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Introduction
To make a perfect advertisement, the logical and systematic structure is essential. The tourist advertisement, as other kinds of discourse is often divided into three parts: beginning part, developing part and ending part. It is convenient for us to have a careful look at each part to work out the similarities as well as differences.

1. Headline of English and Vietnamese tourist advertisements

As far as we know, in every discourse, headline is the first signal to draw readers’ attention so they can decide whether it is worth reading or not. The main function of headline is to introduce the discourse’s content to readers. In addition to other visual aids like pictures, captions, headlines must be eye-catching and attractive at readers’ first scanning to evoke their interest and desire to read on. A headline is also an element to judge which discourse is more important and more interesting to readers themselves. In brief, a headline must be clear and easy to read and understand; exact and informative; short and dynamic; suitable and true to the text’s content.
A similarity between headlines of Vietnamese tourist advertisements and its English counterpart is names of place functioning as headlines. The survey shows that this kind takes up about 78%:

Sometimes the pattern

E.g: 
Sentosa, Singapore’s Favorite Island Resort.
Hòa Bình, Đồ Sơn, Văn Miếu, Quốc Tử Giám…
We can also find here and there something about the reputation or recognition of the place:

E.g: 
Ankorwat, one of the world’s wonders.
Vịnh Hạ Long, di sản văn hóa thế giới.
Sometimes, the headline can be presented by a salutation or welcoming:

E.g: 
Welcome to London.
However, we can still some cases in which statements can function as headlines as in:

E.g:
Thăm đất Điện Biên chiến thắng.
Một kì tích anh hung địa đạo Củ Chi.
From the above analysis, we can come to a conclusion that the headlines of tourist advertisements usually provide the name of place. It seems that the headlines not as dynamic, attractive and various as other kinds of discourse like articles. But the fact here is that tourist advertisements are often very brief, concrete, informative and its content is to introduce and encourage readers. So the headline is only a first signal of the whole advertisement. It is actually vital to build up a content of cohesion and coherence, to supply useful information and what is more, to encourage the aspiration to go. What the advertisers really expect from readers is their reading the whole discourse from beginning to the end but not scanning or skimming main information because advertising is to go to everyone’s mind but also to everyone’s heart for positive response.

2 Beginning Part

As far as I am concerned, location and geographical features are always found at the beginning of any advertisement discourse with the frequency of about 80%. This is the way to make clear and give a bird eye view to visitors, they can imagine something about the place mentioned and know the distance.

Tây Ninh là một tỉnh miền Đông Nam Bộ, vùng đất địa đầu phía Tây Nam tổ quốc.
Đà Lạt nằm trên cao nguyên miền Trung, ở độ cao 1500m.
One way to make the reader-visitor familiar with the, landscape what is often found in Vietnamese tourist advertisements is the distance of the place mentioned to the major or central cities (like Hanoi, Ho Chi Minh city) as in following examples:

· Thị xã Tây Ninh cách thành phố Hồ Chí Minh 99km.
· Cách Hà Nội 400km theo đường chim bay về hướng Tây.
(Advertisement about Điện Biên Phủ)

The most common structure is:

Cach + central/ cities/ town + distance + name of the landscape

A very identical and interesting feature of Vietnamese tourist advertisements is the appearance of extracts form songs, proverbs, and sayings. By doing this, the advertisements can go into reader’s minds easily and naturally. In the advertisement about the province of Vinh Phuc, we find rightly at the beginning words from a very famous song composed by the late well-known composer, Van Cao:

· Quê em miền trung du, đồng xanh lúa xanh rờn.
Words from the song by Nguyen Dinh Thi are also chosen to begin an advertisement about Hanoi:

· Đây Thăng Long, đây Đông Đô, đây Hà Nội mến yêu.
The advertisers do this not by chance but on purpose, because naturally, words can give the reader a relaxation to come on reading with the company of beautiful melody of the song.

· Vietnam is a country of long-lasting history and rich culture. Folklore is the precious treasures transferred from generation to generation. This is the symbol of Vietnamese valuable spiritual life. Perhaps, folklore is the easiest way to access the heart of each person. Advertisers also use folklore as a means to convey the idea of introducing the landscape of long, well-known culture such as:

· Bắc Cạn có suối đãi vàng,
Có hồ Ba Bể, có nàng áo xanh.
· Hỡi anh qua bến đò Then,
Dừng chân mà ngắm tháp tiên bên đường.

(Binh Son Tower in Vinh Phuc province)

Sometimes, the beginning of the advertisement can be an extract from a very famous poem creating a rhyme for the whole discourse.

Vietnamese people don’t forget the rhythm of triumph in the poem Hoan hô chiến sĩ Điện Biên by Tố Hữu. The poem is the sound of great victory, giant pride in the national resistance against French colonialism. This is also the reason why the advertiser reuses the poem as a way to recall a memorable time of the whole nation:

Lừng lẫy Điện Biên, chấn động địa cầu.

Mường Thanh, Hồng Cúm, Him Lam

Hoa mơ lại trắng vườn cam lại vàng.

Also for the purpose of highlighting the landscape, a saying by a celebrated person is sometimes extracted as:

Các vua Hùng đã có công dựng nước
Bác cháu ta phải cùng nhau giữ lấy nước.
These words were said by President Ho Chi Minh in his visit to Hung Temple (Hung King is the first king of Vietnam).

The other common way to start Vietnamese tourist advertisements is the form: 
Name of the place, the position, and the most general idea about the place. 
E.g:
Nha Trang, đầy nắng đầy gió, miền đất huyền ảo và đầy truyền thuyết.
Hội An, vùng đất đẹp và nên thơ, dấu tích của một thương cảng lớn.
Also for the purpose of introducing place in a natural way, many advertisements start by giving a brief explanation of the place’s name/ foundation process or historical events related to it.

E.g:

Vào lúc 17h17 ngày 14-12-1994 tại khách sạn Hội đồng Di sản Thế giới (W.H.C) trong kỳ họp lần thứ 18 với số phiếu tuyệt đối 1005 đã biểu quyết công nhận Vịnh Hạ Long.
Chính quá trình núi đá vôi bị bóc trần và hòa tan đã tạo nên quần thể đẹp đẽ này với một hồ nước xanh bao bọc bởi những núi đá vôi với hệ sinh thái còn khá nguyên vẹn.
Sometimes, the foundation process can be conveyed in a mystery of a legend to attract the curiosity and evoke the imagination of readers:

· Xưa kia, nơi đây có một bà góa.
(Advertisement about Ba Be)

In some cases, the initial part can be in general-specific form, as in:

Nếu Việt Nam nổi tiếng là một đất nước có nền văn minh lâu đời, một lịch sử hào hung, những cánh đồng lúa vàng bát ngát, màu mỡ cũng như cảnh đẹp nên thơ thì Hà Nội là một điểm đến nổi tiếng.
By using indirect method of introducing, the writer wants to create curiosity for the readers to gradually discover what they want to know.

While Vietnamese tourist advertisements use a lot of diversified ways to attract the attention, English tourist advertisements seem to make it as simple as possible. This is easy to understand because as mentioned before, each country has its own culture, so the acceptability is the most important requirement. We can not base ourselves on only culture to control others. To reach the common standard is what to be done.

One similarity between English and Vietnamese tourist advertisements is that the geographical features and location of the place are often mentioned first. Because one of factors that visitor decides to travel to a place (especially an exotic place) is the distance to their country. In an advertisement of Penang we can read the following:

· Lying that off the West-North coast of the Malaysia Peninsula, its shores lapped by the warm water, Penang the Pearl of Orient.
· Located in the heart land of Srilanka’s ancient World Heritage sites.
At the beginning of many English tourist advertisements, we usually find:

Welcome to + name of place + general features (in appositive form)
E.g:

· In deed a warm welcome to London, an exciting and colorful capital a place where you will find much to see and plenty to do.

· Welcome to Cardiff, the capital and largest city of Wales
The main difference between initial part of English and Vietnamese tourist advertisement is decided by cultural differences. Vietnamese writers try to use the indirect way to go around the focus by means of song, poetry, folklore etc. This can build up a natural way to the heart of Vietnamese readers to evoke their feeling first and then their mind (their thinking). This can be explained by a very long history of agriculture, which is reflected in the harmony of people and nature, the rich spiritual life. In contrast, Britain has been known as the country of industry. This also has great influence on lifestyle of people here. Moreover, it is a matter of fact that an English tourist advertisement is considered a piece of information much rather than a piece of literature. So, the focus of beginning part of English tourist advertisements is supplying the necessary general things that the readers require. If the writers pay too much attention to complex linguistic styles, the discourse can be confusing and fails the main goal.

While Vietnamese people know at least a little about the place mentioned, perhaps, to many readers of English tourist advertisements, the place is new and strange. This is may be one reason why the name of place (in native languages) are explained, and sometimes the nicknames were also introduced.

E.g:

· Chiangmai, known as “The rose of Singapore is instant Asia Northern Thailand”.
· It (Seoul) is called “The land of the Morning Calm”.
By doing this, the nickname will be familiar with the place.

Also mentioning about the fame of the place for the purpose of drawing attention, many advertisements include historical background of the place. Followings are some examples:

· Explored by Jaxques Cousteau in 1990 with his vessel, Calyoso EL Nim (Philippines) was described by the world-renowned oceanographer as the most beautiful place he has ever encountered in his exploration.
· One the capital of Japan for over 1000 years, Kyoto is a city well known for its history and tradition.
It is also noticeable that the position of the landscape to the whole country and to the world is often mentioned. Let us consider some examples:

· Hongkong is one of the most exciting places on earth.
· Nowhere is truer than Cardiff, which has all the advantages of a capital city together with the friendly atmosphere that is rarely found elsewhere.
Here, parallel structures and superlatives are often used to identify main characteristic for a general image of the city (or town) to generalize what are inside it.

Sometimes, here and there, information about area and population is included as well as in:

· Perak Sarul Ridzuan (Malaysia) covers an area of 2100 square kilometers and has a population about two million.
· Puerto Azul (The Philippines) is a 3300-hectare resort.
In brief, from the data and statistics collected, we can see that for the same purpose of introducing some general ideas about the landscape, Vietnamese and English tourist advertisements supply readers information of geographical features (distance, area, population) as well as the position, the significance of the place to the whole country and to the world, historical background are also concluded. But while English advertisements start in a direct and brief way, Vietnamese ones often begin in a more indirect, diversified, way. It seems that there is no strict formula for the beginning of Vietnamese advertisements and the writer can use any flexible way to touch the heart of Vietnamese readers then to their minds. It is not considered irrelevant but this reflects something of Vietnamese culture (the culture of agriculture cultivation). 
3. Developing Part

· After giving general description and introduction about the landscape, Vietnamese tourist advertisements provide readers with details of beautiful sights, and other outstanding attractions. The main attraction and identity are often mentioned first as in:

· Biển Đồ Sơn mênh mông hào phóng, còn núi thì uốn lượn trầm tư.
· Một trong những điểm hấp dẫn nhất của vườn quốc gia là hồ Ba Bể.
Every landscape always has its focus, that is the reason why the focus and the landscape are always well attached. Even when advertisements say nothing about place, from the focus we can guess and even point out the place mentioned because the focus is unique, for example:

· Vịnh Hạ Long (Quảng Ninh)

· Hồ Gươm, tháp Rùa, cầu Thê Húc, chùa Một Cột (Hà Nội)

Vietnam is a beautiful country with a lot of traditional festivals and historical relies. These reflect an identical culture and rich spiritual life. The name of each place is the reminder of a festival and glorious victory. In many tourist advertisements, we can find a lot of details about historical relies, this can make the visit more significant and meaningful with “an unforgettable period” of each person and the whole nation.

· E.g:

· Du khách sẽ đi thăm khu căn cứ trung ương cục miền Nam, là một căn cứ địa cách mạng mà nhiều đồng chí lãnh đạo Đảng và nhà nước đã từng sống, làm việc và chiến đấu (Tây Ninh)

· Di tích chiến trường xưa vẫn còn đấy những chiếc xe tăng tội ác của giặc Pháp và hầm Đờ Cát, hầm Pirốt. (Điện Biên Phủ)

By doing this, such a kind of discourse conveys the ideas of educating other than advertising.

Besides, numerous traditional festivals and activities are included and also regarded as main attraction because local festivals are the clear reflection of lifestyle, religious value of a community.

· Những điệu khèn của trai bản rủ người yêu đi dự hội múa xòe. (Điện Biên)

· Đây có hò Huế, ca múa cung đình, nét nghệ thuật riêng của cố đô. (Huế)

As we all know a new tourist tendency nowadays is bio-ecological tour. The more society develops, the more people want to escape the crowd and noisy to mingle themselves in the harmony with nature. Tourist agencies therefore try to introduce fauna and flora system as in:

· Vườn quốc gia Ba Bể còn là một di sản thiên quí giá, với hệ thống rừng nguyên sinh trên núi đá vôi với 417 loài thực vật và 299 loài động vật có xương sống. (Ba Bể)

· Quý khách có thể tìm thấy nơi đây những thực vật quý hiếm như các loài hoa lạ, cây làm thuốc, những động vật quý như voi, chó sói. (Bạch Mã)

One important factor contributing to a successful tour is food. To attract tourists especially Vietnamese tourists, strange, special food is a “must” in the content of tourist advertisements, for instance:

· Bạn sẽ được thưởng thức món ăn đặc sẳn: tôm, cua, sò, ốc. (Đồ Sơn)
· Khách đến nhà, chủ nhà sẽ mời khách những món ăn nhiều hương vị: cơm lam, thịt thú rừng, măng chua, mộc nhĩ, nấm hương (Điện Biên)
Apart from what the tourist can hear, see, eat, tourist advertisements also mention a variety of entertainments for them to join. By listing a lot of activities, the advertisements make readers feel that their tours will be more exciting and memorable.

E.g:

· Bạn sẽ tha hồ vui đùa với song nước hoặc phơi mình trên bãi cát. (Đồ Sơn)
Sometimes, service quality and people are also described in advertisements but at low frequency as in:

· Đến Đồ Sơn, bạn sẽ được chan tình đón tiếp tại các biệt thự xinh xắn.

· Người dân Đà Lạt hiền hậu, thân thiện và mến khách.

It can be concluded that, Vietnamese tourist advertisements seem to follow a rather similar formula in the body part, which can be displayed as the focus of the landscape (sight, historical, relics); cultural identities and traditional festical; activities for tourists; food and drink; people

It is known that Vietnamese tourists/ readers have got already some basic information and ideas about the place advertised (climate, people, geographical features, or even local customs) while to the reader of English tourist advertisements, the name of the place sometimes is heard the first time, and everything about the place can be totally new and strange. So it is the writers’ job to supply all sufficient and relevant things suitable with readers’ psychology, habit, requirements etc. To make convenience for readers, English tourist advertisements often give some information about climate as in:

· Its (Penang) climate is tropical, hot and humid, with the temperature seldom dropping below 20 degrees centigrade even at night and usually rising to 30 degrees centigrade during the day. (Penang, Malaysia)

· Basking in the warm tropical sunshine, gleaming like an emerald in a shining sea. 
(Sentosa, Singapore)
Like Vietnamese tourist advertisements, English ones describe the main focus of the place without-standing features and identities, which fascinate visitors naturally but effectively:

· Geogetown, the island’s capital is a delight, a sprawling, lively city. (Penang)

· The castle with 1900 years of history stands alongside a modern shopping centre and one of the words great civic centres. (Cadiff, Wales)

We can also find much of historical backgrounds of the landscapes but they are not in details, but interesting stories and evens just for fun and in neutral attitudes. This can be easily explained that readers are of different political regimes and ideas. So, if the writer imposes his opinion in a negative or positive way, it can be offensive in some cases. It is better to be tactful. Moreover, the main purpose of English tourist advertisements is to encourage everyone to go but not to propaganda. We can see rather clearly in the following examples:

· The water from has been the hub of life ever since captain Francis light of the East India company acquired Penang… He encouraged the tiny population of fishermen and pirates to clear the ground for settlement by firing silver coins from his ship’s cannons into the jungle.
(Penang, Malaysia)

· The Tower of London where you can marvel at its historical and bloody past. (London)

While mentioning entertainment activities, Vietnamese tourist advertisement seem to say much about bio-ecological entertainment, whereas, English ones supply further information of various kinds of activities ranging from shopping, art-seeing to great centers of theatre, man-made recreation land. To some extent, activities mentioned in English tourist advertisements are more various, in a large scale.

· Art-lovers can view some of the world’s finest art collections in London’s galleries such as the National Gallery and English Museum.
· London has a world-wide reputation for it entertainment ranging from theatre, musicals, opera and ballet to rock concerts and night-clubs. (London)

From what have been presented above, we can observe quite obviously that Vietnamese advertisers try to exploit local cultural identities (food, ethnic and traditional festivals) and ecological activities as main attraction to readers. So the information about these takes a rather big account (about 70% of the whole part). At present, Vietnam is still a developing country so entertainment industry with advanced technology is still our dream. We only find something about this in tourist advertisements about major cities of Hanoi and Ho Chi Minh. The proportion of details of historical relics is also rather high as a reflection of national pride and respect for a glorious and victorious past.

However, English tourist advertisements provide much information of diversified activities from traditional ones to modern ones to create an overall combination, and a large range of choice for visitors as transport, food and drink, climate are mentioned carefully and in details as an initial preparation for a joyful tour of readers. 
4. Ending Part

· At the end of Vietnamese tourist advertisements, a welcome to the place is often found at a rather high proportion (70%) in quite formal language as in:

· Hân hạnh được đón tiếp và phục vụ quí khách. (Bạch Mã National Park).

· Xin quí khách hãy đến thăm quan cảnh sắc thiên nhiên hung vĩ. (Ba Bể National Forest).

Apart from the direct way of welcoming, the direct way is also used by emphasizing and evaluating the significance of the beauty spot to the readers:

· Đến với những huyền thoại diệu kì của Đồ Sơn rất lôi cuốn du khách, làm phong phú tâm hồn bạn, bạn sẽ thấy cuộc đời đầy giá trị và ý nghĩa biết bao. (Đồ Sơn, Hải Phòng).

· Đến với Đà Lạt, chắc chắn bạn sẽ lưu luyến mãi. (Đà Lạt).

To end up the advertisements, general appraisal and comment are mentioned to emphasize again the attraction of the place to all readers and confirm its appeal.
E.g:
A stay in Rasa Sayang is an idea of holiday heaven. (Penang).

Sometimes, imperative is used as an urge to the reader such as: Discover it now! (Phuket, Thailand).

Further information is also included at the end of advertisements such as currency unit, travelling tips, tour, telephones, language electricity, airport departure tax, etc. This is useful for anyone who will be at the place the first time to avoid any initial confusion or culture shock.

5. Conclusion
We have taken the generic structure of both English and Vietnamese tourist advertisements into consideration. We can see clearly that the main influence to the difference in generic structure of the two kinds is culture. This can decide the writing style, the way to start the discourse and arrange details. However, it is noticeable that advertisements are what we learn from Western countries, so we can find many similarities in the ideas supplied to readers. Furthermore, the scale of English tourist advertisements is much larger, this can determine the bigger diversification in information.
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