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Abstract

The autonomous communication texts of cultural and tourism brands not only perform the function
of information transmission, but also participate in the proactive construction of destination image.
This paper selects six representative cultural and tourism brands and scenic spots in Hunan Province,
namely Zhangjiajie Wulingyuan, Fenghuang Ancient Town, Langshan, Yueyang Tower, Emperor Yan’s
Mausoleum and Xiang Embroidery City. A small specialized corpus is built based on the introductory
texts from their official websites. Drawing on destination image research, the corpus is categorized
into five dimensions: cultural resources, natural resources, tourist experience, value status, and fa-
cilities and services. The discursive realization patterns are examined within the framework of the
Appraisal Theory. The results reveal that the self-framing of these brands follows a construction path
of “substantiation of resources - proceduralization of experience - evaluative valorization”. Local re-
sources serve as the anchor of destination image; activity representations transform static resources
into participatory practices for tourists; positive appreciation further endows these resources with
aesthetic and cultural values. Variations across brands mainly stem from their choice of resources and
the modes of experience they provide. This study also indicates that the self-image projected on official
websites is subject-filtered projective discourse, which cannot be equated with tourists’ perceived
image.
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Table 1. Image categories and operational definitions
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Table 2. Core resource expressions and image orientations of representative brands
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Table 3. Corresponding relations between resource types and tourism activities expressed
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