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Abstract

With the development of tourism industry in internet plus era, travel blogs
have become the main form of travel recording. Regarded as a valid device to
intrude readers and to construct interaction between the writers and their
readers, interactional metadiscourse is adopted widely. The study builds a
corpus which consists of 30 English travel blogs. By calculating the occur-
rences and analyzing the functions of interactional metadiscourse, the study
chooses qualitative and quantitative analysis to indicate how blogger writers
communicate with the readers within narrative travel blogs and how they in-
fluence the reader’s future travel experience by using typical interactional
metadiscourse.
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1. Introduction

With the increased level of people’s life, tourism industry has apparently become
prevailing and is thriving at a high speed. People in the 21% century are eager to
travel further and globally which leads to more accessible information relating to
travel to appear prominently. Regarded as a discussion platform, travel blogs
appeared for people to report unforgettable travel experiences together with
their thoughts, impressions, emotions, perceptions and feelings that deserve re-
cording. According to Banyai & Glover (2012), travel blogs enable people to
make social engagement much more easily and play an inevitable role in
word-of-mouth exchange and communication. Based on Hyland’s (2005a) mod-
el of interactional metadiscourse, the study makes research on interactional me-
tadiscourse use in English travel blogs. By quantitative and qualitative analysis,

the study reveals the occurrences of interactional metadiscourse and analyzes
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how they function on the realization of mutual interaction between the writer

and the readers.

2. Literature Review

This part contains three aspects of contents. Firstly, it introduces previous stu-
dies on metadiscourse. Secondly, it discusses previous studies on interactional
metadiscourse. At last, it illustrates some previous studies on travel blogs which
shows there is not so much metadiscourse-oriented study on travel blogs in the

field of linguistic studies.

2.1. Previous Studies on Metadiscourse

Zellig Harris firstly proposed “metadiscourse” in 1959 as an academic concept.
Since then, so many linguistic scholars and experts have interpreted and ana-
lyzed metadiscourse in different directions and it is still arousing attention and
has become the core of study in the field of applied linguistics. According to
Hyland (2005a), metadiscourse appears as a tool expressing self-reflection to
achieve mutual interaction within a text between the writer and the readers. Xu
(2006) regards metadiscourse as linguistic device to achieve discourse organiza-
tion, readers’ expression and response to the discourse. Fu and Xu (2012) make a
summary on the achievements of metadiscourse study within five years includ-
ing five angles of contents: theoretical research, research methods, research
models, categorization discussion and research field.

2.2. Previous Studies on Interactional Metadiscourse

Based on Crismore et al.’s (1993) taxonomy, Hyland (1998) classifies metadis-
course into two major categories: textual metadiscourse and interpersonal meta-
discourse. In 2005, Hyland (2005b) suggests a different interpersonal model with
the purpose to solve the existed problems in the former one, which adopted
Thompson and Thetela’s (1995) concepts of interactive and interactional fea-
tures of interaction. In the same year, Hyland (2005a) analyzes the function of
metadiscourse in 240 published academic discourses in constructing mutual in-
teraction which divided metadiscourse into two dimensions: stance features and
engagement features. According to Hyland’s study on interactional metadis-
course, then Gillaerts & Van de Velde (2010) make a study choosing a corpus of
research article abstracts on interactional metadiscourse. Besides the former two
broad dimensions: stance and engagement, Chinese scholar Fu (2012) make re-
fined classification by proposing seven sub-categories including hedges, boost-
ers, attitude markers, self-mentions, reader-inclusive pronouns, questions and

directives and choose a corpus study by analyzing 220 job postings.

2.3. Previous Studies on Travel Blogs

In 2005, travel blogs began to arouse the attention of scholars all around the
world depending on Kurashima et al.’s (2005) pioneering study. Then analyzing

a corpus of 114 travel blogs in relation to trips to Austria, Wenger (2008) com-
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pares the differences and similarities between the blog posts and Austria’s tour-
ism markets, and analyzed negative and positive notions relating to Austria.
Tussyadiah and Fesenmaier (2008) invoke the meanings assigned to different
tourism products by analyzing bloggers’ positive and negative feelings in narra-
tive writings.

Generally speaking, in the field of discourse analysis, the number of study and
analysis on travel blogs is not so much. It is clear that metadiscourse plays an
important role in writing construction, so plenty of scholars conduct researches
on the contribution of metadiscourse within discourse as a linguistic device and
on the improvement of readability and quality of a text. Totally speaking, most
scholars tend to choose academic discourse as corpus to make linguistic studies,
so analyzing travel blogs from the perspective of discourse analysis opens a new

research direction to some extent.

3. Theoretical Analysis

3.1. Interactional Model of Metadiscourse

By employing a functional approach in the field of linguistics, Hyland (2005b)
classifies metadiscourse into two categories: interactive metadiscourse and inte-
ractional metadiscourse. In Hyland (2005b)’s opinion, metadiscourse emphasiz-
es the realization of interpersonal functions which include evaluation, stance and
engagement. On the basis of Hyland’s interpersonal model and interactional
metadiscourse, Hyland (2005a) puts forward a new model on analyzing the in-
teraction between the writer and the readers in academic discourse which is rela-
tively comprehensive and integrated in interaction examining. According to his
classifications, the academic interactional metadiscourse is divided into two
broad features: the stance features and the engagement features. Regarded as at-
titudinal rhetorical devices, stance resources incline to be writer-oriented and
are primarily used to express the writer’s evaluations and attitudes. Relatively
speaking, the engagement resources are more reader-oriented and functioned to
intrude readers into texts explicitly and directly with the aim to realize the inte-
raction between the writer and the reader. Based on these two features, Hyland
sub-categorizes them separately into nine sub-categories (Table 1).

3.2. Stance Features

According to Hyland’s (2005a) introduction, the stance features are adopted for
writers to present themselves and express attitude, commitment and judgment.
Regarding stance features as writer-oriented linguistic devices, the writers usual-
ly express a textual voice and intrude their personal authority into the descriptions.

According to Hyland’s (2005a), stance features include four sub-categories:

Table 1. Hyland’s interactional model of metadiscourse in academic discourse.

Stance features Hedges, Boosters, Attitude markers, Self-mention

Engagement features Reader pronouns, Directives, Questions, Shared knowledge, Personal asides
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hedges, boosters, attitude markers and self-mentions in the model of interac-

tional metadiscourse.

3.2.1. Hedges

Regarded as typical linguistic devices, hedges are mainly adopted to express the
uncertainty of the writer within stance features. Hedges are usually represented
by some typical words such as perhaps, possible, may, almost and etc. The use of
hedges enables writers to withhold the whole commitment to a proposition in-

stead of presenting a certain truth.

3.2.2. Boosters

Boosters are mainly adopted to increase certainty of an expression. Typical
boosters represented by definitely, obviously, surely appear with high frequency
in corpus in the form of adverbs, which decrease the uncertainty of a proposition

and promote the writers’ attitude and emotional expression to a greater extent.

3.2.3. Attitude Markers

Attitude markers are used to express writer’s attitudes, affection and judgments
explicitly and directly. Attitude verbs, modals and adjectives are the common
forms for representation in English blogs represented by dislike, hate, fortunate-

ly, wonderful, remarkable, good and etc. in English blogs.

3.2.4. Self-Mentions

In English travel blogs, self-mentions appear indispensably as a powerful device
to project the writers into discourse. The writers always use first person pro-
nouns and possessive adjectives, such as , me, we, our to emphasize the exis-
tence of themselves. With the appearance of self-mentions, bloggers seem to re-
tell and describe his or her real travel experience to the potential readers face to

face and share their internal emotions with readers.

3.3. Engagement Features

Relatively speaking of stance, engagement is a different dimension for writers to
connect and interact with their readers by achieving the readers’ presence and
intruding them into the “dialogue” as an essential participant. According to
Hyland’s (2005a) characterization of engagement features, there exist five

sub-categories as following described.

3.3.1. Reader-Pronouns

In order to realize the reader’s presence definitely in texts, the writers always
adopt reader-pronouns to achieve the desired effect. It is regarded as a symbol to
achieve virtual and mutual communication with the readers in travel blogs.
Reader pronouns are represented by you, your, we which play a role in connect-

ing writer and readers together and enhance the mutual intimacy within blogs.

3.3.2. Directives

Directives are linguistic devices for writers to instruct and influence the readers’
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performance. By directives, the readers are recommended appointed action and
influenced to look upon things in a specified way. The common directives
usually refer to the imperative vocabularies, such as consider, note and imagine
and so on. Functioning to tell potential tourists what should do or not and what
need to be noticed, directives in travel blogs are mainly used to instruct readers

to perform more physical acts.

3.3.3. Questions

Always followed by question marks, questions successfully attract readers’ atten-
tion when they appear within a text. The common questions always offer the read-
ers enough space to think about what the writer is talking about in which way to
intrude the readers into the discoursal conversation. It is easy to some extent for

readers to express their own curiosity on the writers’ arguments in time.

3.3.4. Shared Knowledge

Shared knowledge contributes to the construction with readers for writers by
presuming their own common beliefs, assigning them a role in argument crea-
tion and recognizing their contributions. It always appears in the forms of
phrases and short sentences such as of course we know that..., it obviously re-
fects that..., it is universally acknowledged that... with the purpose to realize

the above function.

3.3.5. Personal Asides

Personal asides contribute to the realization of addressing readers straightly by
interrupting the argument and then making a comment on what has been ar-
gued. Since travel blogs contain the features of being narrative, it is rare for per-

sonal asides to express others’ comments towards the blog description.

4. Data Collection and Analysis

4.1. Data Collection

The corpus includes 30 English travel blogs with 16419 tokens which were re-

trieved online from http://tripandtravelblog.com/ with the purpose to guarantee

the authenticity and validity of the research data. The study adopts both quantit-
ative analysis and qualitative analysis based on the corpus. Qualitative analysis
refers to the functional analysis of interactional metadiscourse while quantitative
analysis mainly calculates the frequency and distribution of interactional meta-

discourse in the corpus.

4.2. Quantitative Analysis of Interactional Metadiscourse

Based on the analysis on the corpus of English travel blogs, it is easy to find that
plenty of metadiscourse markers appear within the corpus for the construction
of interaction between the writer and the reader. Table 2 reflects the total oc-
currences of each kind of interactional metadiscourse.

According to Table 2, it is obvious to figure out the stance features and engage-

ment features do not share approximate occurrences of interactional metadiscourse
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Table 2. Total occurrence of interactional metadiscourse.

Features Occurrences Proportion (%)
Hedges 86 9.75
Boosters 171 19.39
Attitude Markers 122 13.83
Self-mentions 154 17.46
Stance 533 60.43
Reader Pronouns 254 28.80
Directives 54 6.12
Questions 14 1.59
Shared Knowledge 26 2.95
Personal Asides 1 0.11
Engagement 349 39.57
Total 882 100

with stance occupying 60.43% and engagement 39.57% in the corpus. The re-
flected statistics suggests that English bloggers may desire to express their atti-
tudes, affection and stances in their descriptions. Within stance dimension, it is
easy to see that boosters, self-mentions and attitude markers rank the top 3.
Within engagement dimension, compared with the fewest personal asides (1),
questions (14) and shared knowledge (26), reader pronouns are apparently
prominent with the highest occurrences of 254, which is nearly five times more
than directives with the occurrences of 54. Analyzing the table as a whole, the
first four sub-categories of interactional metadiscourse with the most occur-
rences are successively reader pronouns (254), boosters (171), self-mentions
(154) and attitude markers (122) in which stance features occupy three quarter.
Personal asides are the scarcest accounting for 0.11% of the whole interactional

metadiscourse.

4.3. Qualitative Analysis of Interactional Metadiscourse

Table 2 suggests that stance and engagement markers are frequently used in
English blogs for interaction construction. Since not all sub-categories share the
uses with the same frequency, in this chapter we mainly discuss the first four
sub-categories of interactional metadiscourse with higher distributions including
reader-pronouns, boosters, self-mentions and attitude markers. The analysis
aims to make a study on these linguistic devices by using the real examples and

explain how the interaction between the writer and the reader is realized.

4.3.1. Reader-Pronouns
Reader-pronouns are used to address the reader directly and explicitly by which
the readers are overtly brought into the discourse. The usual forms of read-

er-pronouns are second-person pronouns (you, your,) and we, our. The follow-
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ing examples (1) - (3) use reader-pronouns to construct a virtual and mutual di-
alogue with the readers and intrude the readers into the discourse explicitly and
directly.

(1) Regardless of whether you are attracted by the rude and savage nature or
you prefer to merge your aura with Mother Earth, you should do some hiking in
the amaranth Red Rock Country for its unique beauty.

(2) Well, there are places in the world where you can live with less money and
there are beautiful and exotic places that make you want to pack up and move, if
not for life, at least for a while.

(3) Before you make your arrangements, I'd suggest you checked the weather
forecast for the days you/1l be spending there.

As can be seen from the italics, English bloggers use reader-pronouns to high-
light the interaction with the reader by abundantly mentioning the readers in

their writings.

4.3.2. Boosters

Boosters rank the second within all interactional metadiscourse in English cor-
pus. As a kind of linguistic device indicating blogger’s certainty toward the de-
scription of his or her travel experience, boosters can be symbolized by adver-
bials such as really, absolutely, definitely and so on. They mainly play a role in
heightening the blogger’s tone to emphasize and highlight his or her suggestions
or statements. With the realization of boosters, the writers enable their descrip-
tions to be more prominent and convincing to the potential tourists. Below are
some examples.

(4) It was actually very touching, fitting of the romantic atmosphere. Finally
we attended “A Heart of Kisses”.

(5) And you absolutely must visit the church of St. Nicholas of Bari (the one
with the green dome and bell tower). It is a jewel of Baroque architecture in
Prague.

(6) The runway is at an altitude of 2900 meters above the sea level and is par-
ticularly popular with climbers, who use it as a starting point for the ascent to
Everest.

All the italics show blogger’s absolute certainty about his or her recommenda-
tion by heightening their tone.

4.3.3. Self-Mentions
First person singular form (/ me, my) and first person plural form (we, our, us)
mainly appear with high frequency as main forms of self-mentions. For example:
(7) My attendant took me on the beach in Durres. There / saw men with
snakes entwined around their necks, men with bears on a leash, men with carts
piled high with jackets, pools, balls, waterguns, and police cars along the shore.
(8) My trip to Albania lasted one week. After evaluating various opportunities
I decided to make the trip by plane and then rent a car. Booked a flight through
an agency /found on the internet with a representative in Tirana.

The overwhelming adoptions of self-mentions in above examples reveal that
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the bloggers’ intention to describe travel experience from their own perspectives.
As an active narrator, the blogger uses self-mentions to make self-representation

explicitly.

4.3.4. Attitude Markers

According to Hyland (2005a), attitude markers function to indicate the writer’s
affection by conveying surprise, agreement, importance and so on. In English
travel blogs, the bloggers endeavor to project and share his or her attitudes to-
wards the travel experience itself by which the affective communication with
potential tourists is realized. For example:

(9) In the summer it is a very pleasant experience to walk through the gardens.

(10) The wonderful climate and the perfect waves make this beach a destina-
tion for lovers of absolute surfing and skateboarding.

Pleasant in (9) functions as an adjective attitude marker to project the blog-
ger’s feelings of being happy to walk through the gardens. In (10), three adjec-
tives (wonderful, perfect, absolute) are used as attitude markers to depict the sa-
tisfying conditions in Aruba. By adopting these discourse markers, the blogger
expresses his compliment and satisfaction towards the destination. These adjec-
tive attitude markers also contribute to the construction of good impression of
the beach.

5. Conclusion

Based on Hyland’s (2005a) classification of interactional metadiscourse, this
study chooses quantitative and qualitative analysis to calculate the occurrence
frequency of interactional metadiscourse and to indicate how bloggers realize
the interaction with readers. Based on the statistics, it is easy to figure out that
interactional metadiscourse in English travel blogs is a kind of linguistic device
with high adopted frequency which benefits the construction of mutual interac-
tion of the bloggers and the readers. Among the nine sub-categories of interac-
tional metadiscourse, reader pronouns (254) and boosters (171) make a definite
leading with self-mentions (154) and attitude markers (122) following behind.
The least one is personal asides (1) occupying 0.11% in all interactional meta-
discourse. Generally speaking, stance features account for more than 60% com-
pared with engagement features, which may illustrate that English bloggers in-
cline to express their stance and attitudes towards authentic personal travel ex-
periences and are more writer-oriented. To some extent, English bloggers are
subjective and exoteric.

With the advent of the glorious era of tourism, a large number of travel dis-
courses have appeared. The rise of the Internet age has prompted travel blogs to
become the main expression of travel discourses. As an important means of in-
troducing readers into discourses and building an interactive relationship be-
tween authors and readers, the application of interactive metadiscourse has be-
come extremely widespread. According to Hyland (2005b), interactive metadis-

course refers to the way in which authors clearly express their opinions and
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guide readers to respond to the text. In order to realize the persuasive meaning
of travel blogs, authors need to use interactive metadiscourse to establish reader

interaction.
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