whether the source is acknowledged or not. Austermiihl (2014,
p.31) provides a very ulg account of intertextuality types (s@able5 abové. Out of the 11 types
outlined, 2 seem to match my research aims, i.e. thematic, which refers to the existence of themes,

narratives and stories specific to a cultural or national groups u ¢ hA mesr itchaen 6Dr e a mo

USA

of concrete individual texts in the data by means of direct or indirect referérmce®ferences to
national heroes or imp@nt authors, as well as quotes from texts deemed important for a nation; for

examples, the New Testament for a nation considered to be of Christian Orthodox faith or the writings

or

Type Authors Level Pre-texts
Universal

Kristeva Open All texts; culture in general
Specific
Discursive, Pfister Linguistic system Language use (political language)
Systemreferenz
Generic, Genette, Genre, text types Groups of texts (inaugural
Architextuality, Heinemann addresses)

Textsortenreferenz

Thematic,
Mythenreferenz

Pfister, Niinning
and Jucker, Steyer

Text themes

Cultural topoi, myths (American

Dream)

Hypertextuality

Genette

Rhetorical and
argumentative patterns

Entire texts (Odyssey - Ulysses;

Us-vs.-Them)

Material, Allusions, ~ Plett Concrete individual Quotes, references to people, sites
Einzeltextreferenz, texts
Metatextuality Genette Commentary, critical ~ Editorial
reflection
Paratextuality Genette Textual “neighbors” Preface, headings
Autotextuality Broich, Texts by same author ~ References to previous speeches
Dillenbach (Second - First Inaugural)
Intermediality Rajewsky References across Films in book, speeches in films
different media
Interdiscursivity Fairclough Discourse from other ~ Medical language (Americas

dareas

economy as patient)

Table 5: Intertextuality types and foci according to Austermihl (2014).

t he i

dea of

f

t h e O bandmatéripllwhich desailfes theeexisteicce a c y 6

of Vladimir Lenin for a state led by a communist party.

Looking back to theCNA model (seeMap 1 abovg, it is understood that the study of thematic
intertextuality can also be integrated into temporal orientation examination with a focus on narrativity.

Under its material sense, | study intertextuality instances looking at hetwvpeks of third sources
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infiltrate the textual data and analysing the implications this has for the building of the current nation
image as well as the rebuilding of the past, possibly reflecting nationalist narratives. Botarg/pes
studied in conjunadn and relevant cases undergo cpeaded analysis to identify core trends. Although

my data sets a result of bureaucratic processes that seldom allow for the existence of third voices that
could potentially disrupt the branded narrative, examining srafentertextuality with a focus on
patterns can still provide useful insight. Intertexts that appear solely in either ST or TT are also

considered and form part of the narrative manipulation process.
(iv) Dominance

The final aspect to be studiedder the textual CNA strand of the moidethe theme of dominance by

means of agent positioning and relationghiflding (Wodaket al, 2009; SoutéManning, 2014). |

consider dominance to refer to a narrative of natiorelgdence stemming from a desire to promote
Greece as a destination withiwevayodl ohat bséed, mah|
studied in order to determine the existence and function of narratives around the idea of national
dominancehas been found to be prominent in hot nationalist discourses and in order to study its
existence in thelata setan analysis of the participants or text agents is deemed vital. The plausible
secondary nature of o6we 6, incusion also taker intd acandfintaadk c | u s i
is not only lexically but also critically assessed, to examine the rhetoric that places Greece above the
6otherd and attempt s tominanesdresdeemedttosbe thesathatagemptha rr r at
rai;e t he nationés status by means of refesuehnce t o
as ranking number one in popularity or quantity, being the birthplace of products or idedbgetc.
truthfulness or untruthfulness/indeterminacy of sstetbtements is not considered critical for this study,

but itis contemplated when it is deemed useful for discusdiba gravity lies in the degree of overt or

covert comparison attempt in showcasing these national feats. Examining narratives a thimkigh

a wevs. yodlens strengthens the findings and points towards a hot rather than banal aspect of
nationalism. The i nstanc envspyole sremdteadr iacn.d Tdh es caurses
follow this narrativearenot contemplatedsathey are not considered critical in the context of this study,

sincethe existence of national dominance narratives has already been proven prevailing in tourism

promotion and constitutes a core feature of tourism discourse (Kefala, 2014).
(iv) Image/Vido and (v) Hyperlinks

Additional focusis placed on the homepage of the websites textual data are extracted from, since they
constitute the first glimpse a visitor catches of the product advertised and can, thus, be cornerstone in
the construction of image (Hoang and Rdjamana, 2015). Seeindnat web users tend to formulate

their opinion on the web product in few seconds or even milliseconds (Lindgaard, Fernandes, Dudek
and Brown, 2006) , w e bagourableisitial antptessionpat thetmomefiteviiea k e  a

information searchers accesshiecause they can easily leave the site througttimmeclick to find
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another potentially more persuasive websiteo (Ki
that colour, font or layout can have a significant effect on the narrative coicated to the web user.

Following a multimodal discourse approach, | will attempt to spot the narratives unravelling through

CDA.

In the field of social semiotics, Kress aWdn Leeuwen (2006) go beyond a simple exploration of
relationships between visualements and text, to study visual elements in depth, considering
additional layers of analysis that deal with internal image structure, image actor and object positioning,
image depth or brightness, among other visual features. Examining such traitcéntnal to this
analysis, as it mainly focuses on examining narratives. Yet, semiotic theories are followed to some

extent, in their proposition of narrative constructing relationships between visuals and text.

Carrying out analysis at content multinadievel, | examine the existence and function of hyperlinks

and images/videos in my texts. According to Hallett and Kaydani nger (2010) , idue
|l anguage [é] in constructing and di splcapofarg a se
a multimodal analysisodo (p.6). Such visual modes

hence, complement, alter or distort its meaning. As explained above, thu@eghl acquired
information on these elements that can be critiGkessed. The size, colour, (re)positioning and sound
of the multimodal elemenis contemplated in conjunction with plain text. Pierini (2007) pertinently

writes on the nature of tourism/culture websites,

the Web page as text (Garzo2602) is a multisemiotic entity resulting from the interplay

of various resourcesr written language (and sometimes spoken language), pictorial

(images, icons), graphic (layout, typographic features) and acoustic elements (sounds,

music). So, meaning tpenerated by the totality of verbal utterances andveobal signs.

The Web page as genre can be profiled as a class of communicative events characterised

by the interaction of verbal and neerbal features, fulfilling a set of communicative

purposes(@.. i nforming, influencipB8 the receiverbs
Significantly in the case of hyperlinks, they often function in accordance with the norms of
intertextuality. These web elements may transfer the web user to both internal and externsl source
and these sources make up the whole text and the subsequent narrative. The difference between
hyperlinks and intertexts as traditionally considered in linguistics is that, as Adami (2013) suggests,
hyperlinks, orinteractive sites/signgequire an actie reader as opposed to intertexts that are often
offered to the reader on the same environment as text and solely require menjabrisalmus
capacity. The reader is able not only to have glimpse of the referred text, but to read the complete
version an create their own complete version. As Michelson and Alvarez Valencia (2016) argue,

drawing on CDA and Multimodal Social Semi&{#SS),

Since social knowledge materializes in spatially and temporally located social practices
(Van Leeuwen, 2008), oftenogerned by institutional norms, it is necessary to examine
di scourse as Oa dialectical relationship bet
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situation(s), institution(s), and soci al stru
1997: 258). (p.27)
Kristeva (1980) notes on intertexts that f#Aany te
the absorption and transformation of anothero (|
into whole texts at times and thus texts arelyaisolated. Web texts are often interconnected, and this
is why a narratively holistic view of these web campaigns is adopted; in order to study the narratives

of a set of texts.

As regards images and videos, Kress\dadL e e u we n 6 s ( 2 0 Oc@lour aBdindage)typavo r kK o r
is again central. Colour, in this study, is used to determine narrative associations to cultural and/or
historical elements that affect the overall message through enhancement, distortion or addition.
Following Kress and/an Leeuwen(2002), | do not consider colour to bare a biological physical
narrativecreating effect on the reader, yet | recognise its potential to affect meaning through its
gualities: palevs. strong, lightvs dark, colourfuls black & white etc. that are noteessarily tied to

a historiccultural specific item and can be considered mneta@ative elements (ibid; Baker, 2006).

Images and videos can also be categorised as to their communicative mode through their construction
and depicted elements. In languagerdeg can have a narrative mode, meaning they involve action or

a conceptual mode, meaning they are abstract and do not involve action; they are static in essence.
Similarly, i mages ¢ ape.g. bhpersandiniyiintbehe sah framndfchrr at i v e d
6 c onc eqqa thearuids of the island of Deld¥Kress andvan Leeuwen, 2006; Marley and
Reershemius, 2016). This theoretical approach is combined with the temporal orientation examination
instancg(ii) with the understanding that narrative imagagh as an image depicting a family trying
cliff-diving in the Cycladg, are connected to present and future as temporal deixes, whereas
conceptual imagesuch as an image depicting sailing boats anchored at a small harbour iau@rete,

tied to the past. The reflection of these temporal markers on the image of natietektuhl datas
complemented by examination of image mode. Similarly, following the paradigm of Michelson &
Alvarez Valencia (2016), a categorisation of location will offer insights into the narregieemining

the type of location depicted in the wad stimuli, i.e. outdoorws. indoors plus a more micro
classification on themes such as monuments, beaches, statues, sun etc. that occurs following CNA on
thecollection of textsExcept for the so far laid out examination foci, in the case of videmgthey
constitute more complex visual elements, music and/or tempo as well as beat are also investigated
paying attention to the relationship between text, image mode, music, colour in a holistic approach to

the element (Kress and Van Leeuwen, 2006;hdison & Alvarez Valencia, 2016).

Again, in this case, narratives of dominafieg, temporal framingjii), and actor relationshigg) may
be presented or complemented, thus showcasing the interconnectedness of narrative construction and

the equally networked analysis.
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3.3.2 Comparative Analysis

The final step, which in reality occurs in parallel with the CNA of the bilingual textuad,data
comparative analysis of ST and TT at all levels as described above. Following enmaoranalytical
framework, | identify fluctuations and similarities in the discourses used, the narratives disseminated
and the linguistic choices or their atiied meaning between the two versions of my texts and examine
the nation image producedfter applying the above model of analysisd presenting findings and
relevant examples in Chapterl4onsider the research questions, as well as broader inglisatiat

relate to the data and summarise the points réssdChapter 5)
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4. Analysis, Findings and Discussion

This chapter presents and discusses the findings extracted from the pool of websites after applying
CNA. Section4.1 focuses on the onlineneironment of the website homepages through multimodal,
visual and textual, analysis. It is complementedibgvanalyticsand provides numerical data about

the online elements of the homepage of each websitd {$TThese numerical data refer to a specific

date stated per case and are representative of the webpage under analysis. In reg@xe\viiib
numerical data prested can change as webpages are updated. For example, in the course of data
collection and analysis, | noticed that website hyperlinks may be added or removed; similarly, typos
may be fixed, images may change etc. Sectib®s 4.6 proceed to the compéiree analysis of the
websites within the CNA framework, highlighting the discursive instances previously presented (see
section3.3) on the basis of my research questions.

4.1 Multimodal Homepage Analysis

Numerical data fronmDevwere extracted on 29 Odter 2018 for Visit Greecéhe Acropolis Museum
and the old National Archaeological Museum of Athens website, and on 25 December 2018 for the new
NAMA website.

4.1.1Visit Greece Homepage

TheuDevreport generated the following numbers for the homepagewet.visitgreece.gfseeTable
6 below), which are reflected on the layout of the homepagel(sage 1below).

EL EN
Images 92 92
Videos 1 1

Hyperlinks 272 269

Table6: Number of images, videos and hyperlinks as generated by uDev.

The website is predominantly built around visual stimuli. On the upper part of the page, there are 7
images. These images rotate automatically or manually while the visitor browses through the homepage.
Most of these images (=6) feature a beach/sea sceXldrgugh the different website sections attempt

to introduce the visitor to a diverse touri st

er

and ACity Breakso that are not restricteds to t he
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a different message highlighting this specific aspect of the destination. Hence, through images, Greece
is branded as predominantly a seaside destination, rendering the message truthful yet stereotypical.

B connec tand experience

EOEODRNO

[ B X X N

visitgreece.gr. wgnigns SRS ch it

Quick links »

ial Features
k

Image 1: Screenshots of www.visitgreecéujirhomepage from top to bottom (TT).

Attempting a qualitative identification of the rotating images, there is a balance between narrative and
conceptual images (Kress avidn Leeuwen, 2006; Marley and Reershemius, 2016). 4 images of static,
conceptual ature do not involve any action, being just representations of generic landscapes; 3 images
of active, narrative nature do involve action and depict people engaging in various situations. This may
contribute to the pagb-present temporal orientation attpted widely in the website and the narratives
around Greece. Conceptual images are deemed indicators of the past, while narrative images are used
as indicators of the present/future. Through this visually and narratively constructed movement in time,

the country acquires a timeless identity that is very often also encountered in nationalistic discourse,

92
K.Plisiotis, PhD Thesis, Aston University, 2020



supposing the continuation of a nation temporally and culturally. This is excellently put by Baker
(2006):
The retelling of past narratives is also a meafnsontrol. It socializes individuals into an
established social and political order and encourages them to interpret present events in
terms of sanctioned narratives of the past. This restricts the scope of their present personal
narratives, their sens# who they are, if these are to be considered legitimate. In other

words, it circumscribes the stock of identities from which individuals may choose a social
role for themselvegp.21)

In promoting a past to present temporal orientation, body offiestisblish, by means of narrative
circulation, a set identity of Greekness that is used both to promote Greece as a destination taking
advantage of the countryds past , -speaking populaten so f e
both by direct mesggs in the ST as well as indirectly via the English text by means of address and

attribution as Ivanic (2006) proposes.

Right below the rotating images on the top of the website, there is a video that holds a significant amount
of space and contrary to thever images it changes more regularly based on the season or the time of
the year. Clicking on the video, the visitor is taken totbaTubepage oiVisit Greece where there is

a large number of videos (=136); some of them are duplicates in diffargyudges, predominantly

Greek, English, German, Chinese, Spanish, Russian among other languages. For the purposes of this
Dissertation, only the videos that appear on the main website on the day of the data extraction are
considered, since applying CNAttee YouTube platform would require a different theoretical approach

that is not within the scope of this study. Additionally, the YouTube channel of Visit Greece includes
shorter and/or longer versions of the same videos, which again would requireemtdfgroach that

the one this study adopts.

The importance of multimodality in the online promotional tourist discourse is evident, while the
message disseminated in the video at the time of data extraction focuses on-thenegappeal of

Greece as a destination and is divided per seasomiage 2below). The video begins with 4 images
representing the 4 seasons. The first image shows a famous Greek beach, the second presents the
Meteora rock formation, the third shows an image of a frozen lake and the fourth is a shot of a small
church surronded by plants. For the summer months, the imagery used is exclusively of the sea with

5 shots of the Greek seaside being used. Moving on to autumn, there are 10 shots of which only 3 have
a sea theme. There are 2 shots of olive groves and 1 of a vingdednotably 6 of the shots include

a reference to the element of water. For the winter months, there are 6 shots used, with 4 shots presenting
a snowy scenery and 2 presenting Greek traditional indoor coffee places and people speaking Greek.
Finally, sping is presented through 9 images, of which 6 show traditional Greek food and people
dancing and eating, while only 3 focus on nature. The video closes with an image of the Acropolis. As

expected, the video is in nature rich in visual narratives, sisegadin goal is to present a plethora of
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holiday options in Greece all year round. Following Kress \dad Leeuwen(2006), the indoor or

outdoor locations appearing in this video are considered nar@tideicing elements. Outdoor
locations are dominanthtough them, Greece is portrayed as a predominantly outdoor (rather than
indoor) recreation destination. Although this contrasts with the narrative of ancientness that would have
been enhanced by the indoor museum/gallery space, it still promotes tlodyptead depiction of

Greece as a seaside location. The image disseminated is one of relaxation and is mostly connected to
living in the present, therefore excluding narratives of the past and future. There are no images of
infrastructure or of cities antthe few references to luxury and activities are nulled by the sovereignty

of the outdoor beach/nature images. Interestingly, although the video seeks to promote Greece as an all
year destination, iis rather unsuccessfak the narrative produced mostly puts summer fordwgrd

incorporating imagery of the sea, good weather and outdoor activities across all seasons.

Sy SIS

bre luxury gisianplicity
r p &;" 4 Y=

this;is.oUf

eece. .

Image 2: Selected screenshots frdgisit Greecgoromotional video taken from YouTdbe

Aiming to classifyrelationships between brand (Greece), agents (Greeks) and visitors (Bielsa, 2012;
Delin, 2005; Fairclough, 1989) in this video, it becomes apparent that Greeks are used to construct the
brand. At 0:21 there is a young woman with a handful of freshlyatetleolives extending her arms in

an act of offering. Visitors are symbolically offered the olives that operate as a symbol of the brand,
which once again extends from past to present. Similarly, at 0:43 the video shows a traditional tavern

20 YouTube link to the video appearing on the website homepage on 29 October 2018:
https://wwwv.youtube.com/watch?v=gaenAbLF6OA&list=PLx&psDgAX5hqtefFZIJEH|F-40w2yf (last
accessed, 24 January, 2019).
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full of Greeksr ai sing their gl asses to greeotol digieotrisng
indicates the prevalence of past to present temporal orientation. At 0:44 another man raises his glass
and the message writes fwel c oofrtiee welgomiegmalrative tHatx c e p t
pl aces Greeks as actwual brand agents, the man in
(rather unintelligibly) # Chpossiblgf, ChNeiekrosl,a §Ahét Ub(n=i talbs
de,g3 U@l |y, the video at 1:01 writes fAThis is
possessive 6ourd signifies the nationalist wunder
that can be shared; something typical of the commodification mes@s nation branding. In this last

sentence all studied actors, i.e. Greece, Greeks and visitors coexist and simultanemrstjraot the

nation image. The wapambassadorsire portrayed is a combination of tourism communication
practices. The act offfering and serving is part of a more stereotypical idea around tourism and nation
representation, whei&xdy opar@iiveoQn ¢hs other hind, tha friendidea is

more in line with contemporary tourism practices. Locals are seen as companions in the tourism
experience, rather than facilitators. This balance between esoteric and exoteric practices places Greece
asabth traditional and modern destination, which
(seeAppendix) when examined through his model of cul't

The musical theme of the video is an instrumental piece bgchrcomposer René AuBty This

particular composer is widely popular in Greece and has appeared in local concerts several times.
Moreover, his musical style encompasses a wide array of musical traditions among which the Greek
one. As mentioned on his offc i a | website: fihe i s an admirer of ,
Gl ass and Manos Hadj a®a MangsoHad{idakis bvasyan interfatiodally p ar
acclaimed Greek composgopularlyconsidered by Greek people to be ofthe top composerin the

musical history of the country. The piece of music that accompanies the video has a nostalgic character.
It is a slow, yet rhythmical and catchy tune with distinct Greek/oriental influence, played with piano,
guitar and ukulele, and enhanced bgitdil remastering in the studio version. The music choice is
typical of the temporal orientation constructed through the promotional narratives in the website. The
track is essentially a combination of tradition/ancientness and innovation/modernityirahdesvith

the ways Greece is portrayed in the data. The combination of past and present in the data is telling of
the branding campaign attempt to present Greece in such a way that it constitutes a clear continuation

of its past.

The relationship occung between the music and images in the video discussed is an important
multimodal discursive element. The narrative of present developed visually and the combination of past
and present developed audially is telling of the attempt to present Greecleasantinuation of its

past; it is doing so by employing more than one multimodal elements.

30 Link to the website of composer Rene Aubry: https://reneaubry.fr/s8/&gled8/index.html (last accessed,
24 January, 2019).
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As regards hyperlinks, most of the website content can be accessed with a single click through the
homepage. This is evident in the large number of hyperlinkse®n inTable6 above, the numbers

are almost the same for both the EL and the EN version, with a small deviation in the number of
hyperlinks (=272EL / 2693EN), which in itself does not suggest any major differences in the narrative
output. In terms obrder ofappearance in the website, the first hyperlink is the tab taking the potential
visitor to a page about Greek histopeélmage 3below) in both ST and TT. When comparing this
structural choice with other related official tourism websites of aimdurism destinations in terms of
cultural/touristic product and history, such as Tufkeynd Spaif?, it is observed that in the case of
Spain the first tab takes the visitor to a page about Maseielifhage 4below) and the Turkish one

leads thevisitor to an About sulpage in which Turkish Lifestyle appears as the foremost element
according to tab size and positionirggéImage 5Sbelow) (Hallett and KaplatWeinger, 2010). The
countryds history is once ag giomotiondl gementsaidtthed and
comparison with similar websites indicates this choice is not the result of standardisation as regards
touristic web content. Fdfisit Greece Greek history is the topmost selling point that would convince

the potential visitr. At the same time, this choice enhances the narrative of ancientness and the past
temporal orientation of the message. Significantly when the content of the hyperlink is examined, it is
striking to see that (i) there is no mention of thé& @dntury (i) the 20" century is only presented in

three lines

Image 3: Screenshot of hyperlinks/tabs from the homepagisibGreece

31 Link to the oficial tourism website of Turkey: https://www.goturkeytourism.com/
32 Link to the official tourism website of Spain: https://www.spain.info/en_GB/
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