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This research explores the use of descriptive adjectives in English-language
travel blog headlines from a linguistic perspective, focusing on semantics,
grammar, applied linguistics, and media linguistics. A corpus of 100 headlines
from five modern travel blogs (The Planet D, offMetro, Lost LeBlanc, The
Endless Adventure, Kasia Writes) was analyzed, identifying the most frequent
adjectives (BEST, BEAUTIFUL, PERFECT, LUXURY, ULTIMATE, EPIC,
TOP, and HIDDEN), their semantic and grammatical features, as well
as patterns in the use of certain types of adjectives depending on thematic
orientation of the blog.

Semantically, the adjectives were categorized as evaluative, emotive, denoting
place and significance, sensory, qualitative, value-based, and relational,
revealing niche-specific usage that aligns with bloggers’ strategies to engage
their target audiences. Most travel bloggers have been shown to rely on
evaluative and emotive adjectives, as well as those that denote value since
they significantly impact audience engagement.

Grammatically, adjectives were divided according to their method of
modifying a noun, specifically into attributive, predicative, and postpositive.
It was determined that most of the headlines contain attributive adjectives.
Only two out of a hundred headlines had predictive adjectives, and there was
one adjective used postpositively.

Descriptive adjectives are often capitalized in headlines to enhance the visual
impact and increase the likelihood that a reader or viewer will interact with
the content. Moreover, it was found that superlatives were used in more than
a third of the headlines.

Ultimately, the article sheds light on the importance of a meticulous language
choice for travel blog headlines, which can help make posts more readable and
convincing, and, as a result, attract more readers.

Future research might focus on examining the broader impact of adjectives in
online communication and the blogosphere in particular to enhance audience
engagement, achieve communication goals, and optimize content strategies.

36ipHuK HaykoBuX Hpans «Hosa dimzomoris» Ne 97 (2025) ISSN 2414-1135



99

OIIMCOBI IPUKMETHHUKHU Y 3AT'OJIOBKAX TPEBEJI-BJIOI'IB

Ca0an O. B.

cmapwuti 6UK1a0ay Kageopu npukiaoHoi iHe8icmuKu
Hayionanvnuii ynisepcumem «J/Ivgiecoka nonimexwixay
eyn. Cmenana banoepu, 12, Jlveis, Vkpaina

orcid.org/0000-0003-2343-3135
olesia.v.saban@lpnu.ua

Crenuk M. 1.

cmydenmka cneyianvbnocmi «lIpuxknaona nineeicmuxay
Hayionanvnuii ynisepcumem «J/Ivgiecoka nonimexwikay
eyn. Cmenana banoepu, 12, Jlveis, Vkpaina

Kniwouoei cnosa: 602, 3a201060x,
NPUKMEMHUK, ORUCOBULL
NPUKMEMHUK, 2PAMAMUYHA
Knacugikayis, ceManmuina
Knacugixayis.

ocid.org/0009-0008-3615-4972
mariia.stetsyk.f.2022@Ilpnu.ua

VY cTarTi po3mISHYTO O0COOIMBOCTI BUKOPUCTAHHS OMHMCOBUX NMPUKMETHHUKIB
y 3aroJIOBKax Cy4aCHHX aHITIOMOBHHX TPEBEJ-OJIOTIB 3 MOy CEMaHTHKH,
rpaMaTuKy, TPUKIAJHOI JIHTBICTUKH Ta MeNialiHrBiCTUKHU. JlocmimpkeHHs
Oa3yeTbcst Ha aHami3i 100 3aronoBKiB i3 1°ATH cydacHUX TpeBen-omoriB («The
Planet D», «offMetro», «Lost LeBlanc», «The Endless Adventure», «Kasia
Writesy). BusiBnieHo HalOLIBIN y)KWBaHI NMPUKMETHUKH, cepen skux BEST,
BEAUTIFUL, PERFECT, LUXURY, ULTIMATE, EPIC, TOP, HIDDEN.
3nifiCHeHO aHATI3 CEeMaHTHYHUX XapaKTePUCTHK i TpaMaTHYHUX 0COOIMBOCTEH
[UX MPUKMETHHUKIB, iX KaTEropU3allilo, a TaKoXX BU3HAUYCHO MPHUKMETHHUKH,
XapaKTepHI ISl TPEBEI-0JI0TB PI3HUX TEMAaTUYHHUX CIIPSIMYBaHb.
CeMaHTHYHO TPUKMETHUKH Oynu Kiacu(ikoBaHI Ha OIliHHI, €MOIIHO
3abapBiIeHi, CEHCOPHI, SIKICHI, MPUKMETHUKU Ha MO3HAYCHHS MiCIIsl, IIIHHOCTI,
BiJTHOIIICHHS Ta 3HaYCHHS. Bylo BH3Ha4eHO, 10 OLIBIIICTh TPEeBeNI-OI0TepiB
OTHPAIOThCS Ha OIIHHI Ta eMOIIHO 3a0apBlieH] MPUKMETHHUKH, & TAaKOX Ha
Ti, IO MMO3HAYAIOTH ILIIHHICTH, aJPKE CaMe€ BOHHM MAlOTh 3HAYHHWI BILIMB Ha
3aTy4eHICTh ayUTOPIi.

I'pamMaTnyHO TPUKMETHUKHU OYJIO MOMIJICHO HA aTpUOYTHBHI, NPEAUKATHBHI
Ta TOCTHO3MTHUBHI BIAMOBIJIHO JIO TOTO, SIK BOHH MOJM(IKYIOTH IMEHHUK.
BusnaveHo, mo OiIbIIICTh 3ar0JIOBKIB MICTATh arprOyTHBHI MPUKMETHHUKH,
TOJI SIK MIPEIUKATHBHI IPUKMETHUKHU TPAIUIIIUCS Y ABOX 31 CTa 3aroJIOBKiB, a
MOCTIIO3UTHBHI — JIMIIE B OJJHOMY.

BusiBnieHo, 1110 1OHA]] TPETHHA 3aT0JIOBKIB MICTUTh BUIIlI CTYTICHI TOPIBHSHHS,
a OIKMCOBI MPUKMETHUKH YacTO MHIIYTHCS 3 BEJHKOI JITEPH, LIO MOXKE
BKa3yBaTH Ha Oa)KaHHsI TIOCHJIMTH €MOIIHHUK Ta Bi3yaJ bHHUU BILIVMB, & TAKOXK
MIJBUIIATH WMOBIPHICTH TOTO, IO YWTad abo misgad Oyme B3aeMOJISTH 3
KOHTEHTOM.

Y  migcyMKy pe3ymbTaTd  Ili€el  CTaTTi  MiJKPECIIOITh  Ba)IUBICTh
CKPYITYJIbO3HOTO BUOOPY JIEKCHKH JJIsl 3arojOBKIB TPEBEN-OJIOTY, IO MOXKE
CIIPHUATH TOMY, IO JOMUCH CTAIOTh OLTBII MPHEMHUMHU ISl CIIPUAHATTS Ta
MIEPEKOHJIMBUMH 1, SIK HACIIIOK, PUBAOITIOBATUMYTh OLIBIIIC YHTAYIB.
IMopasnbiiie BUBYEHHS CrieHU(iKK BUKOPUCTAHHS aHIJIOMOBHUX ITPUKMETHHKIB
y MeXax IHTEepHET-KOMYHIKaIIil 3arajioM Ta 6jorochepu 30KpeMa J03BOJIHTh
BCTaHOBHUTH 1XHili BIUTHB Ha ayJUTOPIIO 3 METOIO JOCSITHEHHSI KOMYHIKAaTHBHUX
IiJIeH Ta MacIITaOyBaHHS BILIHBY.
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Statement of the problem in a general form
and its connection with important scientific and
practical tasks.

In the digital world, a travel blog is not only a place
of inspiration, but also a source of useful information
and recommendations for travelers around the world.
A blog headline is the first thing that catches readers’
eye before they click. For this reason, it should be
thoughtfully written and captivating enough to make
people continue reading. This research analyses
the use of descriptive adjectives in travel blogging
headlines.

The theoretical foundation of this article
is grounded in the works of both foreign and
Ukrainian scholars. Among foreign scholars, David
Crystal’s [Crystal 2006, 2011], Tamara Grasic’s
[Grasi¢, 2022], Brian Carroll’s [Carroll, 2010],
and Anne Handley’s [Handley, 2014] works on
digital communication in general and blogging in
particular offer valuable insights into the linguistic
dynamics of online content creation. Additionally,
the studies by John Mulligan [Mulligan, 1852],
Robert Dixon [Dixon, 1982], and Frans Heyvaert
[Heyvaert, 2010] on the nature of descriptive
adjectives complement analysis, particularly in
categorizing and interpreting the adjectives used
in travel blog headlines. Ukrainian researchers
Olena Medvid, Mariia Hartsunova, and Larysa
Hartsunova [Medvid et al., 2021] have extensively
analyzed the transformations in language brought
about by digitalization, providing a foundation
for understanding linguistic changes in digital
communication. Karpushyna Maiia’s exploration of
stylistic features in media headlines [Karpushyna,
2024] is relevant to this study of adjectives in travel
blog headlines, as it highlights the impact of style on
audience engagement. Together, these contributions
create a comprehensive theoretical framework for
our research.

Aim, tasks, and relevance of the research

Due to the rapid development of digital media,
travel blogs have gained great popularity. Now people
can learn about the world and «travel» virtually not
leaving their houses. Headlines in travel blogs play
a key role in determining whether the reader will
interact with the content. This paper aims to examine
the types and semantic roles of descriptive adjectives
in modern English-language travel blog headlines
and to evaluate their impact on readers.

The research tasks include the following:

* to conduct an examination of the descriptive
adjectives used in travel blog headlines,

* to identify the most commonly used descriptive
adjectives in travel blog headlines,

* to categorize the identified adjectives,

* to analyze the effect of descriptive adjectives on
reader engagement and perception.

36ipHuK HaykoBuX Hpans «Hosa dimzomoris» Ne 97 (2025)

The relevance of the study lies in the fact that it
covers an important topic related to modern digital
media communication.

Analysis of recent research and publications

In travel blogs, descriptive adjectives show
the atmosphere of a place and captivate the
audience, make them feel present, and encour-
age them to visit the described locations.
«The name descriptive is given to this class of words
because they describe an object by some quality or
property either attributed to it or asserted of ity [Mul-
ligan, 1852, p. 255].

Heyvaert [2010] divides adjectives into descrip-
tive and relational according to their semantic feature.
The latter defines the relationship between the subject
and its naming (e.g. «chemical» means «related to
chemistry»). Dixon [1982, p.16] distinguishes several
semantic types of adjectives, which belong to such
categories as: dimension, physical property, human
propensity, age, value, color, speed. Meanwhile,
Maks et al. [2008] state that a global semantic typol-
ogy divides adjectives into such semantic classes:
attributes of abstract nouns, emotional and mental
attributes, physical and perceptional attributes, color,
substance, place, and temporal attributes. Adjectives
describe qualities, either physical or mental. Physi-
cal qualities are perceived by our external senses:
sight (color), hearing (sound), touch (texture), smell
(odor), and taste (flavor). Some properties, like size
and shape, may involve multiple senses. Mental qual-
ities, on the other hand, relate to the mind, emotions,
and character [Mulligan, 1852, p. 258].

Grammatically, Quirk et al. [1985, pp. 416-417]
argue that adjectives are classified as attributive when
they precede the head of a noun phrase; as predicative
when they serve as a complement to the subject or
object; and as postpositive when they directly follow
the noun or pronoun they describe.

The study will proceed using these classifications
as a foundation.

Results and Discussion

In this part of the article, the use of descriptive adjec-
tives will be studied and analyzed based on 100 head-
lines from popular travel blogs. A total of 139 descrip-
tive adjectives were extracted and their frequency of
occurrence was examined (see Fig. 1 below).

According to the bar chart above, the following
adjectives were found to be the most frequently used:
BEST, BEAUTIFUL, PERFECT, LUXURY, ULTI-
MATE, EPIC, TOP, HIDDEN.

BEST is the superlative of good. It describes places
or things that are «of the most excellent type or qual-
ity» (Oxford Advanced Learner’s Dictionary, n.d.). In
the context of a travel blog, BEST refers to specific
places (e.g., cities, beaches, hotels) or abstract things
(e.g. trip or adventure) that are incredible and abso-
lutely perfect among others.

ISSN 2414-1135



16 1a
14 g
12
10 EE
B ???':E\
6
G
4
N 33332222122222221
2 IIII. ..ll...llllillll_l111';11';1111';1111_1111_11';1
0 I N I O
SSshoauyc Yo Wis O U B T g e e o WET S A 2w W ED A s B WD T e e e U BT RO B
5!Eﬁ=."3'"-5"W'nnﬂ'FEt}_’;:}l‘ﬁNEE.Q:_Cbﬁa;x s Cr D2 2CEoD 0l Nen S oS EESEnERESE
QEI'—-EHF%ugaﬁg-UEcggmd'ﬁ?T'ﬁtjgul_':.w:l-‘gﬁmtnhrErEFE#EDBH: uod EE;’uﬁg:h
¥ = Bw==g3 = - i =l wEESCVUHucCWoLEs EQ B - =0 JBad g gl
o = E Vi Fupg2amsaghandg =T ¥ E T 5 Du,. - EEc mE XD u
TR = oE i =R R Thwl Cc W woE EEQL £ 2mED @ aLs o £ g@m=E =
a = e ¥ alz °2 Go wexl margSREL IS EE © wmEY gREFF U
o i o9 = b Navg 324 a-= LI o—c1. E
= o5 & o ng £ £ 5 -
E =] E

Frequency of occurrence of descriptive adjectives in the selection

101

Fig. 1. Frequency of occurrence of descriptive adjectives in the selection

To illustrate, «Kasia Writes» shares a post about
«BEST Must-Visit Museums in Athens for History
Lovers» to show her readers the places that are really
worth visiting (see Fig. 2).

BEAUTIFUL means «having beauty; giving plea-
sure to the senses or to the mind» (Oxford Advanced
Learner’s Dictionary, n.d.). Travel bloggers use this
adjective to show that some place is extremely attrac-
tive and aesthetically pleasing. Fig. 3 shows the video
titled «3 Days in Corfu Town — Most BEAUTIFUL
Greek Island Getaway» («The Planet D»), which is
supposedly aimed at attracting tourists who want to
experience this amazing destination for themselves.

There are several definitions of PERFECT given
by the Merriam-Webster Dictionary: «being entirely
without fault or defecty, «satisfying all requirements»
or «corresponding to an ideal standard». The headline
«The PERFECT Day in Canggu Bali» («Lost LeB-
lancy) is likely to attract viewers who want to make
their trip impeccable and smooth.

LUXURY describes things that are «expensive and
providing great comfort» (Cambridge English Dictio-
nary: Meanings & Definitions, n.d.). In travel blogging,

the word LUXURY is often used to refer to places,
accommodation or destinations that offer exceptional
comfort and exclusivity. The video «7 Days on a LUX-
URY Cruise» («Lost LeBlanc») may be appealing to
viewers looking for premium experiences.

The adjective ULTIMATE states that something is
«the best or most extreme of its kind» (Merriam-Web-
ster, n.d.). The headline «The ULTIMATE One Day
in Lisbon Itinerary — Portugal Travel Guide» («The
Planet D») implies that the blog will outline the best
possible way to spend a day in Lisbon, offering the
top recommendations, must-see places, and unforget-
table experiences.

The descriptive adjective HIDDEN characterizes
a place or thing that is «out of sight or not readily
apparent» (Merriam-Webster, n. d). In the context of
travel blogging, this term is used to refer to places
that are little-known and off-the-beaten-path, where
there are no crowds of tourists, and it is possible to
enjoy tranquility and solitude. The headline «Dis-
cover HIDDEN Gems in New Mexico» («offMetroy)
offers to visit unique and mysterious places in New
Mexico.

Best Must-Visit Museums In Athens For History Lovers

June 4, 2024June 30, 2024 UpdatedJune 30, 2024

Fig. 2. Kasia Writes’ post

3 Days in Corfu Town - Most Beautiful Greek Island Getaway

E The PlanetD ©

EEEE) o2 o 5 nownme
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Fig. 3. The Planet D’s video
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EPIC means that something is “extremely good”
(Cambridge English Dictionary: Meanings & Defini-
tions, n.d.). In travel blogging, the adjective EPIC is
usually used to convey a sense of magnificence and
excitement. This post “Mycenae Greece: An EPIC
Journey into Myth and History” (“Kasia Writes™)
promises the reader to have an exceptional experi-
ence by visiting this place.

The adjective TOP has the following meaning:
« (in the position of being) most important or suc-
cessful; best» (Cambridge English Dictionary: Mean-
ings & Definitions, n.d.). This headline «TOP Travel
Destinations Where Your Heart Should Lead» («off-
Metro») is intended to attract people, guaranteeing
them reliable and indeed the best destinations.

Overall, it was determined that such descriptive
adjectives as BEST, BEAUTIFUL, PERFECT, LUX-
URY, ULTIMATE, EPIC, TOP, HIDDEN are the most
frequently used, regardless of the niche of travel blogs.

Categorization and Trends in Descriptive
Adjective Usage

Based on the way a noun is modified, adjectives
are divided into attributive, predicative, and postpos-
itive [Quirk et al., 1985, pp. 416—417]. Table 1 shows
examples of these types of adjectives.

Only two out of a hundred headlines had
predictive adjectives, and there was only one
postpositive adjective. Thus, it can be concluded that
most headlines in travel blogs contain attributive
adjectives.

Next, the research will focus on the categorization
of the selected adjectives (see Table 2 below).

Evaluative adjectives express a subjective
assessment or opinion about a thing or place, such
as «KAMAZING trip» or «TOP destinations». Emotive
ones convey a feeling or evoke an emotional response
[Mulligan, 1852]. For example, «MIND-BLOWING
destinations» or «SHOCKING experience».
Adjectives of place may indicate location or direction,
e.g., «the most NORTHERN city», or «OUTDOOR
holiday». Significance adjectives emphasize the
importance ofathing, forinstance, kKESSENTIAL tips»
or «MUST-VISIT museumsy». The sensory category
includes adjectives that describe experiences related
to perception through visual, auditory, olfactory,
tactile, gustatory, and kinesthetic senses [Mulligan,
1852]. Only two sensory adjectives were found in
the sample. They are DELICIOUS (gustatory) and
SCENIC (visual). Qualitative adjectives describe
objective characteristics and qualities of things,
phenomena, or places [Mulligan, 1852]. For instance,
«SUSTAINABLE tourism», «ECO-FRIENDLY
travel tips». Value-based adjectives reflect value
or usefulness, such as «EXPENSIVE country»
or «AFFORDABLE trip». Relational adjectives
describe the relationships between objects or concepts
[Heyvaert, 2010]. As an example, CULTURAL
means «related to culture».

Besides the most frequently used descriptive
adjectives present in almost each of the selected travel

Table 1

Position of the adjectives in the headlines

Position of the adjective

Example

attributive

«BEAUTIFUL Places to See and Visit in Ohio This Year» («offMetro»)
«20 BEST Hotels in The World» («Lost LeBlancy)
«The BEST LUXURY Glamping Ever!!» («The Endless Adventure»)

«TOP 50 MAGICAL Castles in Europe You Should Visit» («Kasia Writes»)

predicative

«Maldives is Shockingly AFFORDABLE (But is it WORTH it?)» («Lost LeBlancy)
«Is Ibiza WORTH the Hype?!» («Lost LeBlanc»)

postpositive

«Discover Hidden Gems in New Mexico: Beautiful Attractions WORTH Exploring»
(«oftMetroy)

Table 2
Classification of adjectives

Category of adjective Adjectives

Evaluative Amazing, beautiful, best, incredible, ideal, magical, perfect, worst, top, ultimate,
unique, hidden, secret, forgotten, fictional, magnificent

Emotive Mind-blowing, emotional, intriguing, unforgettable, charming, shocking, fun, scary,
unexpected, interesting, fascinating, stunning, captivating, dangerous, epic

Place Northern, out-of-town, outdoor, off-road, local

Significance Essential, must-visit

Sensory Delicious (gustatory), scenic (visual)

Qualitative Responsible, sustainable, conscious, eco-friendly, mindful, off-the-grid

Value-based Affordable, budget, budget-friendly, expensive, overrated, worth, luxury

Relational Cultural, ecological, historic, national

36ipHuK HaykoBuX Hpans «Hosa dimzomoris» Ne 97 (2025)
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Table 3
Trends in adjective usage across niches
Blog Niche Distinctive adjectives
offMetro Sustainable Travel & Eco- |Sustainable, eco-friendly, conscious, off-the-grid, responsible,
Tourism ecological, mindful, outdoor, essential

Lost LeBlanc Luxury & Budget Travel Expensive, budget, underrated, shocking, worth, worst

The Endless Adventure | Road Trip Incredible, underrated, hottest, unique, dangerous, charming,
epic, off-road, scary

The Planet D Adventure Travel Mind-blowing, overrated, essential, magical, amazing, scenic,
fun, emotional, secret

Kasia Writes Cultural Travel Iconic, historic, national, magnificent, forgotten, cultural,
intriguing, old, fictional

blogs, some adjectives are typical of a certain niche
of travel blogs. Table 3 shows some trends across
different niches.

Most adjectives in Sustainable Travel &
Eco-Tourism are qualitative. They emphasize
environmental consciousness, natural beauty,

and authenticity. They often convey wvalues of
sustainability and ethical responsibility. This might
indicate that this niche focuses on mindful travel and
attracts those enthusiasts who value minimal impact
on the environment.

«The Lost LeBlanc» combines the features of both
luxury and budget travel blogs. That means that in
this niche, quite contrasting value-based adjectives
are present. Therefore, this might be indicative of
the fact that its audience is quite wide, as it has the
potential to attract those who want to save money, as
well as those willing to get an exclusive experience.

Road Trip content contains emotive adjectives
evoking a sense of freedom, exploration, and the
dynamic nature of the journey and attracts people
willing to go through this experience.

The niche of Advanture Travel uses emotive and
evaluative adjectives to highlight thrill, challenge,

and extraordinary experiences. It appears to target
thrill-seekers and those who want to step out of their
comfort zones.

Cultural Travel emphasizes evaluative and
relational adjectives that emphasize the richness,
depth, and authenticity of cultural experiences.
It might appeal to travelers seeking a connection
with history, art, and traditions. Everyone has their
preferences and interests. While some people like
something adventurous and extreme, others prefer
something cultural.

As mentioned in the theoretical part, headlines
play a crucial role in whether a person will watch a
video or read a post. Therefore, the use of specific
vocabulary for different niches of travel blogs is
crucial, as it helps to attract the target audience.

In conclusion, this part of the paper has examined
the important role of adjectives in travel blog headlines.
The adjectives were analyzed based on their placement
within noun phrases and explored how they are
categorized according to their functions and meanings.
Additionally, trends in adjective usage across various
niches were examined, demonstrating how they are
strategically used to appeal to distinct audiences.

Impact of Descriptive Adjectives on Reader Engagement and Perception

Categories of descriptive adjectives

emotive

16%

W evaluative Eemotive Eyvalue

W sensory Eplace B ugnihcance

evaluative

48%

quahtalive relational

Fig. 4. Categories of descriptive adjectives and their quantity
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As illustrated in Fig. 4, evaluative adjectives make
up nearly half (48%) of all adjectives, with value-
based and emotive adjectives each accounting for
16%. The other categories are not as frequent.

The data suggests that by using evaluative
adjectives, bloggers attempt to frame destinations
in a positive light. These adjectives highlight the
uniqueness and attractiveness of the location, making
readers associate the place with positive emotions.
Value-based adjectives focus on the perceived worth
or cost of a destination, which may also be very
important for readers, as people regardless of social
status want to have a wonderful holiday. Emotive
adjectives are words that evoke strong feelings or
emotions. These adjectives are often used to create
a deep emotional response in the reader, making the
destination feel more personal, exciting, or intriguing.

These findings could imply that travel bloggers
choose these three types of adjectives to persuade
and influence the reader, as they are the ones with the
potential to evoke the strongest emotional response
and shape the perception of tourist destinations.

Adjectives in travel blog headlines are often
capitalized, which might be aimed at enhancing their
ability to grab attention. As Fig. 5 shows, adjectives in
the video titled «The Most EPIC and AFFORDABLE
Adventure» («Lost LeBlanc») may increase the
probability that it will be noticed.

In Fig. 1, the adjective BEST has the highest
usage rate, occurring 14 times. Moreover, the
intensifier MOST was used in 17 headlines. In total,
the number of superlatives in the research sample
is 35. That leads to the conclusion that more than a
third (35%) of headlines in travel blog posts contain
superlatives. Bloggers might use them to show some
unique experience or, on the contrary, a terrible one.
They want to give personal advice to the audience,
guarantee an amazing trip, and prevent them from
unpleasant adventures. For instance, «The Planet D»
writes about «5 Best European Summer Destinations»
to show the readers the places that are worth visiting.
The blog «The Endless Adventure» has a video about
«Worst RV Road Trip Ever!», by watching it people
can avoid having bad experiences during a road trip.

To conclude, evaluative, value-based, and
emotional adjectives may have the greatest impact
on reader engagement and perception. When writing
headlines, bloggers rely on these types of adjectives
because they induce an emotional response among
readers and spark more interest. In addition,

capitalizing adjectives and using superlatives in
headlines is also common, as it helps to make the
content more comprehensible and of course increases
people’s engagement with the content.

Conclusions and prospects for further
investigations. This study aimed to analyze the use
of descriptive adjectives in travel blogging headlines,
focusing on their role in shaping reader engagement
and perceptions of travel destinations.

For this research, 5 modern travel blogs from
various niches were selected, such as «The Planet
D», «offMetro», «Lost LeBlanc», «The Endless
Adventure», «Kasia Writes». A sample of 100 travel
blog headlines was analyzed.

The most frequent adjectives were found to
be BEST, BEAUTIFUL, PERFECT, LUXURY,
ULTIMATE, EPIC, TOP, and HIDDEN. They were
thoroughly analyzed within the framework of travel
blogging.

Grammatically, adjectives were divided according
to the way they modify a noun, specifically into
attributive, predicative, and postpositive. It was
determined that most of the headlines contain
attributive adjectives. Only two out of a hundred
headlines had predictive adjectives, and there was
only one adjective used postpositively. This indicates
that bloggers prefer attributive adjectives in their
headlines.

Semantically, the adjectives were classified into
the following categories: evaluative (e.g. AMAZING,
BEAUTIFUL, BEST, INCREDIBLE), emotive
(e.g. CAPTIVATING, INTRIGUING, MIND-
BLOWING), denoting place (e.g. NORTHERN, OUT-
OF-TOWN) and significance (e.g. ESSENTIAL,
MUST-VISIT), sensory (e.g. DELICIOUS, SCENIC),
qualitative (e.g. RESPONSIBLE, SUSTAINABLE,
CONSCIOUS, ECO-FRIENDLY), value-based
(e.g. AFFORDABLE, BUDGET, EXPENSIVE,
LUXURY), relational (e.g. CULTURAL,
ECOLOGICAL, HISTORIC).

The study identified distinct trends across various
travel blog niches. For instance, Sustainable Travel
& Eco-Tourism prominently feature qualitative
adjectives, while Luxury & Budget Travel emphasizes
value-based adjectives. Road Trip blogs frequently use
emotive and evaluative adjectives, Adventure Travel
leans toward emotive adjectives, and Cultural Travel
highlights evaluative adjectives. This demonstrates
that bloggers, depending on the niche of their blog,
use certain types of descriptive adjectives to attract

The Most EPIC and AFFORDABLE Adventure (Central Java)

. Lost LeBlanc &

Fig. 5. Lost LeBlanc’s video
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their target audience, to make their content more
compelling.

Evaluative adjectives make up nearly half of all
adjectives (48%), with value-based and emotive
adjectives each representing 16%, while other
categories are less frequent. Bloggers rely heavily on
these types of adjectives because they may have the
greatest impact on audience perception.

To enhance the visual impact and increase the
likelihood that a reader or viewer will interact with the
content, descriptive adjectives are often capitalized in
headlines. Moreover, it was found that superlatives
were used in more than a third (35%) of the headlines,
which can also affect audience engagement to some
extent.

This study offers valuable insights for travel
bloggers. Strategic use of descriptive adjectives
can enhance blog appeal, boost engagement, and
influence travelers’ decisions. By selecting adjectives
that resonate with their audience, bloggers can
craft headlines that capture attention and encourage
emotional connections.

Further research into the specifics of using
English adjectives in various forms of online
communication, including the blogosphere,
provides opportunities for a deeper understanding
of their role in shaping the audience’s emotional
perception and behavioral responses. Examining
the impact of adjectives on different user segments
may help identify patterns that contribute to
the effective formulation of texts to achieve
communicative goals.
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