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INTRODUCTION

With ever-increasing rate of globalization and technology development, the public has access
to a tremendous variety of texts on a daily basis. Ranging from newspapers, magazines and
brochures to scientific articles, textbooks and administrative writing, each of these texts belongs
to specific genres and therefore, had certain purposes. However, the continuous spread of
globalization tendencies also leads to an increased diversity of audiences as well as new target
audiences with different preferences. These new audiences also represent a possible new
market, leading to competition between companies and institutions, which attempt to address
the needs of the people. This contributes to an increased frequency of using advertisements
which, apart from creating an appeal for the products or services, also gave the texts a new
purpose.

Studying a purpose of a text — or rather its function — has become an important part of
linguistic analysis, as each and every piece of communication is created for a certain purpose.
Therefore, in addition to studying linguistic choices, the analysis also has to account for the
intended meaning the speaker was trying to convey. Michael Halliday (1994) established an
approach to linguistic analysis, explaining how language manifests its functionality, which is
labelled Systemic Functional Linguistics. Several researchers adopted this approach in their
explorations, such as Jewitt, Bezemer and O'Halloran (2016), Thompson (2014) or Martin
(1994). A significant result of adding this layer of analysis was more accurate definitions and
easier assessment of different genres of texts, allowing to study in detail properties and purposes
of'a genre, as was done by Bax (2011), Bazerman (1994) or Biber (2009) with regard to standard
designations of genres, and Askehave (2005), Garzone (2007) or Clerehan and Buchbinder
(2006) with regard to digital genres.

However, due to the tendencies mentioned above, the boundaries between genres cease
to be definite, with certain genres influencing others. One of the most “invasive” genres is said
to be the genre of advertisements (Bhatia 2005, 213), as it effortlessly influences various texts
belonging to other genres. Even genres, purposes of which are far from promotional, such as
professional and academic discourse (2005, 220-221) are increasingly prone to this “genre
mixing”. One such example is exemplified by Fairclough (1993), who analyzed prospectuses
of several British universities in search for promotional tendencies. It turns out that university
prospectuses seem to be a good example of genre mixing, due to the increasing influence of
promotional genres, leading to a new approach in academic discourse of universities. Further

analysis of prospectuses was conducted by Askehave (2007), who points out that universities



adopted an attitude that focuses more on the needs of the “customers” rather than the institution
itself.

With the continuous development in technology, websites on the whole began to utilize
visual material for aesthetic purposes, but more importantly, for communication purposes,
functioning as an aid for the associated text. An example would be the use of imagery on
websites of newspapers, a topic studied for example by Knox (2009) or Caple (2013). As for
university websites, they have become the primary domain of acquiring any information about
the institution a reader might desire. As a result, the influence of promotional genres spread
from an isolated text of the prospectus to the overall discourse of the university website. An
analysis of the promotional character of university websites was conducted by TomaSkova
(2011) who, using the framework of rhetorical moves typical for promotional discourse
proposed by Bhatia (2005), analyzes texts featured on university websites from various
countries, in order to describe how genre mixing manifests in the digital domain. Additionally,
the use of digital media allows the texts to incorporate visual material, such as tables,
pictograms and mainly photographs, which in turn provide new ways of realizing promotional
strategies. Research into this matter was again carried out by Tomaskova (2015), who focused
on how the use of visuals enhances meaning of the websites, with regard to Halliday’s Systemic
Functional Linguistics.

While the previous research points out the presence of marketing strategies, highlighting
the change of attitude from formal relationship to a customer-service provider relationship, the
degree to which this approach is adopted varies from university to university, due to both
internal and external factors. Even though the researchers mentioned above included
universities from various countries to show the distribution of genre mixing features cross-
culturally, they involved only institutions of a significant international recognition and standing.
Furthermore, the analyzed universities were located in highly developed countries of the
western world. The only variation was the inclusion of Czech universities by TomaSkova in her
research mentioned above. Since multimodality is also a fairly modern approach towards
website structuring, it might clash with the more traditional approach and internal values of
institutions, especially those established earlier in history. As for the external factors, a
significant one, affecting the self-representation of an institution, is the geopolitical background
of the country it is located in.

The aim of the thesis is to analyze selected university websites to see if and how
universities promote themselves as an institution. In contrast with the previously conducted

research, the material for this thesis includes universities from various cultural and historical



backgrounds, to see to what degree do these backgrounds influence discourse of the institutions.
I chose 13 universities in total, further divided into three groups: the Eastern group of
universities (Alexandru loan Cuza University in Romania, Belarusian State University,
National University of Kyiv-Mohyla Academy in Ukraine, Sofia University St. Kliment
Ohridski in Bulgaria and Vilnius University in Lithuania), Czech group of universities (Charles
University, Masaryk University and Palacky University) and Western group of universities
(Heidelberg University in Germany, Helsinki University in Finland, Katholieke Universiteit
Leuven in Belgium, University of Oxford in United Kingdom and University of Paris in
France). Each of the universities is the oldest higher education institution in their respective
country and they were chosen specifically due to their geopolitical location to possibly show
different tendencies with regard to the content of their websites.

For the purpose of this thesis, specific sections of the websites, related mainly to
information about the institution, were selected: “About us” section, providing general
information about the university and “Admissions” section, presenting information regarding
applying for studies. Attention is paid both to the textual and visual portions of each webpage.
The analysis of the textual material is based upon the theoretical notions of Bhatia’s rhetoric
moves regarding promotional discourse (2005) to see what promotional strategies the institution
employs, if any. As for the visual material, the analysis draws on the classification of visual
material proposed by Kress and van Leeuwen (2006) in an attempt to uncover deliberate

decisions in the choices of the utilized images.
1.1 Hypotheses

With the general aim of the thesis being established in the previous section, it is now time to
address specific questions and expectations, which led to the conduction of this research to
begin with.

Given that the topic is mainly about the utilization of marketing strategies, the focus is
generally placed on the results of selecting certain strategies of one genre and applying them to
texts belonging to another. However, promotional genres are culturally sensitive, as different
cultures uphold different values due to both their history and political situation. That is the
reason why the collected material includes institutions from various countries and therefore,
various cultural environments. Furthermore, all of the universities were chosen deliberately due
to the fact that they are the oldest in their respective countries, making them closely intertwined

with historical and current beliefs and values. Staying on the topic of historical and geopolitical



factors, it is without doubt that the political regime which ruled over eastern Europe for a large
portion of 20th century influenced the tradition and values of universities, results of which got
carried into the 2 1th century as well. While competition between universities in Western Europe
continuously grew to try and attract students, both domestic and foreign, by employing visual
aids side by side with text. On the other hand, universities in Eastern Europe did not have this
need, since the primary target group were only domestic students, as a result of strict foreign
policies of the previous regime. That is why Hypothesis 1 is concerned with the preferences of

universities in Eastern Europe leaning towards textual descriptions.

Hypothesis 1: The Eastern group of universities prioritizes traditional approach and prefer

standard descriptive text to visual material.

However, even though the Eastern group of universities might prefer textual over visual
material, it still might utilize images on a small scale. If that is the case, it is reasonable to expect
that the selection of images will correspond with the overall traditional approach of the
university. Therefore, Hypothesis 2 is based upon the expectation that East European
universities, following the traditional approach, use conceptual imagery which contributes to
the neutrality of the discourse, while West European universities, following an approach
focused on readers and potential students, utilize narrative images, making the website more

interactive.

Hypothesis 2: The Eastern group of universities uses predominantly conceptual imagery; the

Western group of universities uses predominantly narrative imagery.

The analysis of textual material in this thesis consists of finding and analyzing rhetoric moves
typical for promotional discourse. There are several types (described in the following section),
each of which involves slightly different meanings: while some of them focus more on the
relationship with the reader (carrying mainly interpersonal meanings), others are more
concerned about presenting objective data (therefore, conveying mainly ideational meanings).
On the basis of all the facts and expectations already presented, Hypotheses 3 and 4 were
formulated, regarding the dominant moves (and therefore type of meaning) that were prevalent

for the Eastern group and Western group respectively.

Hypothesis 3: Dominant moves in the Eastern group of universities include “Detailing of the

service” and “Establishing credentials.”



Hypothesis 4: Dominant moves in the Western group of universities include “Attracting the

reader” and “Targeting the market.”

While the main differences will be possibly found between the Western and Eastern
groups, it could be quite interesting to see what choices prevail on the borderline between them
— that is where the Czech group comes forth, as it is closer geographically to the Western group
but shares its political history with the Eastern group. Therefore, Hypothesis 5 considers which

of these two groups are the Czech universities leaning closer to.

Hypothesis 5: The Czech group of universities is more similar to the Eastern group universities

than the Western group of universities.

The thesis itself is divided into several parts: Chapter 2 provides a theoretical framework
for the analysis, such as definitions and explanations of all the concepts mentioned in the
Introduction section. Chapter 3 describes specific methods to carry out the analysis, chosen to
provide valuable information with regard to formulated hypotheses. Chapter 4 describes details
of the analysis, both textual and visual, which is further divided into subsections to address
findings within each group of universities. The thesis is then closed by a commentary on the
findings for each respective group and comparison of the results with formulated hypotheses.

Now, in order for the thesis to be comprehensible, it is necessary to explain all of the
concepts presented in the previous sections. Therefore, the following section introduces

theoretical background as well as explanations for the concepts used throughout this thesis.
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2 THEORY

As this work is founded on the notions of genre theory, this chapter serves as a theoretical
background and a foundation to the methods presented in the previous section. The following
sections will go over genres and genre analysis, describing both traditional schools and

approaches towards genre, as well as modernized approach towards genres in new media.
2.1 Analyzing text

With regard to public knowledge, the word “genre” is usually associated with products of
culture, such as genres of music, literature, film etc., that have certain aspects in common. This
sort of a classification is nothing new, as categorization based on stylistic similarities have been
used since classical times (Garzone 2015, 1). However, it was mainly concerned with
classifying works of art only, until the 20th century, during which the scope of genre
classification turned to non-literary domains as well, increasing the attention and amount of
research conducted with relation to this matter (2015, 1). Several approaches were chosen to
tackle genre analysis, with three of them gaining significant traction, ultimately resulting in
creating three separate traditions: the North American tradition, the ESP tradition and the

Australian tradition (2015, 2).

2.1.1 North American tradition

The North American tradition of genre analysis views genre as “essentially rhetoric” (Garzone
2015, 3), due to which the tradition is also sometimes labelled New Rhetoric. The first work
which laid foundation for this tradition was Carolyn Miller’s article Genre as Social Action
(1984), in which the understanding of genre as such shifts from the classical stylistic
categorization and becomes ‘“‘pragmatic, fully rhetorical, a point of connection between
intention and effect, an aspect of social action” (1984, 153). This means that genre is no longer
a set of static features but rather a dynamic entity, with its features varying in dependence to

the social situation.

2.1.2 ESP tradition

Following up, the English for Specific Purposes (ESP) tradition works with social context of
discourse as well, however, it is mainly focused on language use, meaning that linguistic
choices are understood with regard to the social context they appear in (Garzone 2015, 6). This
tradition describes genre as having two key features: “communicative purposes and the fact of

being mutually understood by the members of the discourse community that uses it” (2015, 6).
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In order to reach the mutual understanding, users need to have a certain knowledge of a
particular genre in use; that is why this tradition also considers the cognitive processes required
to create a discourse that belongs to a desired genre (2015, 6). These processes are labelled
“moves,” functioning as a sort of steps in creating discourse, with the presence or absence of
specific types of moves being dictated by the function of the discourse (2015, 6-7).

This notion of moves was further described by Bhatia with regard to discourse belonging
to specific genres, for example professional and academic discourse (2013) and promotional
discourse (2005). In the latter, Bhatia proposed a generalized move structure present in
promotional genre, which this work adopts in the analytic part to see the influence of

promotional genres on academic discourse of university websites.

2.1.3 Australian tradition

Lastly, the Australian school is centered mainly around Systemic Functional Linguistics (SFL).
As the name suggests, this tradition deals with the function and purpose of created text, as well
as the steps followed during the text’s creation (Garzone 2015, 4-5). Due to the interconnection
of genre analysis and SFL, the concept of register presents a key notion, as it “captures the
semiotic configuration of a text and the variation in language use as a function of context of
situation and context of culture” while genre “foregrounds the social purpose of a text and
captures its distinctive schematic” (2015, 5).

This school uses the traditional description of register, described by Halliday as
variation of linguistic choices depending on their context of use (Thompson 2014, 40). The
concept of register is further divided into three contextual factors: field, which is essentially the
topic of a discourse; tenor, addressing the relationship between participants of a given
discourse; and mode, dealing with the medium of the discourse, mainly distinguishing, whether
it is spoken or written (2014, 40). Each of these parameters is also connected to three
metafunctions — ideational, interpersonal and textual — respectively, as these parameters
contribute to their realization (2014, 40-41).

The concept of metafunctions is adopted by this work as well, specifically in two ways:
firstly, as a part of describing the rhetorical moves of promotional genre, and secondly, to

describe the functions of images presented on the selected websites.
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2.2 Analyzing images

As was mentioned in the previous section, the use of metafunctions is not limited just to written
texts but spans across visual material as well. One such model for analyzing images has been
proposed by Kress and van Leeuwen (2006), who adopted the concept of metafunctions from
SFG to define an analysis of structures present in visual material: their model uses ideational,
interpersonal and textual functions to describe structures of representation, interaction and
composition (2006, 40—41). In order to unify the terminology in this paper, Halliday’s labels
will be used to address both text and images.

Furthermore, each type of structure has its own taxonomy of parameters. With regard to
ideational metafunction (structures of representation), the main division is into “narrative” and

“conceptual” structures, defined by Kress and van Leeuwen as follows:

“Visual structures of representation can either be narrative, presenting unfolding actions and
events, processes of change, transitory spatial arrangements, or conceptual, representing
participants in terms of their more generalized and more or less stable and timeless essence,

in terms of class, or structure or meaning.” (2006, 79)

In other words, narrative representations are dynamic, showing participants engaged in
some type of an action while conceptual structures are more of a static nature, presenting images
with an illustrative or symbolic value. Narrative structures can also be further categorized based
on the direction of the action captured in the image, which is labelled “vector” (2006, 42). There
are several possible directions an action may move in, however, due to the selection of images,
the possibilities with regard to this paper were narrowed into three options: when a vector stems
from a participant towards a goal, when vectors stem from several participant towards a single
goal (cooperation) and when the vectors between participants are oriented towards each other
(interaction).

Interpersonal metafunction (structures of interaction) deals with creating a relationship
between different participants. It is possible to establish a few relationships through images:
between the captured people, between the photographer and captured people or between the
captured people and the viewer of the image, as described by Caple (2013, 69), who draws on
Kress and van Leeuwen’s model. Similar to the structures of representation, interaction has
several parameters as well. For the aim of this thesis, the parameters of “Contact”, which deals
with the eye contact between the viewer and captured participants, “Social Distance”,

concerned with the proximity of participants to the camera, and Attitude, describing the angle
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a photo was taken from (Caple 2013, 70-71), will be of the main priority.

Lastly, the textual metafunction (structures of composition) ties together the meanings
established by the other two metafunctions into a unified structure through three systems:
Information value, related to the placement of information within the image, Salience, which
deals with the prominence of certain elements within the image and Framing, describing the
internal structure of the image (Kress and van Leeuwen 2006, 177). In this thesis, the system
of Framing will be the main priority, to study how images are incorporated into the university
websites and if they contribute to the meanings of accompanying texts.

That concludes the theoretical framework established specifically for this thesis. The
following section describes selected methodology and ways of application of the described

concepts to the collected material, regarding both text and visual material.
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3 METHODOLOGY

To gather appropriate data relevant to the propositions presented in section 1.1, I selected the
following methods and procedures. The analysis is qualitative and is divided into two parts,
focusing on the textual and visual content presented in selected sections on the websites. Each
part of analysis is based on notions from Systemic Functional Grammar, which is concerned
about what purpose people are using language for (Thompson 2013, 29-30) and the theories

developed from them.
3.1 Move structure analysis

The first part of the analysis deals with the textual portion of websites. The analysis draws from
the area of genre analysis, specifically from the concepts developed by the English for Specific
Purposes tradition. From this tradition, the notion of rhetoric moves common in promotional
discourse, as described by Bhatia (2005), was drawn upon and applied on the discourse of
selected university websites. The collected texts were analyzed in order to see whether the

following moves, which were adjusted to fit the academic environment, are present:

e Attracting the reader move is used to capture the reader’s attention by drawing to a
matter the reader might find appealing;

o Targeting the market move which is manifested by stating which target audience the
proposed information is directed to;

o Justifying the service move is related to providing arguments why is the specific service
the best option for a potential student;

e Detailing the service move is in this case related to providing details not about the
provided education but about the institution itself;

o FEstablishing credentials move regards for example the presentation of accolades,
accomplishments and milestones the specific university achieved;

e User endorsement in this case deals with positive feedback provided by current students
or members of staff to the reader;

e Soliciting response is attempting to encourage the reader to conduct some action; in
this case, this move is mainly related to getting in contact with the institution;

e Pressure tactics and Offering incentives moves are not expected to be found in the
selected material, as they are usually employed to increase the exclusivity of provided

offer, which would be in the case of universities of detrimental consequences.
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While it is an approach similar to Askehave (2007) in her analysis of university prospectuses,
it needs adjusting to fit the domain of websites, as their nature allows for the structuring to be
less constraining than with prospectuses. A prospectus is a concept borrowing from various
leaflets, brochures and catalogues, all of which provide prospectuses with some inherent
promotional structure to get necessary information across, which Askehave pointed out in her
research. Moreover, prospectuses are a printed media, which once produced cannot be adjusted.
Websites on the other hand, serve as a dynamic whole, where the flow of information can be
unstraightforward due to the implementation of hyperlinks, allowing access to information on
another part of the website. Moreover, websites are being continually edited, with alteration
both to the structure and overlay of the page. Therefore, rather than focusing on the structure
and ordering of the moves, the focus is placed on the frequency of use of every move, as well

as their realization for each respective university group.
3.2 Analysis of visual material

The second part of the analysis focuses on images and photographs presented in the previously
mentioned sections of university websites. The approach toward the analysis of visual material
is based upon the concepts presented by Kress and van Leeuwen (2006), who built their model
upon the notions presented by Halliday, adjusted to accommodate analyzing meanings in
images (2006, 1-2).

The visual material is analyzed for each respective group, in order to gain an idea about
tendencies in given groups. Initially, the images were divided into two categories, based on
whether they portray a static scene (conceptual images) or a dynamic one (narrative images).
Then, the analysis is conducted with regard to three metafunctions of language, namely
ideational, interpersonal and textual, with parameters specific for each of them.

The ideational metafunction is mainly concerned with vectors of action, featured in
images showing narrative process. More specifically, the analysis focuses on whether the vector
signifies action of an individual towards a passive goal (for example a person writing notes),
interaction between the participants (for example people talking with each other) or cooperation
of the participants towards a single goal (Kress and van Leeuwen 2006, 42).

As for the interpersonal metafunction, the images are analyzed from the point of their
content, whether the images contain people, scenery, illustrations etc. Photographs were further
analyzed with regard to the Social Distance, describing how far are the participants from the

camera, Attitude, which deals with the angle of the shot and Contact, which is concerned with
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the presence or absence of eye contact.

Lastly, with regard to the textual function, the images are considered from the point of
how they are integrated in the structure, whether they stand isolated or are embedded in the
accompanying text, as well as the website itself and if their meanings contribute to the

accompanying text.
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4 ANALYSIS

4.1 Analysis of move structures

This section describes the process of analysis of the textual portions present on selected
websites and considers the findings, resulting from such analysis. The chapter is divided into
subsections for each group of universities, to describe overall tendencies. The analysis describes
the rhetoric moves on the grounds of frequency of use, each of which is supported by numbered
examples, and explains the meanings stemming from the choices behind the used moves.

The texts analyzed here were taken from the following universities: Alexandru loan Cuza
University (UAIC), Belarusian State University (BSU), National University of Kyiv-Mohyla
Academy (Kyiv-Mohyla Academy in short), Sofia University St. Kliment Ohridski (Sofia
University in short) and Vilnius University. In line with the proposition considering the
promotional aspects of university websites, the texts were analyzed from the point of view of
move structures related to promotional discourse as proposed by Bhatia (2004). The prediction
for this analysis is that the main difference between the eastern and western groups of

universities will be in the type of move prevalent for each group respectively.

4.1.1 Eastern group of universities

At first glance, the websites of eastern universities appear modest and plain, with texts written
in a comprehensive format with a sense of detailing in mind. This format follows the
expectations of a text belonging into the academic style of writing — this corresponds with the
fact that the prevalent move structure present is “Detailing of the service.” This particular move
is associated with the description of the studying offer provided by the universities, their
background, both historical and social, as well as provision of any additional information the
institution finds necessary to share with wider audience. This move is mainly realized in two
ways: a) as a structured text ranging from a single sentence to a short paragraph (examples [1]-
[3] below) and b) as a list of points, offering a quick rundown of facts related to the topic
sentence (examples [4] and [5]). The latter is mainly concerned with presenting general facts

about the university.

[1] The university offers an academic environment focused on excellence in

research and teaching. (Vilnius University)
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[2] Nowadays the University offer the complete cycle of fundamental and applied
research, production, distribution and promotion of scientific and technical

developments. (BSU)

[3] Being the largest city of Ukraine, Kyiv is a leading industrial and commercial

center of the country. (Kyiv-Mohyla Academy)

[4] Total number of students: 25 587:
Bachelor studies (full time and distance learning): 18 870
Master studies (full time and distance learning): 5 607
Doctoral studies (full time and distance learning): 966 (UAIC)

[5] Quick Facts about Kyiv
Area: 827 sq km
Location: Kyiv region, on the River [sic] Dnepr (Kyiv-Mohyla Academy)

Interestingly enough, the examples from the Kyiv-Mohyla Academy’s website do not detail
anything about the university itself but rather present facts and attractions of the Kiev city the
university is located in. A reason for this might be the fact that these specific examples were
extracted from the “Admission” section, which constitutes a whole separate website. The
“About” section on the main website does not contain an iteration of the move at hand, only a
chronological list of events related to the establishment and administration of the institution.
Even though the main way of realizing this move is through plain descriptive text, as was shown
in the examples above, there are also several cases of using hyperlinks to provide readers with
a quick access to additional information. Two ways of using hyperlinks can be observed: a) the
hyperlinks are correlated with the standard text and are either embedded in the text (example
[6]) or appear at the end as a cohesive device to direct the readers to relevant information after
they finish reading (example [7]); and b) the hyperlinks form a list, with a little to none
accompanying standard text, serving as signpost and providing pathways to more specific

information (examples [8] and [9]).

[6] If vou are applying for doctoral studies, you should also check the
METHODOLOGY for the organization and conduct of admission to doctoral
studies for the academic year 2022-2023 (UAIC)
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[7] More information: https://ums.bsu.by/en/for-applicants/admission-en
More information is available on http://e.bsu.by/
Freshman Guide https.//info.bsu.by/ (BSU)

[8] Studying at UAIC:

Academic Calendar

Learning Facilities

Internet Facilities

Student Associations

Recognition Procedures [...] (UAIC)

[9] Bulgarian System of Higher Education

General Rules for Admission

Application procedure

Applicants from EU member countries

Applicants from non EU [sic] . member countries [...] (Sofia University)

The use of hyperlinks was the most frequent on the websites of UAIC, as the analyzed parts
involved a full set of FAQs with links to their respective answers, and Sofia University, where
the whole “Admission” part of the website was consisting of hyperlinks to different relevant
parts of the website. BSU and Vilnius University featured very minimal use of hyperlinks and
lastly, the website of Kyiv-Mohyla Academy featured no hyperlinks whatsoever.

The topic of structuring information into lists or bullet points brings forth the next
important move, which is “Establishing credentials.” In advertising discourse, this move is one
of the core moves, as every product needs solid proof of its legitimacy, usually in the form of
positive encouragement or recommendation from a third party. In the case of universities,
credentials include international rankings and accolades related to various aspects, whether it
is the quality of education, high level of research work or simply the number of facilities the

university has at its disposal, as can be seen from the following examples below:

[10] Vilnius University is Lithuania’s leading academic institution, ranked among

the top 400 universities worldwide (QS).
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[11] The Belarusian State University is a national leader in higher education,
ranking among the world's top 1.5% universities according to the QS World

University Rankings.

[12] Alexandru loan Cuza University is a member of some of the most important

university networks and associations. the Coimbra Group, EUA — European

University  Association, Utrecht  Network, International Association  of

Universities, University Agency of Francophony [sic].and the Network of
Francophone Universities (RUFAC). (UAIC)

[13] Kyiv-Mohyla Academy is among three leaders of the Top 50 Ukrainian

Universities by the Recruiters’ Choice presented by Focus Journal.

Since these texts fall into the category of academic discourse, the use of this heavily
promotional move is quite modest in this group of universities. Furthermore, the content of the
moves includes only accolades from widely recognized and highly respectable sources (such as
the “QS World University Rankings mentioned in examples [10] and [11]) to bolster the
prestigious image of the universities, since they are the oldest institutions in their respective
countries. It is not only quality rankings that show the prestige of a university, but also
memberships in recognized international networks, as is shown in example [12]. An opposite
situation can be seen in the example [13] from the Kyiv-Mohyla Academy website which uses
recognition from a more local point of view, rather than international. There were no specific
intentions related to the choice of this example; the website simply did not contain credentials
similar to the other examples above. The suggested reasoning for this is that the university,
despite having a dedicated website for international admissions, mainly aims at local potential
students and therefore, the use of international recognition is not exactly a priority.

Overall, the websites of Eastern universities utilize the move “Establishing credentials”
on a small scale with only few instances on each website respectively. Placing this in
comparison with the dominant move of “Detailing the service,” it falls in line with the more
traditional sense of academic discourse by being field-oriented. Nevertheless, there is a small
deviation from other members of this group with regard to presenting credentials, as the website
of UAIC presents a considerable list of projects the university has participated in. However, the
description of the projects is quite technical, missing any explanation or elaboration that would
make the presented information comprehensible for uninitiated readers. Thus, this lack of

clarity makes the move considerably weaker.
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The following move “Attracting readers” goes hand in hand with “Establishing
credentials,” as it is the first step of capturing the reader’s attention. The realization of this move
comes predominantly in a form of short, catchy sentences, including but not limited to headlines
on the top of the section or dividing paragraphs, university slogans or the university’s own
evaluation. It also involves a greater interaction between the institution and the reader, as some

of the iterations are tailored to specific needs of the target audience.

[14] Any student who have [sic] outstanding academic performance and actively

participate in research and social activities is entitled to a discount. (BSU)

[15] Welcome to Vilnius University — the oldest and largest Lithuanian higher

education institution. (Vilnius University)

[16] Sofia University St. Kliment Ohridski is the first Bulgarian high academic
school establishment. Its history is an embodiment and a continuation of the
century long cultural and educational tradition of the Bulgarian nation. (Sofia

University)

[17] Kyivis a city of invaluable historical and cultural monuments, a city of great

events and outstanding people. (Kyiv-Mohyla)

Examples [14]-[16] show that the BSU, Vilnius University and Sofia University assign great
significance to the fact that they are the first established universities in the history of their
nation: while Vilnius University and Sofia University state it quite explicitly, BSU presents
itself as “a European classical university.” Example [17] again shows, that the Ukrainian
university does not promote itself but rather the city of Kiev the university is located in. The
lack of self-praise can come across as a notion that it is not necessary to promote itself in this
way, as all the readers come to their website with sufficient knowledge about the establishment.

The move “Justifying the service” is mainly concerned with underlining the importance
or the uniqueness of the service on offer (Bhatia 2004, 74). Since the analyzed texts all come
from universities which offer the same (or vastly similar at least) educational services at the
core, there not many possibilities to utilize this move. One of the main justifications for any
higher education is the applicability and utilization of gained knowledge in real life; that is why
all of the iterations of this move used by Eastern universities are related to post graduation

employment, as can be seen in the following two examples:
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[18] A large number of international students have graduated from BSU, among
them are outstanding professionals in different fields of industry, education and

science. (BSU)

[19] With the support of social partners, the university educates globally—minded
specialists who successfully integrate in the modern European community.

(Vilnius University)

The most instances of this move are found on the BSU’s website, all of which regard the
assuring of readers that by graduating at the university, they will gain necessary skills and
knowledge to be able to apply for high-ranking and professional positions. The Vilnius
University’s website contains only one instance of this move in example [19], which suggests
that graduates will leave the university with a well-rounded knowledge and skill base that will
help them find a job position in a more general sense. Lastly, the website of Kyiv-Mohyla
Academy does not feature this move at all in none of the website sections in question.

The next move in line is “Targeting the market,” which has a very specific use and form
when it comes to websites. The purpose of this move is to provide relevant and personalized
information tailored for one or several target audiences in order to create a maximum appeal to
their needs, which in turn results in an increase of interest in the product or service. There were
only two possible instances of a website potentially containing this move, namely the website
of UAIC: one was concerned with EU and non-EU citizens and the other with whether a
potential student was applying to graduate or doctoral studies. However, this categorization was
only related to the instructions about how to make a valid registration for application and
therefore, only the headings could be regarded as manifesting the “Targeting the market” move.

In promotional discourse, it is nothing uncommon to feature positive responses from
people associated with the promoted product or service. Specifically, readers assign the largest
value to statements submitted by users and recipients of said product or service, as they provide
assurance stemming from a seemingly objective evaluation assessed by someone who belonged
to the target audience as well. This move is labelled by Bhatia as “User endorsement.” In the
case of universities, this move involves statements either from students currently studying at
the institution or graduates. The Eastern group of universities however, does not utilize this
move whatsoever. The only text that might have been considered as having aspects of

endorsement is presented in the example [14] below, taken from the Vilnius University:

[20] Ifin doubt about your study choice — ask a student!
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Even though there is an instigation of a contact between a reader and a user, there are two
reasons for not considering this example as a user endorsement: firstly, in this case, the purpose
of this text is more in a sense of delegating certain aspects of troubleshooting to the users, as
they are familiar with the perspective of an applicant, rather than using the contact for
promotional purposes. Secondly, the text in fact facilitates another move, “Soliciting response,”
which is next in line.

The move “Soliciting response” is primarily concerned with evoking the need in readers
to actively conduct inquiries; whether it is done through questionnaires, polls or providing direct
contact details does not matter, as the main purpose of this move is to generate activity on the
side of the target audience. In the realm of internet, the most frequent way to construct this
move is to provide direct contact details in their own specific section on the website, to which
hyperlinks are placed in other relevant sections, often introduced by a headline. Example of
such can be found on the Vilnius University’s website: in the “Admission” section, there is a
“Contact us” headline, followed by an introductory sentence and a hyperlink containing a
contact e-mail address, which opens up an e-mail service provider of the reader’s choosing,
allowing for a relatively quick establishment of communication. Apart from example [20], this
is the only instance across the Eastern group of an institution encouraging readers to provide
any kind of a response. This might be due to the way in which the websites are structured, as
they provide a considerable amount of information upfront, decreasing the need to ask further
questions.

As Tomaskova (2011) stated in her research paper, the other core moves of promotional
discourse defined by Bhatia, such as “Pressure tactics” or “Offering incentives,” appear in this
type of academic discourse very rarely or not at all. Upon conducting the analysis of websites
of the selected Eastern European universities, the results proved that it is true for this selection
of texts as well.

The results of the analysis show that the most prominent move in this group is “Detailing
the product,” confirming the expectation about utilizing mainly ideational meanings. However,
there is a tie on the second most prominent move, with “Establishing credentials” and
“Attracting the reader” sharing very similar data regarding frequency of use. While the former
move was expected to appear quite frequently, the latter shows that the Eastern group of
universities possibly started to adopt an approach inspired by the western world in trying to

actually reach out to people rather than passively using prestige and renown of the institutions.
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4.1.2 Czech group of universities

The next group to be analyzed is the Czech group of universities: Charles University, Palacky
University and Masaryk University. This group serves as a sort of stepping stone, due to the
fact that it includes features of both eastern and western groups, both with regard to
geographical and political background and the websites themselves. It is clear from an initial
overlook of the webpages that there were two approaches adopted with regard to the structuring
and content of the websites. While Palacky University and Charles University follow in the
footsteps of the traditional approach, with the top priority put on the textual portion of the
websites and the use of the visual material being mainly complimentary, Masaryk University is
a clear example of the more modern approach towards the presentation of the university.

In this group, the overall dominant move across all of the included websites is
“Establishing credentials.” Given that all of the included universities have considerable
standing in the QS World University Ranking as well as rich history, it is an expected outcome.
However, there is a slight division between the Masaryk University and Charles and Palacky
Universities, with regard to the frequency of use of this move, with the Masaryk University
having the lowest frequency of the trio. The presentation of the accomplishments also differ

with regard to this matter, as can be observed from the following examples:

[21] Charles University collaborates with a broad spectrum of renowned
universities from all over the world, and one of its priorities is to enable every
one of its students interested in studying abroad to spend some time in another

country.

[22] Palacky University Olomouc (UP) is one of the most important Central
European centres [sic] of education and research, boasting achievements on

the European and global levels in a number of disciplines.

[23] Sustainability and environmental responsibility is [sic] our priority
Last year, Masaryk University was the best Czech university in the

implementation of the UN Sustainable Development Goal 4: Quality Education.

The examples [21] and [22] follow along the lines of academic discourse, by presenting the
facts neutrally, with only minimal use of marked expressions. While the main portion of the
example [23] complies with the traditional approach as well, it is prefaced with a title that

includes features not common for academic discourse (text in bold). The message is more
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personalized, with the university not being portrayed as an institution but rather as a group of
people: the use of the pronoun “our” lays the foundation for a more personal and engaging
attitude. This adds even higher promotional value on top of what is already a heavily
promotional move. Similar to the universities in the Eastern group, the accomplishments
presented are generally drawing on objective statistics and rankings based on analyses carried
out by third-party institutions of international recognition.

While it is quite important to lay a foundation required build a successful university
profile, for example by presenting internationally recognized accolades, unique contributions
to research or success rates of graduates, it might not come across as interesting to some readers
due to the information density. A solution to this lies in the move “Attracting the reader,”
engaging the readers’ and draw their attention to information that might be important or
interesting to them. With regard to the Czech group of universities, this move was present
mainly on the Masaryk University website, which may not be as surprising, due to the style of
the text and its distribution on the website. Fewer uses of this move were also found on the
Palacky University website, although they are seamlessly embedded into the surrounding text
and as a result they do not stand out of the text as in the case of Masaryk University. The
realizations of the move could be divided into two groups: a) the move provides readers with
information about benefits of studying at the university (examples [24] and [25]) or b) the move
draws readers’ attention towards some unique accomplishment of the university, which the

readers may find generally interesting (examples [26] and [27]).

[24] We bridge gaps and connect countries
Thanks to the Erasmus programme alone, over 1,000 of our students discover

the world every year. (Masaryk University)

[25] On the other hand, students are given sufficient space for their
extracurricular activities, whether in university sports facilities (the docks, gym,
sports fields), culture (film clubs, student theatres, magazines) or in the context
of social events ("Majales" festival, dance balls, departmental parties).

(Palacky University)

Example [24] presents potential students with an opportunity, that will become available to
them should they choose to study at Masaryk University, namely the option to partake in the
Erasmus program, allowing students to travel and complete a portion of their studies at a

university abroad. A different scenario can be seen in example [25] taken from Palacky
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University’s website which focuses on opportunities outside of studying, listing various options

for how the students might spend their free time in the city.

[26] We left our scientists out in the cold

We established a research station in Antarctica (Masaryk University)

[27] In 2013, the scientific output of the Olomouc University outgrew all other

institutions of higher education in the Czech Republic! (Palacky University)

Although example [26] might seem to belong under the “Establishing credentials” move, I
classified it in this thesis under “Attracting the reader” due to the fact that it stands out from the
other texts regarding accomplishments. The purpose of this information is to present the reader
with a story that occurred “on the university grounds” rather than focusing on the university
contribution to the success of the project. About the same applies to [27], which is related to
Palacky University building new research centers. The accompanying text describes various
beneficial outcomes that resulted from the creation of the centers, but again, the actual
contribution of Palacky University, which made it all possible, is put aside.

A follow up to catching a reader’s attention is to ensure that the offer is valid for various
audiences the reader might be a part of. That is the purpose of the next discussed move labelled
“Targeting the market.” Similar to the Eastern group, the Czech universities utilize this move
in the form of links, directing the reader towards the specific content they seek and desire.
However, this move also poses a division within the group. The use of hyperlinks on the website
of Charles University is minimal, with links serving either the function of a general signpost,
providing shortcuts to the main parts of the web structure or as a cohesive device at the bottom
of the page, providing quick access to additional or relevant information, which belongs rather
into the “Detailing of a product/service move.” Therefore, the “Targeting the market” move is

realized mainly as a standard descriptive text (shown in example [28]).

[28] Charles University offers an increasing number of study programmes taught
in foreign languages. The most common foreign language of instruction is

English. There is, of course, a wide range of study programmes taught in Czech.

Palacky University utilizes hyperlinks in this way as well. However, there are also several cases
of hyperlinks being incorporated into the descriptive texts too, providing access to relevant
documents and associated websites, as can be seen in example [29] (the underlined text being

the hyperlink).
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[29] You can find more detailed information by choosing your programme in

our catalogue.

However, the highest frequency of use of both the “Targeting the market” move and hyperlinks
in general was on the website of Masaryk University. Here, due to the division of the text into
short units, consisting of headlines and brief introductory sentences, hyperlinks serve as
openings to access detailed information for each of the specific target audience (shown in
example [30], with the underlined texts being the hyperlinks), resulting in a more interactive

approach, as each reader can easily access information tailored to their interests.

[30] Join us
STUDY AT MU
WORK AT MU
TAKE PART IN RESEARCH AT MU
BECOME A UNIVERSITY PARTNER

Nevertheless, Masaryk University manifests this move in a standard text as well, similar to the
other universities, but the portions of the text are very short, resembling newspaper headlines

or slogans, as can be seen in example [31].
[31] The perfect place for YOU™

The next frequent move is “Detailing of a product or service.” In this group, this move was
realized in two ways: in the case of Charles University (example [32]) and Palacky University
(example [33]), the move is manifested in the same way, as in the Eastern group; that is, in a
standard, descriptive text. Masaryk University however, due to the nature and structure of the
website, realizes the move both by standard text (usually as a list of figures, such as in example

[34]) and by the use of hyperlinks (underlined text in example [35]).

[32] Tuition fees are charged usually for study programmes in foreign languages.
The university provides all study programmes in the Czech language free of

charge. (Charles University)

[33] Applicants may choose from a broad variety of programmes, ranging from
theology, education, physical culture and sports, through the humanities, social

sciences and arts, to natural, medical, and health sciences. (Palacky University)

28


http://obory.upol.cz/en
https://www.muni.cz/en/admissions
https://www.muni.cz/en/about-us/careers
https://www.muni.cz/en/research
https://www.muni.cz/en/cooperation/partnership

[34] 400 study programmes
30,500 students
7,000 graduates per year (Masaryk University)

[35] More to know:

How to apply
Application deadlines

Tuition fees

Accommodation

Scholarships
Get in touch with ambassador (Masaryk University)

No matter what form and realization of this move was chosen, its function remained the same
across all of the websites: to provide general information and guidelines about the university,
organizational matters, associated institutions or instructions regarding the application for
studies.

Conveniently enough, the example [35] also partly includes the next move on the list,
namely “Soliciting a response.” A highly promotional and interactive move, its use in academic
discourse, and this specific group as well, is quite rare; for example, on the Charles University
website, this move does not appear at all. The purpose of the move is not different from its use
in promotional discourse; that is, to encourage the reader to actively seek out information by

reaching to a designated contact (example [36] and [37]).
[36] Get in touch with current students! (Masaryk University)

[37] Contact the study office of your faculty to learn more about scholarships and

bursaries. (Palacky University)

As can be observed from the examples, each university uses this move in different ways: while
Masaryk University encourages potential students to contact current students in order to resolve
any questions that may arise, the contact on the Palacky University website is an official unit
of the university’s organization (specifically the study office of the appropriate faculty). Here,
Masaryk University adopts a more personal approach, by guiding potential students towards
actual students, who are of a similar age and who can easily empathize with the applicants,
since they were in the same position. It also creates an informal atmosphere, making the

conversation less stressful and more welcoming to the newcomers. Moreover, by creating a
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relationship on a more personal level, the university’s focus on individuals and their social
surroundings is highlighted even more. On the other hand, Palacky University directs the reader
towards a specialized part of the university’s structure in order to provide precise and necessary
instructions and answers for questions with regard to administration. This approach might seem
more professional, as the matters are handled by well-informed personnel who are prepared to
offer any help a (potential) student might need.

The situation about the “Offering incentives” and “Using pressure tactics” is the same as
it was in the Eastern group; that is, these moves are not present on the websites of Czech
universities since using them might have detrimental effects on the public opinion of the
reputation of the university as well as the quality of provided services.

The findings of the analysis shows that the most frequently used moves are “Establishing
credentials” and “Detailing of the service,” proving that ideational meaning prevail. However,
the moves “Targeting the market” and “Justifying the service” have a considerable frequency
of use as well, resulting in a non-negligible utilization of interpersonal meanings as well. If
compared with the Eastern group of universities, the approach by this group could be considered
as the next step in the direction of a more dynamic approach; the reality, however, is not as
straightforward. As could be seen from the analysis, the universities were split into two groups:
the first one, consisting of the two oldest institutions (Charles University and Palacky
University) followed a more static and neutral approach; the second one, being the Masaryk
University, chose a significantly dynamic and interactive approach, so much that the
interpersonal meanings outweighed the ideational. Nevertheless, despite yielding mixed results,
the analysis showed that tradition and prestige do in fact influence the discourse of the

institution, making it prefer ideational meanings on the whole.

4.1.3 Western group of universities
The last group consists of five universities, similarly to the Eastern group, namely Heidelberg
University, University of Helsinki, University of Oxford, University of Paris (Université Paris
Cit¢) and KU Leuven (Katholieke Universiteit Leuven). Upon the initial observation of
websites of these universities, it is clear that, in contrast with the traditional approach of the
Eastern universities, they apply a more modern approach, with enhanced visuals and finely
threaded paths through the information by a heavy use of hyperlinks.

This frequent use of hyperlinks makes “Detailing of the service” the most dominant
move used consistently across all of the websites. Consequently, the ratio of the hyperlinks to

the standard text is much higher than in the previous groups. In a few cases, the standard text is
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reduced to a headline (example [38]) or a topic sentence (example [39]), followed by a list of

bullet points consisting purely of hyperlinks.

[38] Application & Enrollment
- Enrolment

- Starting an Undergraduate Degree Programme in an Advanced Academic --

- Semester

- Starting the First Academic Semester of your Degree Programme

- Starting your Degree Course in the First Academic Semester (Master's

Degree Programme)

- Starting in an Advanced Academic Semester (Master's Degree Programme)

(Heidelberg University)

[39] Continuing Education
Adult learning: more than 1000 part-time courses and programmes offered
each year.

- Undergraduate qualifications

- Posteraduate qualifications

- Short online courses

- Weekly classes

- Day and weekend events

- Summer schools

- Continuing professional development (University of Oxford)

This is however, an extreme example of hyperlink use, appearing only on the University of
Oxford and Heidelberg University websites. Although hyperlink lists themselves are quite
commonly used across the websites, they are shorter (2—4 lines on average) and their function
is complimentary, serving as an expansion of information presented in preceding associated
text. There are two variations of the hyperlink list use: a) they appear after the standard text,
serving as a crossroad of related topics, allowing the reader to choose their desired path without
the need to scan through unwanted information (examples [40] and [41]) or b) the links are
placed after the associated portion of a text ends, providing a route to additional information

immediately without diverting the reader’s attention (examples [42] and [43]).
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https://www.uni-heidelberg.de/en/study/application-enrolment/enrolment
https://www.uni-heidelberg.de/en/study/application-enrolment/starting-an-undergraduate-degree-programme-in-an-advanced-academic-semester
https://www.uni-heidelberg.de/en/study/application-enrolment/starting-an-undergraduate-degree-programme-in-an-advanced-academic-semester
https://www.uni-heidelberg.de/en/study/application-enrolment/starting-the-first-academic-semester-of-your-degree-programme
https://www.uni-heidelberg.de/en/study/application-enrolment/starting-your-degree-course-in-the-first-academic-semester
https://www.uni-heidelberg.de/en/study/application-enrolment/starting-your-degree-course-in-the-first-academic-semester
https://www.uni-heidelberg.de/en/study/application-enrolment/starting-in-an-advanced-academic-semester
https://www.conted.ox.ac.uk/about/undergraduate-award-courses?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-ug-list-link
https://www.conted.ox.ac.uk/about/postgraduate-award-courses?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-pg-list-link
https://www.conted.ox.ac.uk/about/study-online-with-oxford?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-shortonline-list-link
https://www.conted.ox.ac.uk/about/weekly-classes?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-weekly-list-link
https://www.conted.ox.ac.uk/about/day-and-weekend?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-dw-list-link
https://www.conted.ox.ac.uk/about/summer-schools?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-summer-list-link
https://www.conted.ox.ac.uk/about/continuing-professional-development?utm_source=oxadmissions&utm_medium=websitelink&utm_campaign=ox-uni-admissions-cpd-list-link
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[40] Press
KU Leuven makes every effort to publicise its findings and share its scientific
insights with the public. From press releases to in-depth magazine articles,
there are multiple avenues available for finding out about the many
fascinating research lines and individual researchers at KU Leuven.
- Press releases
- News
- Stories

- Media resources (KU Leuven)

[41] HEIDELBERG LIFE
Heidelberg is considered one of Germany's most beautiful cities and boasts an
exceptional quality of life and living. The city and its environs offer a wealth
of recreational activities, including culture, sport and leisure.

- Culture & Events

- Living in Heidelberg

- Studying with Children (Heidelberg University)

[42] All Subjects
Learn more
Application & Enrollment
Learn more
International Studies
Learn more
Doctoral Students
Learn more
Key Dates and Deadlines

Learn more (Heidelberg University)


https://persdienst.kuleuven.be/en
https://nieuws.kuleuven.be/en
https://stories.kuleuven.be/en/
https://nieuws.kuleuven.be/en/press-office/media-resources
https://www.uni-heidelberg.de/university/life/culture.html
https://www.uni-heidelberg.de/university/life/living.html
https://www.uni-heidelberg.de/university/life/family.html
https://www.uni-heidelberg.de/en/study/all-subjects
https://www.uni-heidelberg.de/en/study/all-subjects
https://www.uni-heidelberg.de/en/study/application-enrolment
https://www.uni-heidelberg.de/en/study/application-enrolment
https://www.uni-heidelberg.de/en/study/international-studies
https://www.uni-heidelberg.de/en/study/international-studies
https://www.uni-heidelberg.de/en/research/promoting-young-researchers/doctoral-candidates
https://www.uni-heidelberg.de/en/research/promoting-young-researchers/doctoral-candidates
https://www.uni-heidelberg.de/en/study/management-of-studies/key-dates-deadlines
https://www.uni-heidelberg.de/en/study/management-of-studies/key-dates-deadlines

[43] OPEN POSITIONS AND CAREER OPTIONS
Open position
We are continually looking for new professionals for a range of teaching,
research and support services positions.
Read more
Academic careers
We offer a range of open positions in teaching and research.
Read more
Specialists and support service careers
We wish to be the best possible employer to our staff. Our expert organisation
employs a staff of over 3,000 specialist and support staff.
Read more (University of Helsinki)

In general, the first option a), presented in examples [40] and [41] seems to be the preferred
variant, as variant b) occurs only on the websites presented in examples [42] and [43]. The
reason for this is quite simple: while option b) might seem more precise and specific, since the
hyperlink and the “introductory” information are in a close proximity, it might prove somewhat
difficult to navigate quickly between the links wanted information, as they tend to contain the
same words, such as “Read more” for every topic, as can be seen in the example [43] above.
On the other hand, option a) includes the specific topic, to which the link provides additional
information, streamlining the navigation of the page even when accessing it repeatedly.
However, there is also a deviation among the universities with regard to this pattern. The
analyzed webpages of the University of Paris feature neither of these options, because they
contain no hyperlink lists. The way that the “Detailing of the product/service” is manifested on
the University of Paris website is similar to the use of hyperlinks in the Czech group of
universities; that is, they are either embedded in the text (underlined text in example [44]) or

appear at the end of an associated paragraph (underlined text in example [45]).

[44] You may possibly be entitled to financial assistance for your accommodation

expenses. The CAF (Caisse d’Allocations Familiales), a family allowance fund,

can allocate personal accommodation assistance (APL) in some cases.
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https://www.helsinki.fi/en/about-us/careers/open-positions
https://www.helsinki.fi/en/about-us/careers/academic-careers
https://www.helsinki.fi/en/about-us/careers/expert-and-service-careers

[45] Cultural tips
There are very often hidden aspects of a culture that may not seem obvious
that are discovered only after staying in the country for an extended period of
time.

Read more for some tips to help yvou navigate through the cultural adjustment.

Of course, this way of using hyperlinks is present on the websites of all the other universities,
combined with the types of use described earlier.

Due to the fact that the majority of information is segmented into various parts connected
together via the use of hyperlinks, the standard accompanying text can fulfill a different purpose
rather than descriptive. That is the reason for a considerable frequency of use of the “Attracting
the reader” move in this group. The texts used to realize this move are mainly concerned about
the general approach of the university and its self-image, as can be seen in examples [46] and
[47]. It practically serves as a sort of a summary, mentioning accomplishments, mission and

attitude of the university in a general manner.

[46] Université Paris Cité is part of the incarnation of a world city, aware of its

place and missions, open to youth and knowledge. (University of Paris)

[47] Oxford is a world-leading centre of learning, teaching and research and the

oldest university in the English-speaking world. (University of Oxford)

While it could be argued that the examples above could belong rather under the “Establishing
credentials” move, there is a small difference: the texts regarding university’s accolades are
always detailed, presenting evidence for the stated claims. On the other hand, the texts in
examples [46] and [47] stand alone, serving as headline on the upper part of the page, without
any elaboration regarding the claims made within them. In some instances, rather than
upholding the status of the university, the text focuses on some benefits of becoming a student

at its respective university, as shown in examples [48] and [49].

[48] Depending on the subject area, students can move directly into related MSc
or PhD programmes, as the graduate schools already support. (University of

Helsinki)

[49] There are variety of study and research opportunities on offer to visiting and

exchange students at KU Leuven, both short- and long-term. (KU Leuven)
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https://u-paris.fr/en/cultural-tips-during-your-stay-in-france/

Even though the main purpose for using hyperlinks in this group of universities is to provide
access to additional information or important documents, the hyperlink lists also manifest
reader attraction to a certain degree, due to the form the hyperlinks assume, such as in example

[50].

[50] - Learn about postgraduate college life

- Up to 1,000 graduate scholarships are available
- Find out about life in Oxford (University of Oxford)

The first two lines in the example above catch the reader’s attention by proposing a unique offer
regarding accommodations for students, as well as a vast number of options to secure financial
funding via various scholarships, which might make studying at the University of Oxford a
viable possibility for a wider range of people.

Catching the reader’s attention also goes hand in hand with addressing them individually
or at least the groups they are a part of. That is why the “Targeting the market” move is one of
the most frequently used moves in this group. In promotional discourse, after the reader’s
attention is caught, it is quite important to present them with something that is appealing to the
target audience group they are a part of, in order to maximize profit and gain advantage against
competitors. While profitability is not the priority of institutions providing higher education,
there is still a competition amongst them, as each institution strives to be the best with regard
to a range of factors, such as research, participation in international projects, quality of
education and lives of students on university campus and so on. However, these goals cannot
be reached without people, which is why universities apply this move. The main targeting
technique is based on what study program readers might be interested in, presented in the

examples [51] and [52].

[S1] Bachelor's Programme in Science
Want to study science? Find out more about the programme and how to apply.
Applications are open 1 Dec 2021-5 Jan 2022 and 16-30 March 2022.
International Master's programmes
Get to know our 36 master's programmes with teaching in English and how to
apply from I Dec 2021 to 5 Jan 2022.
Doctoral Programmes
Find out more about our four doctoral schools offering a total of 32 doctoral

programmes. (Heidelberg University)
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https://www.ox.ac.uk/admissions/graduate/colleges/introducing-colleges
https://www.ox.ac.uk/admissions/graduate/fees-and-funding/oxford-funding
https://www.ox.ac.uk/admissions/graduate/student-life

[52] KU Leuven offers a number of opportunities to broaden your horizon and to

go beyond the boundaries of your own study programme. (KU Leuven)

Although university websites mainly target potential students, as providing education is the
primary function of the institutions, they also offer various job opportunities and positions,
since an institution is still an employer, seeking staff both to keep the institution steady on its
course and to acquire adequate specialists to ensure continuous progress in research, as can be

seen in example [53] and [54].

[53] Open position
We are continually looking for new professionals for a range of teaching,
research and support services positions.
Academic careers
We offer a range of open positions in teaching and research.
Specialists and support service careers
We wish to be the best possible employer to our staff. Our expert organisation
employs a staff of over 3,000 specialist and support staff. (University of
Helsinki)

[54] Working at KU Leuven
A job at KU Leuven means contributing to top-level teaching and research
together with 13,000 colleagues.

Discover our job offers (KU Leuven)

In both of these examples, the prestige of the workplace and value of the job position is
highlighted, providing the reader with justifying arguments, making the offer more appealing
as a result. However, these texts were categorized under the “Targeting the market” move, as
the justification is not as prominent as the targeting. Last but not least, there are a few cases
across the websites in this group, where the targeting is focused on specific groups of people,

which cannot be classified as belonging to the main groups completely.

[55] Adult learning: more than 1000 part-time courses and programmes offered

each year. (University of Oxford)
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https://www.kuleuven.be/personeel/jobsite/en

[56] Université Paris Cité aims to promote access for international students who
wish to undertake their academic studies at the master’s level and for those

pursuing research projects at the doctoral level. (University of Paris)

[57] Studying with disability, as a working student, artist or student athlete? Or
are your [sic] studying in special individual circumstances? You may be eligible

for accomodations [sic]. (KU Leuven)

The examples above involve some of the additional target groups of people, such as adults who
are interested in getting a degree but cannot attend regular classes (example [55], potential
students who might be coming to the university from abroad (example [56]) or people from
different social backgrounds, people with disabilities and other special needs (example [57]).
Of course, every offer needs some evidence to ensure that it is in fact a good choice for
the receiver. In promotional discourse, this is called the “Justifying the product/service” move,
which serves the purpose of providing factual information about the product or service, that
makes it unique or desirable. This group of universities adapts this move as well, utilizing
various aspects of the institution to persuade the reader. While a high-quality education is
inarguably a beneficial thing, it loses its value if it is applied incorrectly or not at all. That is
why universities in this group include information about employment of their graduates, in
order to bolster the notion that studying at their respective institution is in fact useful and

meaningful.

[58] The University, including the colleges and Oxford University Press, is the
largest employer in Oxfordshire, supporting around 33,700 jobs in the county

and injecting more than £2.3bn annually into the regional economy. (University

of Oxford)

[59] Heidelberg University helps its graduates launch their careers through a
variety of services that ensure a successful tranmsition into the workforce.

(Heidelberg University)

In the example [58], the University of Oxford places importance upon the statistical data,
describing its contribution towards the economy of the region, presenting itself as a significant
part of life for many people. On the other hand, Heidelberg University in example [59] shifts
their focus on the students themselves, highlighting its commitment to equip its students with

necessary skills to succeed on the labor market. Another approach is to present missions and
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goals the university is trying to achieve, while simultaneously offering readers an opportunity

to partake and contribute to the successful completion of these ambitions.

[60] As a world leading institution, Université Paris Cité has a proactive role to
play by serving the needs and aspirations of society in a global context.

(University of Paris)

[61] Leuven (University Hospital), our researchers and students work together on
new insights and sustainable innovations. In this way, we better arm society

against the challenges of today and tomorrow. (KU Leuven)

[62] The strategic plan is founded on the University’s shared values of truth,
Bildung, freedom and inclusivity, which steer the University community's

everyday activities and interaction. (University of Helsinki)

Here, all of the universities emphasize their contributions to making a positive impact on the
society, whether by creating new innovations, making progress with regard to research or
applying acquired knowledge for the benefit of the society as a whole. Rather than mentioning
employment after the studies are finished, these examples focus on the benefits resulting from
participation in projects and cooperation among the institution’s community during the studies.

The highly engaging and interactive profile of a website cannot be complete without some
input of the reader as well. That is the concern of the “Soliciting response” move, realized
mainly by providing a way for acquiring additional information not presented on any part of

the website, as is shown in examples [63] and [64] below.

[63] Get in touch with KU Leuven online (KU Leuven)

[64] Sign up for our admissions reminder, news and advice. (University of

Helsinki)

Example [63] showcases a common way of soliciting a response by providing contact details
of a designated person, to which a reader may direct any questions they might have and seek
out additional information not present on any part of the website. Example [64] however,
presents quite a unique idea: the reader can sign up to the university’s newsletter, by providing
his e-mail address, to receive information, tips or invitations to events on a regular basis. Both
of these examples also utilize hyperlinks (thus why the words are underlined), providing an

instant access to both the contact details and the window for newsletter subscription.
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Interestingly enough, there only a couple of cases of using “Establishing credentials”
move in this group of universities, each of assumes the same form: that is, facts and figures, an

excerpt of which is shown in example [65].

[65] - Oxford was ranked first in the world in the Times Higher Education
(THE) World University Rankings for 2017, 2018, 2019, 2020 and 2021.
- There are over 24,000 students at Oxford, including 11,955 undergraduates
and 12,010 postgraduates. (University of Oxford)

However, the lack of this move might not be as surprising, since all of the universities are the
oldest in their respective countries granting them a prestigious status with regard to history.
Furthermore, they occupy high placements in international and global rankings of universities
and boast considerable numbers of international students, which in turn makes the institutions
established, internationally recognized and valued. Therefore, with all the information in
consideration, there is no need to present accomplishments on the analyzed parts of their
websites, as the majority of people who browse these websites are familiar with the institution.
Moreover, presenting credentials on every part of a website might come across as boasting and
self-absorbed, ruining its image and public opinion as a result.

With regard to the “Offering incentives” and “Pressure tactics” moves, this group of
universities also follows suit with other groups, as there are no instances of using this moves
whatsoever. While it could be argued that presenting potential students with the opportunity to
gain a scholarship might be perceived as a sort of an incentive, I do not consider them as such,
as the scholarship is not granted upon acceptation, but only after specific conditions are
fulfilled.

Interestingly enough, the results of this group’s analysis somewhat differ from the initial
expectations. While it is true that the moves manifesting mainly interpersonal meanings, such
as “Targeting the market,” “Attracting the reader” and “Justifying the service” are used quite
frequently in this group, the dominant move was nevertheless “Detailing of the service.” Similar
to the Czech group of universities, the results are mixed due to the fact that there was a certain
division between the Western universities: while Heidelberg University, University of Helsinki
and University of Oxford all reported the dominance of interpersonal meanings by creating
highly interactive websites, KU Leuven and University of Paris employed surprisingly modest
and static approach, creating a notion of stillness and decisiveness. What these universities
share though was the lack of the “User endorsement” move, which did not come as a surprise

since all of the institutions boast a high position on international ranking of universities.
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https://www.ox.ac.uk/news/2020-09-02-five-years-top-oxford-retains-first-place-world-university-rankings

4.2 Analysis of visual material

Visual imagery plays an important role across various fields of discourse; it can provide a
context for an accompanying text, have symbolic meaning which sets the tone and atmosphere,
convey additional information that is not mentioned in text but most of all, engage the reader’s
attention. University websites are no exception, using images to decrease a feeling of
depersonalization of the institution and to approach readers of its website on a more familiar
note.

This chapter is divided into subsections with respect to the university groups, similarly to
the textual analysis in the previous chapter. Within each group, the images were analyzed with
regard to which of the three metafunctions proposed by Halliday (Thompson 2013, 30-31) they
fulfil, i.e., the ideational, interpersonal and textual metafunction, via concepts proposed by
Kress and van Leeuwen: within ideational metafunction , I firstly classified the images into two
groups, based on whether they were of a passive nature (conceptual images) or portrayed some
kind of an activity (narrative images), to gain a general idea of how dynamic the respective
websites are; interpersonal meanings were described via Social Distance, Contact and Attitude;
and lastly, textual meanings considered how images are integrated into the website and

contribute to meanings of accompanying text.

4.2.1 Eastern group of universities

Even though visual material is in general commonly used across various informational websites
nowadays, the Eastern group of universities uses pictures and photographs is very scarcely,
prioritizing conveying messages in a verbal manner rather than non-verbal. Out of the five
university websites in question, only three of them make use of visual material: Kyiv-Mohyla
Academy, UAIC and Vilnius University. Thus, this group contains the least amount of visual
material across all groups, with 10 pictures in total. Interestingly enough, all of the pictures
represent the conceptual category of images, contributing to the more static structures of the

traditional approach towards academic texts.
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4.2.1.1 Ideational metafunction
Given the nature of the images at hand, the majority of them carry ideational meanings. Quite

common is the use of photographs capturing the main university building (Figures 1 and 2).

Figure 1. K};iv-Mohyle.l Academy

Since these universities are the oldest in their respective countries, the buildings carry quite
prominent historical importance, evoking a sense of a prestigious and honorable institution, as

well as each of them having a unique aesthetic value, both of which serve to present an

appealing environment for potential students.

Figure 2. UAIC
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Apart from snapshots capturing the architectonical prominence of university campuses, the
websites also involve a few symbolic images, contributing to the visual appeal of the website,
rather than the institution. The purpose of symbolic imagery is to fill the empty space that would
be left due to the structuring of the text, which would make the website seem dull and
monotonous. An example of this is presented in Figure 3, where a symbolic picture of a hand

and pencil fills a large portion of the website which would otherwise be left blank.

Where is Alexandru loan Cuza University located?

What types of studies are available at Alexandru loan Cuza University?

- - - |

I do not have any information about Alexandru loan Cuza University. Where and how can | get information?

Isit possible to study in English at Alexandru loan Cuza University?

| cannot speak Romanian. 1s it a disadvantage for me to study at UAIC?

- I -

Will | need to take the Romanizn language course if | want to study at UAIC?

Do | need to have certificates such as GRE, GMAT, TOEFL and IELTS in order

Will | be eligible to apply for a scholarship as a full-time foreign student at Alexandru loan Cuza univerity of lasi?
How do | apply?

tam & foreign citizen and | studied high school in my country. Am | eligible to apply for studies in lasi?

Should | already be a graduate to apply?

What are the fees for the non-EU students at UAIC?

Are there different fees for different fields of study?

My high school grade is €9 over 100. Can | apply for studies?

What are the age criteria for applicant?

- - - - O O - O |

| want to study social sciences. What are my chances?

Should | als0 apply online?

How will my application be evaluated?

Will | need a visa to come to lasi for my studies?

- -

Will | need residence permit and a medical insurance if | study in lasi?

Figure 3. UAIC
It is not, however, only about showing buildings and objects: Vilnius University, is the only
institution in this group that also used photographs involving people. In the Admission section,
the website features three photographs of people in various working environments, each related

to the different type of studies (Figure 4).

Bachelor's Degree and Integrated Studies Master's Degree Studies Doctoral (PhD) Studies

Figure 4. Vilnius University
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All of the three photographs capture people during a certain activity, possibly working on some
matters related to studying. And while activity is the main attribute of narrative processes, |
labelled these photographs as conceptual due to the Social Distance and the Attitude — angle of
the shot. With regard to Social Distance, all of the photographs feature long shots, creating an
impersonal relationship between participants and the viewer, as the focus is placed rather on
the scene as a whole rather than individual people. Moreover, the angle of the left photograph
offers a back view of the participants, while the middle and right photographs feature a top
view, further strengthening the lack of contact with the viewer, rather offering passive

representations of the working environment the university contains.

4.2.1.2 Interpersonal metafunction

The effect of an interpersonal meaning creating a connection between the reader and the text,
by capturing their attention, addressing their needs and ultimately, generating a (hopefully
positive) response from them. With regard to this group, there is only one case of pictures

containing interpersonal meanings, shown in Figure 5.

' : . If in doubt about
‘ . your study choice -
v ' *

[ ¢ ask a student!

h,

Learn more

VYTAUTAS / LIGHT g A
ENGINEERING ARINA / LaW EMILIJA / MEDICINE

Figure S. Vilnius University

The picture above is taken from the Admissions page of Vilnius University website, showing
three people looking directly into the camera. Creating a direct eye-contact with the camera
(and therefore with the reader) is associated with creating demands postulated upon the viewer
(Caple 2016, 70-71). In this case, the demand is simply to engage in a conversation with a
current student of the university, if the reader had any questions about studying, as is evident
from the accompanying text. Using close-up shots of the students’ smiling faces has also
beneficial effects on creating a personal, friendly and relaxed atmosphere, which would not be
achieved if only the encouraging accompanying text was present. However, since this is the
only case of using a picture with significant interpersonal meanings, the effect seems to be

minimal.
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4.2.1.3 Textual metafunction

This metafunction is related to how pictures are incorporated to the overall structure and
composition of the website and how they contribute and correlate to the accompanying text.
There are two extremes that could be identified: a) the pictures are quite isolated from the text,
with a clearly distinguishable border and little to none contributions to the associated text, such
as on the Admission page on the Kyiv-Mohyla Academy website (Figure 6) and b) the images
are seamlessly embedded into the structure of the page, designating the part of the text they are
connected to, such as the image in Figure 3, which is located on the background of the page,

encompassing a part of page dealing with Frequently Asked Questions.

y. . Area: 603,700 sq km
il 7 o
I"' L ] .
f‘ B =~-}-, I s Border countries: Belarus, Hungary, Moldova, Poland, Romania,
St o Russia, Slovakia

Climate: temperate continental Mediterranean only on the southern
Crimean coast precipitation disproportionately distributed, highest in
west and north, lesser in east and southeast winters vary from cool along the Black Sea to cold farther
inland summers are warm across the greater part of the country, hot in the south ... read more

Figure 6. Kyiv-Mohyla Academy

Similar to the type b) mentioned above is also the use of universal banner, which appears at the
top of each page of the website. An example of this use is the header on Vilnius University

website, shown in Figure 7 below.

% | Vilnius

i | University ABOUTVU STUDIES RESEARCH INTERNATIONAL COOPERATION BUSINESS NEWS & EVENTS |COMID19

A T
Figure 7. Vilnius University

This specific use of an image serves as a cohesive device: it helps the reader’s orientation to
stay on track even after exploring various parts of the website, since the header always stays on
top in an unchanged state. The picture portrays the university building, the purpose of which is
in line with the pictures described in section 4.2.1.1 regarding ideational meanings, however,
here it might also have additional aesthetic purpose, with the width of the picture encompassing
all of the main hyperlinks giving rise to a feeling of unity and stability, as well as having all of
the related matters, ranging from studies and research to business and events, “under the same

roof.”
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Some of the pictures also serve as signposts, each having a hyperlink incorporated in
them to serve as a clickable shortcut to desired information. By introducing an image to the
link, it effectively makes it stand out from its surroundings as well as providing additional
specification of the information the reader can gain access to via the hyperlink (Tomaskova
2015, 93). Example of this is shown in Figure 4, however, due to the genericity and similarity
of the chosen photographs, no additional specification can be obtained by observing them.

Concluding this part of analysis, this group behaved accordingly to expectations: on top
of the images being used scarcely, as is suggested by their low number, they generally did not
take up much space on the webpage, underlining their low priority. Contrary to expectations,
the images were in several cases well embedded into the accompanying text and even into the
webpage itself. Nevertheless, all of the images belonged to the conceptual category, and
majority of them carried mainly ideational meanings as well, portraying the institution as static

and factual instead of focusing on dynamic relationships and presenting stories.

4.2.2 Czech group of universities

When it comes to the selected Czech universities, the use of visual materials across their
websites is higher than in the Eastern group, with 57 images in total. Moreover, the variation
of images is greater, as they involve both narrative and conceptual categories as well as different
ways of incorporating images into the structure of the website. However, the distribution across
websites is quite uneven, as Palacky University and Charles University include only 7 images

in total, with rest being taken from Masaryk University website.

4.2.2.1 Ideational metafunction

The dominant type of the visual material used in this group includes photographs of students
during different activities, related both to studies and student life outside of class. These
activities are presented to readers by the use of narrative structures: the main distinction of
narrative structures is that they contain a vector, showing a direction of an action portrayed by
the image. The vector can be directed from one active participant to a goal of the action, labelled
“passive” by Kress (2006, 74), from several active participants, creating a cooperation to fulfil
a certain goal, directed at other people forming an interaction or towards a goal that is off-screen
and therefore, assumed (Tomaskova 2015, 81). The first type of vector, focusing on an
individual, usually captures a student working on study related matters, such as in the
photograph shown in Figure 8. Pictures featuring this type of vector have a generic use, as
having photographs of people engaged in studying activities is fairly expected on a university

website. In this group however, the use is not very frequent; rather than focusing on an
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individual, it seems that the priority is to show the students as a collective unit, which is the
main feature of cooperation and interaction. Cooperation is present in photographs regarding to
study related activities, showing students as a team working on projects, research or just
engaged in group study session (Figures 9 and 10). Apart from the exception in Figure 10, the

position of the shots is usually frontal, with the distance of the shot being fairly close.
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Figure 10. Charles University
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On the other hand, interaction is present in photographs of people during their spare time in
various surroundings. It should be pointed out that the photographs capture interactions
exclusively between students, never with teachers or other academic staff (Figure 11). The
angle and distance of the shots when capturing people interacting is slightly different from

cooperation, with the angle being shifted towards a side profile and the distance being further

away, as to capture both the people participating in the action and the surroundings.

Figure 11. Masaryk University

The main purpose of choosing photographs capturing these types of action is to shift the focus
from the institution and related matters towards people and social relationships, creating a
friendly atmosphere, highlighting the caring attitude of the institution towards its students. Even
though the photographs are portraying cooperation, the spotlight is always placed on people
rather than the activity they are participating in, making the connection with the reader on a
more personal level. However, this is only applicable to the Masaryk University website, as the
other two institutions use visual materials very scarcely. The last vector, stemming from
participants towards an off-screen goal, serves as a window into the life of students, capturing
them during class, which provides the viewer with the most realistic impression of what

attending a given university entails (Figure 12).
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Figure 12. Palacky University

Of course, the photographs of university buildings are present in this group as well, but they
consist only a fracture of the overall number of images. However, there is a difference with
regard to content within this group: while Palacky University and Charles University both
feature photographs of historical university buildings (Figure 13), Masaryk University chose a

different approach, focusing more on the modernity of its buildings (Figure 14).

Figure 14. Masaryk University

There are two possible explanations for this choice: a) even though Masaryk University is the

third oldest university in the country, it was founded several centuries later than the other two
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universities, and therefore its historical buildings do not carry as much prestige as the buildings
of the other two; and b) it suggests than the university adopted an approach towards self-
presentation that is more focused on modern values, such as progress, open-mindedness and
social relations, rather than traditional ones, such as prestige of the institution or quality of

education.

4.2.2.2 Interpersonal metafunction

With regard to the interpersonal function, this group is similar to the Eastern group of
universities, except the amount of visual material is much higher. Furthermore, interpersonal
meanings are much more prominent in this group, due to the fact that photographs capturing
people consist more than half of the overall number of images. This is in agreement with the
more personal approach towards addressing readers and self-presentation that has been
established in the previous section. An example of this is presented in Figure 15, which shows
a photograph associated with text explaining the use of online courses and electronic study
materials. Instead of employing an image purely showing the system’s interface, which would
be sufficient enough, Masaryk University chose to feature a person in the shot as well. The
purpose is to establish a notion that people are of high priority for the institution; the inclusion
of a person in the photograph in Figure 15, apart from making a connection with the viewer,
might convey a message that the information system was developed to be as much user friendly

as possible.
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Figure 15. Palacky University

There is also quite a number of photographs capturing people looking directly into the camera,
engaging the viewers. These pictures can be further divided into two groups, that is,

photographs of individuals and group photographs. Individual shots are used when
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accompanying contact information, personal accounts and stories about studying at the

university (Figure 16) or information related to a specific matter regarding studies, such as

application (Figure 17).

MASARYKOUA
UNIVERyITA

Figure 16. Masaryk University
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Figure 17. Masaryk University

Photographs capturing more than one person are related to more “informal” matters, such as
extracurricular activities or general information, for example, Figure 18 shows a group of
people taking a photo, possibly at a university event. Even though there is some level of staging,
as the people are captured holding props containing jokes and wordplays related to the
university, the overall feeling is spontaneous which creates the notion of realism as a result.
There are some exceptions, such as the one shown in Figure 19, which has a strictly promotional

purpose due to the degree of staging and editing of the image.
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Figure 18. Masaryk University

Figure 19. Masaryk University

In cases where the people portrayed establish a direct eye contact with the viewer, the angle of
the shot is always on eye-level, suggesting a feeling of equality. The parameter that varies across

the selected images is Social Distance. The most frequent distance is a mid-shot, labelled
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“Social” by Kress and van Leeuwen (2006, 124—125). This distance of the shot applies to
photographs of individuals as well as group photos, as can be seen in Figure 16—19. Close-ups
or Personal distance is reserved primarily to photographs of individuals, for example in the
portion of the page containing contact details, with a close-up portrait next to each name (Figure
20). The close-up portraits of people establish a connection on a personal level, evoking the
feeling of trust and honesty. Long-shot or Impersonal distance is used only once, specifically
on the Masaryk University website, where the photo captures people engaged in various
activities in front of the university building (Figure 21). Use of this type of shot places the main
focus on the whole rather than the individual components, in this specific case providing an
idea about the university’s atmosphere as well as showing that the student life is not just about

sitting in class.
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Figure 21. Masaryk University
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The way of using close-ups with contact information, presented in Figure 20, is taken from
Masaryk University, which provides contact details of current students from various faculties
and cultural backgrounds. However, Masaryk University is the only institution in this group

adopting this practice.

4.2.2.3 Textual metafunction

With regard to the website composition and image incorporation into its structure, the Czech
universities can be divided into two groups based on their tendencies. Charles University and
Palacky University are on similar grounds with the use of visuals as the Eastern group of
universities, as the images they use are quite isolated form the accompanying text. Both of these
universities follow a similar pattern, where the image is placed at the top of the page, in a close

proximity to the main headline (Figure 22).

e

Basic Information

Palacky University Olomouc is a university with long-standing tradition. Founded in the 16th century, it is the oldest
university in Moravia and the second-oldest university in the Czech Republic. Today it is 2 modern higher education
facility with a wide range of study programmes and copious scientific and research activities. In 2020, 21,824 students
studied in 840 accredited study programmes at eight faculties. The university also provides exchange programmes and
lifelong learning programmes. Palacky University Olomouc is one of the very top Czech universities, and ranks among
the best universities in the world, according to international rankings.

Figure 22. The “About” section on the Palacky University website

On the other hand, the website of Masaryk University employs high integration of the visual
and textual material. Large portions of the selected sections feature images filling in the
background with text embedded into them, as can be seen in Figure 23. Since the texts presented
on this website are in general quite concise, they do not obscure the image and create a good
flow of information, as each image is related to a different topic. In case there are additional
information related to a certain matter, the text is placed below the picture on a solid color

background, also serving a sort of a divider between images.
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Figure 23. Masaryk University
There is also another purpose of embedding texts into pictures and that is in hyperlink lists;
specifically, the use of images as signposts in a hyperlink list where the image itself serves as

a clickable entity functioning as a hyperlink, as can be seen in Figure 24.
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Figure 24. Masaryk University
With regard to this use of images, the universities can again be divided into two groups. This
feature is present only on the Charles University and Masaryk University websites, with
Palacky University relying more on hyperlinks in their textual form. However, the frequency

of using images as signposts varies greatly, as the selected sections of Masaryk University
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website contains multiple iterations of this feature but the Charles University website it is
present only once.

To summarize this group, the findings give mixed results: while the two older
universities (Palacky University and Charles University) tend to follow the traditional approach
to academic discourse, relying mainly on well-structured and descriptive texts, using visual
material only rarely, assigning them purely aesthetic value. Furthermore, the visual material
carried mainly ideational meanings, as a considerable portion consisted of images with
symbolic meanings. Masaryk University on the other hand employs images in different
surroundings, assigning them various purposes, whether to complement an accompanying text,
serve as a hyperlink or present genuine pictures from the university environment. The dominant
content of the images were people in various situations, a significant portion of which carried
mainly interpersonal meanings through their staging and use of eye contact. With regard to the
Social Distance, all types of shots were present, although the most frequently used was mid-
shot or “impersonal” distance, focusing both on the participants and their surroundings in order
to present them as a part of a whole. Regarding Attitude, all of the images were shot at eye-
level, symbolizing equality of the participants and the viewer as well as honest attitude of the

institution towards all types of visitors on their website.

4.2.3 Western group of universities
This group features some of internationally well-known and established universities, each of
which also has long and rich history. As a result, this may lead to a clash between the way of
tradition, established through decades and centuries since the foundation of the institutions, and
the modern approach, tending to social and cultural relationships, which is due to their
international reach almost necessary.

This group includes Heidelberg University, University of Helsinki, KU Leuven,
University of Oxford and University of Paris. The amount of visual material is on par with the
Czech group of universities, with 45 images in total. Contrary to expectation, the majority of
the images — 31 to be specific — fall into the conceptual category, with only 14 belonging into
the narrative category. However, compared with the rest of visual material, the choice of
conceptual images in this group is quite unique; the explanation why is described in the

following section describing ideational meanings and the chosen image used to utilize them.
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4.2.3.1 Ideational meanings

Beginning with the visual material capturing narrative processes, this group of universities
utilizes all of the three vector manifestations established in methodology, that is, cooperation,
interaction and orientation to a passive goal. In all cases, the content of this these images are
students in situations, which show certain pattern with regard to each type of action.
Cooperation takes place in university environment and captures actions such as group studying
or participation in various projects, using laboratory tools (Figure 25). Interaction on the other
hand involves students in more informal settings, portraying students talking to each other and
generally spending time together outside of class (Figure 26). Lastly, orientation towards a
passive goal is realized in two ways: either capturing an individual student engaged in study

related activities (Figure 27) or capturing a class during a lecture, where a number of people

focus on an off-screen goal (Figure 28).
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Figure 28. University of Helsinki

However, while there are examples of all of the three types of vectors being utilized, they are
not employed evenly throughout the various university websites. For example, University of
Oxford uses pictures only featuring interaction; a choice which shows, as a result, that this
institution heavily prioritizes community and encourages social relations. Helsinki University
employs cooperation and passive orientation, however, only two images from the narrative
category have been used. Moreover, University of Paris does not feature any images capturing
narrative processes and only one image from the conceptual category, highlighting the
inequality of image distribution in general.

In respect to the images containing conceptual processes, the variation of the actual
images used is not high, even though they are used in larger numbers. Nevertheless, all of the

universities in this group follow the pattern present in the previous groups as well, which is
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using pictures capturing university buildings or the city the university is located in. However,
Heidelberg University also features the use of university interiors as well, as can be seen on the

picture in Figure 29.

Figure 29. Heidelberg University

This type of images serves dual purpose: first, probably more explicit, is to show the aesthetic
value of the building interior, capturing whether the institution leans more towards modernity,
through equipment and room design, or history by focusing on architectonical details; second
is more implied, where letting people to freely “look inside” also evokes a sense of honesty and
openness, on top of coming across as welcoming.

What is unique in this group is the use of symbolic and, in some cases, even abstract
images. The content of this images varies from the use of people, similar to the Czech group of
universities. There are images featuring people in a highly staged environment, carrying no

specific meaning other than aesthetical addition to the accompanying text (Figure 30).
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Figure 30. University of Helsinki

Next group of images shows people in situations somewhat related to the university itself. For
example, University of Oxford uses an image portraying a procession of people in ceremonial
gowns symbolic of the university (Figure 31). However, these images also do not contribute to
the accompanying text, as there is no connection other than being related to the institution itself

in some way.

Figure 31. University of Oxford

As was mentioned earlier, there is a notable use of images with abstract meanings, which appear
in two scenarios. The first follows similar circumstances as the symbolic images mentioned
above — that is, they do not exactly correspond with the information presented in the
accompanying text, example of which is shown in Figure 32, and therefore, have only aesthetic

value.
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Figure 32. University of Oxford

In the second, the images do connect with their accompanying text, which in turn helps to
narrow the abstract meaning of the picture to a more specific one. An example in Figure 33 is
taken from University of Helsinki, which chose to attach this image to a text describing the

institution’s approach towards environment and sustainability.

Figure 33. University of Helsinki

4.2.3.2 Interpersonal meanings
Following up with interpersonal meanings, the amount of visual material carrying
predominantly interpersonal meanings is smaller than expected, due to the higher usage of
symbolic images. Nevertheless, this fact does not hinder the variety of Social Distance and
Contact presented in the images.

The dominant Social Distance in images in this group is “social” or mid-distance, which
keeps the people in focus but also captures the surroundings and background. This type of

Social Distance is reserved to photographs of individuals and small groups of students. In both
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cases, the purpose is to highlight the importance of an individual, but also place them in a
situation the potential students are likely to occur in (Figure 34). Furthermore, this type of shot

is also used when capturing people looking directly into the camera, allowing to add atmosphere

and personality to the presented image through the choice of the background (Figure 35).
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Figure 35. University of Helsinki

Close distance shots or “personal” are much less frequent than in the previous group; in fact,
only one picture in this group carrying interpersonal meanings falls into this category.
Interestingly enough, in this group, close distance shots are present more frequently in images
with ideational meanings rather than interpersonal meanings. Lastly, long distance or
“impersonal” shots are not present in this group at all.

Moving on to Contact, this group utilizes the use of direct eye contact, as was already
mentioned above, although on a smaller scale than the Czech group of universities. The use of
images featuring this type of Contact is usually at a point where the reader is called upon to
make an action of some sort. For example, the image presented in Figure 35 is related to the

application for international study programs, inviting the reader to seek out additional
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information and potentially filing up for the application.

With regard to Attitude, this group of universities follows suit with the two previous
groups by prioritizing a frontal angle, positioned on the eye-level between the viewer and the
portrayed people, putting them in a position of equality and honesty. However, there a few
deviations from the pattern. With regard to group photos featuring interaction between the
participants, there are a few cases of using a side angle, lending the viewer a more observant
position. Additionally, the situation captured in the photograph feels more genuine as the

participants are not particularly lined up for the picture (Figure 36).

Figure 36. University of Oxford

On the topic of observant position, there are two cases of using an angle from above. Both of
the images show people sitting at a table working. However, these images convey primarily
ideational meanings, since they are of a more symbolic nature, due to the lack of details with

regard to both the participant and the activity.

4.2.3.3 Textual meanings

On the topic of textual meanings, the group shows similar uses as were described in the Czech
group of universities, specifically with regard to Masaryk University. That is, the images are
well worked in in the overall structure of the website. An example in Figure 37 was taken from
Heidelberg University. It shows the use of image as a large header on top of the page, unique
for each section of the website, with a name of the currently selected section embedded inside
the image. Similar use is also present on the website of KU Leuven and University of Helsinki,
where the image too serves as a header, but also as an anchor point for the accompanying text,
which provides access to general information a reader expects in this section, via the use of a

hyperlink (Figure 38).
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Figure 38. KU Leuven

KU Leuven also features smaller headers in hyperlink signposts, however, the images
themselves do not serve as a clickable entity, but rather as a divider of related topics, even more
so due to the fact that only first three portions of the signpost are accompanied by images
(Figure 39). The other universities employ images in hyperlink lists or signposts in a way
similar to the previous groups; that is, an image followed by heading, functioning as one

clickable hyperlink (Figure 40).
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Figure 39. KU Leuven
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Figure 40. University of Helsinki
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But there also a few cases of images being somewhat isolated from the surrounding text; this

approach usually applies to universities that do not utilize images in large numbers. In this

group, it applies to University of Paris, which uses its only image as a sort of divider between

the introduction and the rest of the page (Figure 41). Heidelberg University and University of

Helsinki tend to put their images on the halfway point between isolation and integration, where

images are seemingly isolated with regard to the layout of the page but they correspond to the

texts attached to them. For example, the image in Figure 42 shows a copy of a historical bill,

possibly related to the founding of the university as the accompanying text is centered about

history of the university.
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Université Paris Cité covers a wide range of disciplines, with one of the most comprehensive and ambitious educational
offerings available in the world. Located on some twenty campuses and research sites, our University has an exceptional
heritage within Paris and its inner suburbs. Between history, prestige and modernity, Université Paris Cité is fully integrated into
its urban environment.

A Fully Comprehensive University in Paris

At the heart of a global network of knowledge and innovation, Université Paris Cité is France’s leading multidisciplinary university. It covers a wide range of
disciplines. with one of the most prehensive and ambifi ducational offerings ilable in the world. Université Paris Cilé is part of the incarnation of a
world city, aware of its place and missions, open to youth and knowledge.

Figure 41. University of Paris
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Figure 42. Heidelberg University
Another example is shown in Figure 43, taken from University of Helsinki, where the image
shows a slightly artistic shot of the Milky Way galaxy as seen from Earth. Although the image
seems out of place with regard to the page itself, its placement is not coincidental, as the related

text 1s concerned with science and research.
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Figure 43. University of Helsinki

The analysis of the collected data provided a few interesting results. Contrary to the initial
expectations, the websites of these institutions use images belonging to the conceptual category
on a much larger scale; in fact, images containing conceptual structures constitute a majority of
the collected material. The dominant content of the conceptual images were shots of university
grounds, focusing primarily on the institution’s buildings, and shots of the city the institution is
located in. Moreover, the distribution of visual material was uneven, with two websites
containing just a handful of images, and one extreme where the University of Paris website
contained just a sole one image.

Although all three types of Social Distance could be found in the collected material from
this group, the most prominent was the use of mid-shots or “social” distance. The overall lower
frequency of using direct eye contact, paired with employing side angle shots, creates a
presentation that provides the reader with objective facts and leaves him to make an action on
his own accord. Even though the frequency is lower, direct eye contact is still utilized at places
in the text that require some sort of an input from the reader.

Finishing off with the textual meanings the images play an important role in the page
layout — when they are used. Apart from hyperlink signposts, the images are of a considerable
size and are on the whole well integrated, as there are only a few cases of images being
somewhat isolated from the accompanying text.

That is the summary regarding the analysis of visual materials of the last group of
universities. The only thing left to do now is to compare all of the results from both textual and
visual analyses in order to either confirm or refute previously stated hypotheses. This final

conclusion is presented in the following section.
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CONCLUSIONS

This thesis studied and analyzed whether and how strategies of promotional genres affect and
influence discourse of other genres, specifically discourse of university websites. The
qualitative analysis was conducted with regard to both visual material and textual material
presented on websites of selected institutions from various countries, in order to observe if and
to what degree promotional strategies manifest themselves in different cultural environments.
The analysis explored the collected materials with several hypotheses in mind, which were
established in Section 1.1, each of which was compared with the findings of the analyses in the
following paragraphs.

Starting with the Eastern group of universities, the first hypothesis is concerned with the
choices made with regard to the preferred mode of communication, specifically prioritizing
textual descriptions over visual material. As the Eastern group mainly utilizes ideational
meanings, it is safe to presume that the group will follow the traditional approach in other ways.
Furthermore, the Eastern group employed the lowest number of images out of the three groups;
images which in majority did not constitute a significant part of the webpage and were used in
isolation, leaving main information to be conveyed by the accompanying text. On these
grounds, Hypothesis 1 is also confirmed, with text highly outweighing the use of images.

However, even though the use of images in the Eastern group of universities was
minimal, there were still certain choices made behind their utilization. Now, even though these
choices vary from group to group and ultimately from university to university, they tend to
follow the overall approach selected by the institution. That is what the next hypothesis is
concerned about: the choice of using mainly images portraying narrative structures or
conceptual structures. As could be seen from the analysis, the answer is clear cut for the Eastern
group of universities which uses exclusively images belonging to the conceptual category,
utilizing images with symbolic or aesthetic values or presenting the state-of-things (for example
the shots of university buildings). Surprisingly, the Western group utilizes mainly conceptual
imagery as well, contrary to the initial expectations. The analysis observed an unexpectedly
frequent use of symbolic imagery, which added to the overall number of images carrying
conceptual structures. Furthermore, few of the universities in the Western group contained only
a small number of images as they were again leaning towards a more traditional approach;
therefore, preferring images containing conceptual structures. So, in light of these findings, only
half of Hypothesis 2 can be confirmed: while Eastern group of universities indeed followed the

expectations that conceptual imagery will be dominant, the Western group behaved contrary to
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expectations, by predominantly utilizing conceptual imagery as well.

Moving on from visual material towards textual material, the analysis was interested in
the presence of specific rhetoric moves in texts presented on university websites, as they
indicate the application of promotional strategies. Even though the search was for presence of
promotional strategies, which are all about establishing relationships with the readers, not all
of the moves mediate primarily interpersonal meanings. For example, moves related to the
presentation of objective data manifest primarily ideational meanings, as their first and foremost
function is to present factual information. These types of moves are the topic of Hypothesis 3,
which presented the expectation that these moves, such as “Detailing of the service” and
“Establishing credentials” are dominant in the Eastern group of universities. The analysis
yielded results which confirm that “Detailing of the service” is indeed the most frequently used
move which further highlights the traditional tendencies of using longer descriptive texts,
providing detailed information. “Establishing credentials” is in the second place with regard to
the frequency of use, however, it is tied with another move from the standpoint of frequency of
use, which was “Attracting the reader,” a move heavily oriented on creating interpersonal
relationships. Due to the fact that the frequency of use of this move is tied with the expected
one, [ would declare the part of hypothesis regarding the second most frequent move as refuted,
since a tie means that there is no dominance of either move. To sum it up, Hypothesis 3 is only
partially correct as only one of the mentioned moves clearly had an upper hand.

The same proposition was presented with regards to the Western group of universities
as well, the only change being the type of move expected to be dominant. As the universities in
the Western group are expected to follow a more modern approach by focusing on the people
and social relationships in order to reach out to as many people as possible, the dominant moves
were expected to be “Attracting the reader” and “Targeting the reader.” Both of these moves
are heavily oriented on mediating interpersonal meanings as they present the very core purpose
of promotion: to capture readers’ attention and offer something appealing for the target
audience they are a part of. However, the results of the analysis show that the most frequently
used move throughout the Western group of universities is in fact “Detailing of the service,”
which is the same result as for the Eastern group of universities. There a few possible
explanations for this phenomenon. Firstly, it is the way of structuring the page into shorter
textual units, allowing for information to appear multiple times on a webpage, increasing the
places where a rhetoric move can manifest itself. Secondly, it might be just the fact that despite
the infiltration of another genre, the webpages still keep to their ultimate purpose, which is to

convey information. This is further supported by the fact that the second, third and fourth most
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used moves are focused on the interpersonal meanings, namely “Targeting the market,”
“Attracting the reader” and “Justifying the service.” Based upon these findings, Hypothesis 4
is again only partially true, as only one of the expected moves proved to be dominant.

Until now, the focus was placed on differences in utilizing promotional strategies;
differences which are most clearly recognizable by analyzing the opposing ends of the collected
material. However, the analysis included the Czech group of universities which lies on the
crossroads between the two other groups as it shared political background with the Eastern
group for a number of years but now is closer towards the Western group. And it is the shared
background which laid foundation for the last hypothesis, stating that in general, Czech
universities lean towards the tendencies present within the Eastern group of universities rather
than the Western group. The analysis provided mixed results, both with regard to the textual
and visual material, as tendencies of both approaches were present in this group. The two oldest
universities (Charles University and Palacky University) adopted the traditional descriptive
approach, proving that historical prestige plays a considerable role regarding university
discourse. Despite the third institution, Masaryk University, being the third oldest university in
the country, it was founded at a considerably later date and thus lacks the historical value of the
other two institutions. That is why Masaryk University utilizes a modern approach towards its
website, showing tendencies similar to those found in the Western group of universities.
Nevertheless, Hypothesis 5 focuses on the similarities of choices and likeness of approach
overall; therefore, with regard to the material collected for this analysis, Hypothesis 5 is
confirmed as the tendencies in on websites of the selected universities correspond in general to
those found in the Eastern group of universities.

The findings provided by the analysis in this thesis correspond with the results presented
in the research carried out by Toméaskova (2015) in the matter of external factors influencing
discourse of universities as well as a constant development of university websites, which can
be seen by comparing the results and collected material in this thesis with the material and
results in her research. It is safe to say that since TomaSkova carried out her research, the
increasing rate of globalization as well as rising numbers of various international cooperations
continue to expand the target market reaches further and further beyond borders, which in turn
shapes university discourse to attract potential students. It is not a unified front though, as some
of the universities from the Western group do not follow the trend as much the others (such as
KU Leuven or University of Paris), despite having similar rank of quality and prestige. It might
be worth exploring the reasons behind these choices and how they affect the universities’

performance. The results of the analysis also confirm predictions stated by Askehave in her
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research (2007), concerned with universities turning their attention to provide an appealing
offer of unique experience, tending to individual needs of potential students as a result. And
while the universities belonging to the Eastern group are still somewhat behind regarding this
trend, it is possibly just a matter of time before they decide to match their Western group

counterparts.
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RESUME

Tato prace se zabyva analyzou obsahu webovych stranek riznych evropskych univerzit s cilem
zjistit, jakym zptisobem a do jaké miry se na vybranych univerzitnich strankach projevuji
marketingové strategie, vzhledem k odliSnym kulturnim prostfedim. Pro Gcely konkretizace
vyzkumu bylo stanoveno nékolik hypotéz, k jejichz vyhodnoceni poslouzily vysledky
kvalitativni analyzy vybraného materialu. Shromazdény material zahrnuje webové stranky 13
univerzit dale rozdélenych do tii skupin dle jejich geografické a geopolitické pozice: skupina
zapadoevropskych univerzit, skupina Ceskych univerzit a skupina vychodoevropskych
univerzit. Samotnd analyza se ubird dvoji cestou, tedy na analyzu textového obsahu a vizudlniho
materidlu. Textovy obsah stranek je zkouman z hlediska ptitomnosti zakladnich rétorickych
postupt (rhetoric moves), ¢erpajici z myslenek a koncepta prezentovanych v odvétvi zanrové
teorie zvané English for Specific Purposes. Analyza vizudlniho materidlu vyuziva model
pfedstaveny Kressem a van Leeuwenem, ktefi vychazeji z poznatki M. A. K. Hallidaye,
konkrétné konceptu metafunkei.

V uvodu se prace vénuje teoretickym poznatkiim a definicim koncepti vyuzitych
v obou ¢astech praktické slozky prace. Jsou zde popsany prvky tiech hlavnich odvétvi zanrové
teorie, véetné seznamu poznatkd, které byly z jednotlivych odvétvi vybrany pro tcely analyzy.
Déle je zde i popsan model pro zkoumani vizudlniho materidlu a vysvétlivky konkrétnich bodi
z4jmu, na kter¢ se analyza vizualniho materidlu zaméiuje.

Daéle jsou pak popsany konkrétni metody a postupy, jakymi jsou vybrané teoretické
poznatky aplikovany na shromazdény material. V rdmci textové slozky se jedna o analyzu text
z Casti webovych stranek oznacenych ,,About Us* (O univerzité) a ,,Admissions” (Pro
uchazece), za ucelem zjistit, v jaké frekvenci se kazdy ze stanovenych rétorickych postupt
vyskytuje v ramci kazdé skupiny. Analyza vizudlni materialu se soustfedi na dva parametry: 1)
pomér vyuzitych obrazkl se statickymi procesy proti obrazkiim zachycujicich dynamické
procesy a 2) analyza vizudlniho materidlu s ohledem na jednotlivé metafunkce (ideacni,
interpersonalni a textova) a zptisoby, jakymi jsou tyto metafunkce zprosttedkovany.

Na metodologii navazuje praktickd Cast, poCinaje analyzou textového obsahu. Ta

postupuje po jednotlivych skupinach, popisuje rétorické metody od nejvyssi frekvence vyuziti

cvwr

cvwvr

spadaly spiSe pod ideacni funkci neZ interpersonalni, kterd je v marketingu hojné vyuzivéna.

Analyza Ceské skupiny univerzit pfinesla smiSené vysledky, kdy univerzity s dlouhou historii
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vykazovaly obdobné tendence jako vychodoevropska skupina, avsak u ostatnich se vyskytovaly
takové volby materidlu, které sméfovaly spiSe k interpersondlnim vyznamtim. Nicméné v ramci
skupiny jako celku pfevladaly tendence ktakovym rétorickym postupiim, které
zprostiedkovavaly primérné€ ideacni vyznamy. Zapadoevropska skupina piinesla taktéz smiSené
vysledky, ne vSak z hlediska rozdili mezi jednotlivymi univerzitami, ale z hlediska nejvice
frekventovanych rétorickych postupti. Ukazalo se, Ze i ptesto, Ze zde bylo vyuziti rétorickych
postupil nesoucich prioritn¢ interpersonalni vyznamy, nejvyssi frekvenci zaznamenal opét
rétoricky pohyb primarné idea¢ni. Prokdzalo se tedy, Ze univerzitni stranky se drzi svého
primarniho vyznamu, coZ je informovat Ctenafe, a vytvareni vztahi na osobni Urovni ma
prioritu sekundarni, pficemz se mira vyuziti strategii apelujicich na mezilidské vztahy mezi
skupinami znaéné¢ lisila.

Co se vizualniho materidlu tycCe, analyza prokazala, ze volby obrazki a fotografii jsou
uzce spjaté s tendencemi pritomnymi v souvisejicich textech. Ve vychodoevropské skupiné
univerzit bylo vizudlniho materidlu vyuZzito nejménég, obrazky zabiraly na webové strance
minimum prostoru, primarné byly vyuzivany izolované od textu a bez rozdilu zachycovaly
statické struktury. Ideacni vyznamy mély pievahu, vyuzivalo se fotografii budov ¢i
symbolickych obrazkid. Ceska skupina univerzit opét poskytla smigené vysledky: univerzity
s historii taktéz vykazovaly minimdlni vyuziti obrazkd a ve svém pfistupu nasledovaly
vychodoevropské instituce. Univerzita s kratsi historii vSak vyuzivala fadu riznych obrazki,
které byly do zna¢né miry integrované jak do souvisejiciho textu, tak i do samotné struktury
webové stranky. [ kdyz bylo, obdobné¢ jako u ostatnich univerzit v této skuping€, vyuzito obrazka
pfedevsim statickych, z hlediska metafunkci mély prioritu vyznamy interpersonalni. Obdobné
tomu bylo i u univerzit zapadoevropskych, kde byl diiraz na mezilidské vztahy ocekéavan.
Prekvapivé vSak bylo vyuziti obrazkti se symbolickymi a estetickymi funkcemi, kterda ve
vysledku pfispéla k celkové tendenci vyuzivat statické obrazky misto dynamickych. Navic,
vyuziti vizualniho materialu nebylo rovnomérné, jelikoz nékteré univerzity se svym piistupem
k vizudlnimu materidlu podobaly spiSe univerzitdm vychodoevropskym. Obecné vsak instituce
m¢ély tendence vyuZzivat vétSi mnozstvi vizudlniho materialu, ktery byl interaktivné integrovan
do textl, slouzici jako odkaz k dodate¢nym relevantnim informacim.

Pfi porovnani s pfedchozimi vyzkumy, zabyvajicimi se tématem univerzitniho
diskurzu, prokazaly vysledky této prace vys$si miru vyuzivani strategii marketingového zanru,
predevsim v zépadoevropské skuping a ¢astecné 1 v Ceské skuping univerzit. Vychodoevropska
skupina byla timto cizim Zanrem ovlivnéna jen minimaln¢, a tak je otazkou casu, zda se

tendencim pfitomnym u instituci ve zbytku Evropy podaii proniknout i sem.
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Heidelberg University. N.d. “Study.” Accessed October 29, 2021.
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Sofia University St. Kliment Ohridski. N.d. “Admission.” Accessed October 29, 2021.

https://www.uni-sofia.bg/index.php/eng/admission/international students.
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https://u-paris.fr/en/universite-de-paris/.

University of Paris. N.d. “Admissions.” Accessed October 29, 2021.
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Vilnius University. N.d. “About VU.” Accessed October 29, 2021.
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APPENDIX

The appendix contains full texts of the selected university websites (with basic formatting), in
which all of the observed moves have been highlighted. This appendix is available on the CD
attached to this thesis.
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