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Introduction 
One of the reasons for writing is to communicate with someone else. The definition of 

communication is: “the activity or process of expressing ideas and feelings or of giving 

people information.” (Oxford Advanced Learner’s Dictionary) One can communicate with 

another in speech or writing. The more important the message is, the higher the level of 

formality required in order to avoid misunderstandings or ambiguity. Therefore, significant 

writing requires additional thought and work since there will be no time for feedback or 

questions (Cornbleet and Carter 10-11). 

          Formal language, or formality, is an aspect of style. Every person makes at least an 

instinctive distinction between formal and informal behaviour and communication (Heylighen 

and Dewaele 2). The difference between formal and informal language is also called a 

difference of register (Thornborrow and Wareing 93). However, according to Koester, register 

is: “The set of linguistic features which characterizes texts in different professional and 

academic fields, as well as other specific contexts. These linguistic features include grammar, 

lexis, as well as style.” (123) Koester’s definition on register is somewhat different that of 

Thornborrow and Wareing. Thus, in order to avoid ambiguity and misunderstandings, the 

terms ‘formality’ or ‘formal language’ will be used throughout the paper. 

          In various cultures, people with high status tend to employ a specific clothing or style 

that indicates their social status. If some clothes or styles carry a certain cachet it could be an 

indication that there is a connection between a high level of formality in clothing brands’ 

websites and a position of financial independence (“Clothing”, Wikipedia).  

          The purpose of the study is to analyse and identify the level of formality used in 

websites. The results from the analysis will establish whether any potential differences 

regarding formal language might depend on the websites’ country of origin or on the 

placement in the market sector. The corpus for the analysis consists of twenty web pages; two 

web pages from each of the ten retail clothing brands’ websites selected for the study.   

          The main question of the essay is: will a difference in level of formality in the 

investigated websites depend on country of origin or on market sector? Additional issues 

investigated and analysed in the essay are: identify previous and current research on formality 

and establish possible connections, definitions on formality, methods for measuring formality, 

construction of a method for categorisation of websites according to market sector (price 

index). The theoretical frame of reference will offer an understanding for the concept and 
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identify its characteristics. 

          This study is divided into five chapters. The introduction provides the reader with 

information regarding content, aim and structure. Chapter one contains the theory used in this 

study in terms of early and current research on formality, features of formal language and a 

desciption of the F-measure. Chapter two describes the material used in the study. Chapter 

three explains the method of the study and is followed by the analysis in chapter four. The 

analysis is divided into two parts: part one analyses web pages that contain information about 

the company (called the ‘About Us’ web pages) and part two analyses web pages that contain 

information about working at the company (called the ‘Jobs/Careers’ web pages). Thereafter 

an analysis on the occurrence of contractions  in each web page is made and  compared to the 

results from the F-measure. The results are discussed in the conclusion. 

1. Theory 

This chapter presents formality according to early research by Reid, Halliday, Joos and 

Trudgill and current research by Heylighen and Dewaele. Features of formal language are 

described in terms of lexical formality and syntactic complexity. Furthermore, the method 

used for calculating the level of formality, the F-measure, is explained.  

1.1. Formality 

A common theme for previous research is that it concentrated on different levels of formality. 

The term formality was used in these lines of research by Thomas Bertram Reid in 1956 and 

became more commonly used during the 1960s by linguists, like Halliday, McIntosh and 

Strevens, who wanted to make a distinction between variations in language according to the 

user and according to use. The user was defined according to social background, demography, 

gender and age and the use was defined according to the fact that the speaker has a set of 

varieties of language and chooses between them in different situations (“Register” 

Wikipedia).  

          In 1964, M.A.K. Halliday suggested three variables that determine register: field, tenor 

and mode.  Field refers to the subject matter or topic and asks: “on what is, on who acts, who 

is involved, and on the attendant relevant circumstances.” Tenor refers to the roles of the 

participants in an interaction and answers the question: Who are participating and what is 

their relative status or power? Mode refers to the channel of communication and answers the 
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questions: What is the language doing? (Cobley 188, 223, 275). Cobley offers the following 

example which involves all three variables:  

In a classroom, for example, the field or the social practices which inform the 

linguistic interaction will be the general ethos or process of education. The tenor will 

be the power relations between the teacher who might be active in imparting 

information and the student who might rely on the teacher for this purpose. These 

role relationships will take place through the mode: the specific channel of pedagogic 

communication, typical forms of which include lectures, seminars, brainstorming, 

and so on. (223) 

Martin Joos describes the following five styles of formality: Frozen is considered to be the 

most formal style with printed unchanging language, for instance the Bible. It often contains 

archaisms, features of writing that are no longer used (Oxford Advanced Learner’s Dictionary 

52). Formal involves one-way participation and no interruption. This style often contains 

technical vocabulary. Exact definitions are highly important and the style includes 

introductions between strangers. Consultative is two-way participation. Background 

information is provided and no prior knowledge is assumed. Feedback behaviour is used and 

interruptions are allowed. Casual is used in-group with friends and acquaintances. Common 

features are ellipsis, slang and interruption. Again, no background information is provided. 

Intimate is used in non-public situations. Intonation is highly important and private 

vocabulary is often used (11). Joos’ styles of formality go from written to spoken language, 

which means that not all of the styles are applicable in this study.  

          Lastly, Trudgill explains formality as a term used to describe a variety of language 

which shifts depending on topic, subject or activity. Trudgill suggests that formality is 

characterized by lexical and grammatical features.  The level of formality can identify which 

social group a person belongs to and is often considered jargon by those who do not belong to 

that group (62-63). 

1.2. Linguistic Features of Formality 

This section describes linguistic features of formality according to lexical formality and 

syntactic complexity. The sub section on lexical formality explains the meaning of a word’s 

roots and length. The sub section on syntactic complexity presents deixis and the meaning of 
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contractions and nominalisation. Furthermore, the significance of active versus passive voice 

is explained. 

1.2.1. Lexical Formality 

Thornborrow and Wareing explain that many words that might semantically appear to be 

synonymous are not actually used synonymously. Home, abode and residence all have the 

same meaning, but are used in different situations. These three words vary in terms of 

formality. Home is the most informal word and residence is the most formal word. Most 

formal words in the English language have their roots from Greek and Latin and many 

informal words have their roots in German. Using the previous example, the word home has 

the same roots as the German Heim and the word residence has its roots in Latin (92).  

          Word length is another indication of how formal a word is. The longer the word, the 

more formal it is. Home is monosyllabic and residence is polysyllabic (Thornborrow and 

Wareing 92).  

          Early linguists, like Halliday, McIntosh and Strevens made a distinction between 

variations in language according to the user and according to use. Factors, for instance social 

background, demography, gender and age, affect the word length and word origin one 

employs. This could result in a person favouring particular words to demonstrate his or her 

social background. This ultimately determines the level of formality used by the person. For 

instance, a person might have knowledge about a word and its synonyms which are likely to 

differ in level of formality, and depending on situation employ the most suitable word. A way 

for brands to target an audience is by employing particular words or expressions and by that 

control the level of formality in the language used. A brand is likely to have knowledge about 

the words and expressions employed by other brands, which have different placements in the 

market sector. The brand might choose not to use these particular words in order to adjust its 

tone of language and reach its target audience.  Hence, long words and words derived from 

Greek and Latin are more likely to be employed by brands that wish to use a high level of 

formality (Thornborrow and Wareing 92). 

          According to Trudgill, the level of language shifts according to topic, subject and 

activity. A serious topic demands a certain tone of language which is exact and unambiguous. 

This affects the word length and the use of words derived from Greek, Latin or German in the 
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language being employed. It is likely that the serious topic favours polysyllabic words and 

words derived from Greek or Latin since these factors increase the level of formality.     

1.2.2. Syntactic Complexity 
Heylighen and Dewaele suggest that formality increases when the distance in space, time or 

background between the interlocutors increases and when the speaker is male, introverted or 

academically educated. They also state that stylistic variation results from the fact that 

different people express themselves in different ways, and that the same person may express 

the same idea quite differently when addressing different audiences, using different 

modalities, or tackling different tasks (1). The level of formality in a message depends on how 

much background information the addressee already has. The less he or she knows the more 

information is required in order to receive that extra information (6). 

          The meaning of some words cannot be understood without knowing the context. These 

words are referred to as deictic words (Thornborrow and Wareing 88). For instance, the 

sentence I will see him later offers no explanation of: Who am I? Who is he? When is later? 

In order to interpret this message, the receiver must have the answers to these questions, for 

instance by earlier information or knowledge.  

          Heylighen and Dewaele’s dividing of words into two classes depends on whether they 

are used in context-dependent or context-independent language (5-6). Words that are 

considered context-dependent are all the words with a deictic meaning. Heylighen and 

Dewaele refer to four types of deixis: referring to person, place, time and discourse. In this 

case, discourse is a reference to language and linguistic structures above the level of the 

sentence, for instance anaphora, exclamations and interjections (11). Anaphora is a reference 

back to something (Thornborrow and Wareing 89). Then listed are non-deictic words, 

considered to build context-independent language. These words do not usually vary in terms 

of change of context and they refer to a substantial set of occurrences which would 

correspond basically to predicates, for instance most nouns and adjectives (Heylighen and 

Dewaele 11).    

          A sign of formal language is the use of the passive form rather than the active. In the 

passive form the focus is placed on what is being done rather than who is doing something 

(Thornborrow and Wareing 93). This is illustrated in the following: the study investigates 

formal language (active form) and formal language is investigated (passive form).  

          Another feature of formal language is the lack of contractions. Contractions are used in 
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spoken language, or in some cases of written language such as e-mails. A contraction is when 

a new word is formed from one or more individual words. For instance, can’t instead of can 

not and he’s instead of he is. In written form, an apostrophe is included. To write out or say 

all of the words of a contraction are features of formal language (Björk et al 98). 

          Nominalisation is used in order to increase the level of formality (Heylighen and 

Dewaele 12). The definition on nominalisation is accordingly: “Any process by which either a 

noun or a syntactic unit functioning as a noun phrase is derived from any other kind of unit. 

E.g. the nouns sadness and government are nominalizations of the adjective sad and the verb 

govern.” (The Concise Oxford Dictionary of Linguistics). Hence, the more formal a text is the 

higher is the noun frequency. The opposite action is referred to as verbalisation; a 

transformation of nouns into verbs, which decreases the level of formality. Also included is 

the transformation of adjectives into adverbs and vice versa which means that the frequency 

of adverbs will increase when the frequency of verbs increase (Heylighen and Dewaele 12). 

          So, according to linguists of the 1960s, such as Halliday, McIntosh and Strevens, the 

underlying cause that affects which level of formality the user employs varies according to the 

user’s social background, demography, gender and age. It also varies according to the fact that 

the user has a set of varieties of language and chooses between them in different situations. 

Hence, the user might use nominalisation and avoid contractions when writing a formal text 

and avoid nominalisation and use contractions when talking in an informal setting.  

          Halliday’s variables: field, tenor and mode, determine the level of formality. The level 

of formality shifts whether the communication is directed towards a peer group, a stranger or 

authoritative figures. The level of formality shifts depending on the topic of the 

communication and on channel: a letter demands a higher level of formality than a face-to-

face conversation where the later one has the opportunity to use body language and back 

channelling. Hence, nominalisation is likely to be more frequent when writing a letter and 

contractions are likely to be more frequent in a face-to-face conversation. 

          Contractions are not likely to be found in two of the styles of Joos’ formality scale, 

frozen and formal, since contractions are a feature of informal or colloquial language. It could 

however occur in informal writing, for instance in e-mails. Nominalisation, as a feature of 

formal language, however, is likely to be found in these two styles.  
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1.3. Levels and Features of Formality 
Heylighen and Dewaele’s theory is based on the idea of dividing formality into two 

categories: surface formality and deep formality. The authors propose deep formality as the 

most important dimension of variation between language registers or styles. Their definition 

of deep formality is an “unequivocal understanding of the precise meaning of the 

expression.”(3) This is accomplished by unambiguous and exact description of the aspects 

needed to disambiguate the expression. Their definition on surface formality is “attention to 

form for the sake of convention or form itself”. Deep formality and surface formality both 

vary in term of level of formality; the difference between the concepts is the underlying cause 

of the message. (3) 

           This can be compared to the theories established by linguists like Halliday, McIntosh 

and Strevens, who made a distinction between user and use. For instance, a person makes use 

of deep formality because he or she wish to fully explain and understand the message while 

another person makes use of surface formality because of he or she wishes is simply to make 

use of the form. Both persons may use the same level of formality, but the purpose behind the 

choice of language is different. For instance, if the sentence uttered by the two persons is: my 

residence is located next to the church. The word residence is as previously stated a formal 

word, and in this example, the first person may use the word residence because the word 

might display or give extra information, or is essential in order to understand the sentence. 

The second person might use the word residence because he or she simply wishes to make use 

of a formal tone.   

          According to Joos’ formality scale, frozen style could translate into surface formality in 

terms of the Bible language and sermons. A sermon is likely to employ the same type of 

language that is being used in the Bible on account of a wish to employ “Bible language.” As 

suggested by Joos, frozen style has a very high level of formality, which means that Bible 

language has a high level of formality. The reason why a sermon employs a language with a 

high level of formality is because the attention to form itself, rather than offering the 

churchgoers an exact and unambiguous description of what is being preached. The particular 

level of formality is not required, but because of traditions the language of the sermon 

employs a particular level of formality. Formal style could be translated into deep formality. 

Formal style often consists of technical or juridical language. That means that the level of 

formality relates to this particular language. For instance, a technical lecturer does not use a 
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particular level of formality because of the attention to form itself, but to use a tone of 

language that provides the audience with an exact description and understanding of what is 

being communicated.            

1.3.1. The F-measure 
A recent model of formality is offered by Francis Heylighen and Jean-Marc Dewaele. In 

addition to a description and explanation of formality and formal language, a tool is presented 

for measuring the level of formality in text or in speech. Heylighen and Dewaele offer the 

following description of formality: 

...formal language will avoid ambiguity by including the information about 

the context that would disambiguate the expression into the expression 

itself, that is to say, by explicitly stating the necessary references, 

assumptions, and background knowledge which would have remained tacit 

in an informal expression of the same meaning. (5)  

Heylighen and Dewaele focus on deep formality in their study and analyse the level 

of formality in different languages, both in spoken and in written form, using an 

index called the F-measure. The F-measure is used as an empirical measurement for 

their study measuring the level of deep formality. The F-measure calculates the 

frequencies of eight word classes and applies the figures to a formula that 

demonstrates the level of formality in the researched text, expressed in percentages. 

The sake of the F-measure attributes a lower score to spoken informal language and a 

higher score to formal written language.  (3-4) 

1.3.2. Explanation of the F-Measure 
In order to analyse the level of formality, first an establishment of the characteristics of formal 

language and a method for measurement is necessary. In the study by Heylighen and 

Dewaele, the identification of formal language is expressed in the frequency of word classes. 

Nouns are considered to increase the level of formal language and active verbs are considered 

to decrease the level of formal language. Thus, by changing verbs into nouns 

(nominalisation), the frequency of nouns increases and by that also the level of formality 

(Heylighen and Dewaele 12). 

          The F-measure, developed by Heylighen and Dewaele, is accordingly a dividing of 
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word classes into two groups depending on whether they are used in context-dependent or 

context-independent language. Context-dependent language is ambiguous unless the receiver 

has access to additional information from the context. Context-independent language contains 

all the information needed which makes it unambiguous (11-12). The word classes that 

belong to the category of context-independent language are nouns, adjectives, prepositions 

and articles. These word classes are favoured in formal style since they are unambiguous 

when considered on their own. The context-dependent word classes consist of verbs, 

pronouns, adverbs and conjunctions. These word classes are ambiguous which decreases the 

formality (5).  

          Heylighen and Dewaele assume that because verbs are deictic and nouns are not, a 

writer or speaker who wishes to employ an informal style prefers to use verbs whereas a 

writer or speaker who wishes to employ a formal style prefers to use nouns. Verbs are placed 

in the context-dependent category since they refer to a certain time through their tense. The 

act of nominalisation includes the transformation of adjectives into adverbs which means that 

an increase of verb frequency involves an increase in adverb frequency. This is why adverbs 

are placed in the deictic category. Pronouns are argued to be clearly deictic. According to 

Heylighen and Dewaele, conjunctions do not belong to either category, however, in this study, 

they have been placed in the context-dependent category on account of the fact that 

conjunctions are binding words, phrases or sentences together. Placed in the context-

independent category are: nouns, since they are non-deictic; adjectives, since they 

demonstrate the meaning of nouns; prepositions, since they relate a noun phrase with 

additional information; and articles, since they co-vary with nouns. (11-13) 

          According to Heylighen and Dewaele’s research, formal language contains a higher 

frequency of nouns, adjectives, prepositions and articles and informal language contains a 

higher frequency of verbs, adverbs, pronouns and interjections (12). Therefore, if the result 

demonstrates a high frequency of context-independent word classes such as nouns, adjectives, 

prepositions and articles, there is also a high level of formality. The frequency of context-

independent word classes correlates to a high level of formality.  

          The word class frequencies are placed in a formula which calculates the level of 

formality in the researched text (5-6). The frequencies are expressed as percentages of the 

number of words belonging to a word class in proportion to the total number of words. F will 

vary from 0 to 100%. The higher value on the F-score the higher is the level of formality. (13) 
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The F-measure has been developed in order to suit this study, further explained in section 3.1.  

          The F-measure, developed by Heylighen and Dewaele, has been modified in order to 

suit the study. The formula that is used in the study is, including the modification, accordingly 

(13):   

F = (noun frequency + adjective frequency + preposition frequency + article 

frequency – pronoun frequency – verb frequency – adverb frequency – 

conjunction frequency + 100) / 2 

The formula adds the frequencies from the context-independent word classes, subtracts the 

context-dependent word classes, normalises to 100 and lastly divides by two. The outcome, F, 

is the result (13). 

          The analysis of contractions has been included as support or back-up in case the results 

from the F-measure analysis on deep formality turn out to be poor and fragmented. The 

analysis of contractions firstly investigates the occurrence of contractions in the web pages 

and secondly calculates the frequency of contractions, expressed in percentages.  

          Contractions, as a feature of informal language, are considered a certain method for 

securing the level of formality in the researched text. Although contractions mainly occur in 

spoken language they do occur in written language too, if the text has a low level of formality.  

2. Material  
The primary sources of this study are constituted by the websites used in the analysis. The 

information is considered valid since it has been taken directly from the retail clothing brands’ 

official websites. The web addresses to the web pages used in this study are found in the list 

of works cited. Several of the websites contain numerous web pages, however, the address to 

these web pages is the same. The websites have been equally divided with five websites from 

each country and two web pages from each website. Hence, a total of twenty web pages has 

been analyzed. 

          A criterion for the selection was to find websites similar in design and content in order 

to establish comparability. Another criterion considered was the amount of words in the web 

pages.  First, four web pages from each website were selected: the ‘Home/Index’ web page, 

the ‘About Us’ web page, the ‘Jobs/Careers’ web page and ‘Social Responsibility’ web page. 

Comparisons of the structure and word count were carried out in order to decide which web 

pages would be analysed. The ‘Home/Index’ page contained insufficient information for 
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analysis and the web page with information about ‘Social Responsibility’ was eliminated 

since the structure, content and word amount varied too much. The two web pages which 

were similar in construction, content and word amount are the ‘About Us’ and the 

‘Jobs/Careers’ web pages. Therefore, these two web pages will be used in the analysis. 

Table 1. The amount of words in each web page 

The USA ‘About Us’ ‘Jobs/Careers’ Total 
AEO 193 174 367 
Bebe 136 155 291 
Express 141 142 283 
Gap Inc. 103 188 291 
Guess 135 93 228 
The UK ‘About Us’ ‘Jobs/Careers’ Total 
Debenhams 90 151 241 
D. Perkins 116 208 324 
New Look 148 116 264 
River Island 137 191 328 
Topshop 157 80 237 

 

Table 1 shows the websites from the USA and the UK with the results from the amount of 

words in the ‘About Us’ web pages and ‘Jobs/Careers’ web pages. The brands are listed 

alphabetically within each country.   

          In order to find where in the market sector each clothing brand is placed, a price index 

was developed. This method of categorising market sector is ad hoc. The price index consists 

of a comparison of the price range on jeans in each website. In order to compare the prices, all 

prices are shown in euro (€).            

Table 2. Price index and price range on jeans 

Price index Price range on jeans 
1 €0-16 
2 €17-32 
3 €33-48 
4 €49-75 
5 €76-95 
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Table 2 places each brand in a price index, from 1 (least expensive) to 5 (most expensive).  

The chart was established after a comparison of the brands price range on jeans in order to 

distribute the division equally. 

Table 3. A model for placing websites in a price index 

Brand Range of Local Prices Rounding in € Median Median Price Index 
AEO $30-60 20-40 € 30 2 
Bebe $90-140 62-96 € 79 5 
Express $45-90 31-62 € 46.5 3 
Gap Inc. $50-70 34-48 € 41 3 
Guess $80-110 55-75 € 65 4 

Debenhams £15-45 21-63 € 42 3 
D. Perkins £15-35 21-49 € 35 3 
New Look £20-23 28-32 € 30 2 
River Island £30-40 43-56 € 49.5 4 
Topshop £30-55 43-78 € 60.5 4 

 

Table 3 displays each brand’s median price index. The price range is similar between the 

USA websites and the UK websites. Each country has one brand placed in price index 1, one 

in price index 2 and two brands in price index 3. The websites from the USA have one brand 

placed in price index 4 and one in price index 5 while the remaining websites from the UK 

both are placed in price index 4. The figure lists all brands and the price range on jeans in 

their websites. In order to make a comparison, all prices (which were shown in dollars [$] or 

pounds [£]) were converted into euro (€). Then the median price was established which was 

used to give each brand an index number. The index number gives an indication of where the 

brand is placed in the market. The higher the index number is, the more expensive the pricing 

of jeans is. 

          The selection of the brands was made purely on the basis of interviews with student 

colleagues from the USA and the UK, who asked for the most popular domestic brands. The 

result from the interviews was analyzed and the five plus five brands with the most coherent 

websites were finally chosen for the study.            

          An essential limiting criterion was to keep the data to a manageable size. The 

limitations of this essay have been established in different areas, like source of information, 

aspect of style, origin of country, language of analysis and collection of websites.  
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          Considering the tremendous and rapid development of society dominated by the mass 

media, resources of information about the brands could be found in different media such as 

the Internet, brochures, pamphlets and catalogues; although one might find that some of these 

sources contain little or no information about the brand. The source of information in this 

study has been limited to websites. By using the same medium, any differences found cannot 

be attributed to different media. 

          When considering language, the USA and the UK share characteristics. For instance, 

both countries are mono-lingual. Websites from the USA and the UK have been considered 

on account of both countries having English as native language. As delimitation, additional 

countries have been excluded due to the complexity this would add to the analysis.  

3. Method 
The study investigates the difference in level of formality in clothing retail websites depends 

on country of origin or on its placement in the market sector. First, an analysis of the language 

in the websites is required. To find sufficient data, two web pages from each clothing retail 

website were selected. In order to make a comparison among the websites possible, the same 

kind of web pages was chosen from each clothing retail website. The web pages are similar in 

layout, content and structure. The first category of web pages contains information about the 

company and is throughout the paper referred to as the ‘About Us’ web pages. The second 

category of web pages contains information about working at the company and is referred to 

as the ‘Jobs/Careers’ web pages, fully explained in section 3.2.  

          To determine the level of formality in the websites, a tool for measurement is needed. 

Heylighen and Dewaele’s index, called the F-measure, has been used in order to measure the 

level of formality in the websites. The F-measure calculates the level of deep formality in the 

researched text and is used in this study to investigate the level of formality in websites. Also 

an analysis of the occurrence of contractions has been included in case the results from the 

analysis do not strongly advocate for either the first statement (the level of language 

dependent on country of origin) or the second statement (the level of language dependent on 

placement in the market sector). The analysis of contractions will then either support one of 

the statements or establish that there is no connection between the level of formality and 

country of origin or placement in the market sector. By analysing the web pages using two 

different methods the results will be more valid and reliable. 

          Heylighen and Dewaele did not include conjunctions in either the context-dependent or 
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the context-independent category. However, in this study conjunctions have been placed in 

the category of context-dependent word classes. This study does not study spoken language 

where interjections are most likely to occur, which is why this word class has been eliminated. 

In order to maintain a balance between the two categories, it was decided that interjections 

would be replaced by conjunctions. Conjunctions can be regarded to belong to the category of 

context-dependent word classes based on the following assumptions: their function is to bind 

words together and like interjections, they fill no exact meaning (12-13). 

          A ranking of the clothing retail brands has been made. In accordance with the 

hypothesis that the level of formality might depend on country of origin, the brands have been 

divided into two groups; the first group consists of the American brands and the second group 

consists of the British brands. The second hypothesis, that the level of formality might depend 

on placement in the market sector, requires that it is established where in the market sector 

each brand belongs. Therefore it is required to rank the brands, and a scale from 1-5 has been 

used. The item used for comparison has been the brand’s pricing of jeans, since jeans are one 

of the more commonly used garments. Depending on the pricing of jeans, each brand received 

an index number from 1 to 5 representing its placement in the market. Index 1 represents the 

least expensive brand/s and index 5 represents the most expensive brand/s.  The categorisation 

is ad hoc, which means that it has been developed and created for this analysis. Further 

information is explained in section 3.2 

4. Analysis 
This chapter presents the analysis of the selected websites and explains the results.  The 

analysis was carried out on the above ten described websites. The F-measure was used to 

measure the level or formality in the web pages. Further comments on the F-measure analysis, 

see appendix 2. The frequency of contractions was analysed in order to support or question 

the results from the analysis of the F-measure.  

4.1. Analysis of Websites 
First, the total amount of words occurring in each web page was counted. Then all the 

featuring words were divided into eight word classes. The word classes were according to 

Heylighen and Dewaele’s criteria.  Last, the frequency of each word class was established.  

          In order to establish the level of formality in the websites, the analysis has been divided 

into two parts. The first part of the analysis investigates the frequency of eight word classes. 
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The frequencies, which are expressed in percentages, are then put in a formula, called the F-

measure. This will result in an F-score, varying from 0 - 100. This figure corresponds to the 

website’s level of formality.  The second part of the analysis investigates the occurrence of 

contractions, due to the fact that contractions are a feature of informal language. The 

frequency of contractions will be expressed in percentages. The result from the analysis on 

contractions will either support or counterproof the result from the analysis by the F-measure 

and by that facilitates conclusions.  

          Once the level of formality in each website has been established, the results need to be 

connected to the brands’ country of origin and placement in the market sector. In order to 

settle the connection, a categorisation of the brands is required. The categorisation will be 

divided into two parts: part one categorises each brand according to country of origin, after 

the information found in the brands’ official website. Each website belongs to either the USA 

or the UK. The second part categorises each brand according to placement in the market 

sector. In order to do so, a development of a price index will be developed, varying from 1 to 

5. 

4.1.1. The ‘About Us’ Web Pages 
This section analyses the ‘About Us’ web pages. Each brand’s web page is analyzed in terms 

of word class frequencies established by Heylighen and Dewaele. The frequencies are 

expressed in percentages. Table 4 displays all the data used in this part of the analysis.  

Table 4. Word class frequency in the ‘About Us’ web pages 

Brand Noun Adj. Prep. Art. Pron. Verb Adv. Conj. Total 
AEO 42.4% 8.8% 10.9% 10.4% 2.6% 11.9% 4.7% 8.3% 100% 
Bebe 42.6% 6.6% 8.8% 8.1% 3.8% 16.9% 2.9% 10.3% 100% 

Express 38.3% 10.6% 20.6% 8.5% 0% 12.8% 4.2% 5.0% 100% 
Gap Inc. 35.9% 7.8% 10.7% 11.6% 6.8% 12.6% 3.9% 10.7% 100% 
Guess 31.2% 15.5% 9.6% 11.1% 8.2% 13.3% 3.7% 7.4% 100% 

Debenhams 41.1% 14.4% 7.8% 4.4% 11.2% 13.3% 1.1% 6.7% 100% 
D. Perkins 27.7% 12.9% 16.4% 14.6% 3.4% 15.5% 1.8% 7.7% 100% 
New Look 20.3% 15.5% 13.5% 6.7% 12.8% 18.2% 3.4% 9.6% 100% 

River Island 19.7% 13.1% 13.9% 8.0% 11.7% 21.2% 2.9% 9.5% 100% 
TopShop 38.2% 8.3% 18.5% 7.0% 3.8% 15.3% 5.1% 3.8% 100% 
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4.1.1.1. The USA ‘About Us’ Web Pages 
Nouns are the dominating word class in all the web pages, varying from 31.2% to 42.6%. The 

AEO web page has the highest frequency of nouns. A high frequency of nouns indicates that 

context-independent words are dominating which is an indication of formal language. In the 

Bebe web page the frequency of verbs and conjunctions are high which decreases the level of 

formality. A high frequency of nouns, adjectives, prepositions and articles in the Express web 

page makes the web page the most formal one of all the web pages.  The Gap Inc. web page 

has the highest frequency of conjunctions. The Guess web page has the highest frequency of 

adjectives.  

          The conclusion from the analysis on the USA ‘About Us’ web pages is that they are 

different from each other regarding the level of formality. The highest frequency of nouns and 

verbs is found in the Bebe web page. The Gap Inc. web page has the most context-dependent 

words. The Express web page has the most context-independent words.   

4.1.1.2. The UK ‘About Us’ Web Pages 
Also in the UK web pages the nouns are dominating except in the River Island web page 

where the verbs are the dominating word class. The Debenhams web page consists mostly of 

context-independent word classes, which increase the level of formality. In the Dorothy 

Perkins web page the frequency of context-independent word classes like nouns, adjectives, 

prepositions and articles is high, which increase the formality in this web page. In the New 

Look web page the frequency of nouns is low compared to the other web pages. New Look 

has the highest frequency of adjectives and pronouns. The River Island web page has the 

lowest frequency of nouns. The high amount of context-dependent words decreases the level 

of formality in the web page. The Topshop web page has a high level of formality. Nouns and 

prepositions are the most frequent word classes.  The high frequency of context-independent 

words increases the formality in this web page. 

          Like the USA web pages the results from the UK web pages are scattered. An 

interesting fact worth mentioning is that in the River Island ‘About Us’ web page, the verb 

frequency exceeds the noun frequency. This is the opposite compared to all of the other 

‘About Us’ web pages where the noun frequency exceeds the verb frequency. The web page 

with the most context-dependent words is Topshop. The web page with the most context-

independent words is River Island.  
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4.1.2. The ‘Jobs/Careers’ Web Pages 
This section analyses the ‘Jobs/Careers’ web pages. Each brand’s web page is analyzed by the 

same criteria as in the About Us web pages analysis. The word class frequencies are 

expressed in percentages. Table 5 displays all the data used in this analysis.  

Table 5. Word class frequencies in the ‘Jobs/Careers’ web pages 

Brand Noun Adj. Prep. Art. Pron. Verb Adv. Conj. Total 
AEO 28.2% 8.0% 11.5% 12.6% 10.3% 21.9% 4.6% 2.9% 100% 
Bebe 31% 7.7% 11.6% 9.7% 5.2% 22.6% 4.5% 7.7% 100% 

Express 31.7% 8.5% 14.1% 6.3% 8.5% 20.4% 3.5% 7.0% 100% 
Gap Inc. 30.3% 9.6% 13.8% 6.4% 8% 19.7% 4.2% 8.0% 100% 
Guess 35.4% 6.5% 17.2% 8.6% 6.5% 17.2% 4.3% 4.3% 100% 

Debenhams 25.2% 7.3% 13.9% 7.3% 13.2% 26.5% 1.3% 5.3% 100% 
D. Perkins 27.4% 10.0% 13.5% 9.7% 10.0% 16.8% 5.4% 7.2% 100% 
New Look 30.2% 9.5% 17.2% 12.1% 6.9% 16.3% 2.6% 5.2% 100% 

River Island 20.4% 10.0% 13.6% 6.3% 13.6% 23% 5.2% 7.9% 100% 
TopShop 33.8% 11.3% 11.3% 7.5% 3.8% 18.6% 5.0% 8.7% 100% 

 

4.1.2.1. The USA ‘Jobs/Careers’ Web Pages 
In the AEO web page nouns and verbs are the dominating word classes. The AEO web page 

has the highest frequency of articles. In the Bebe web page nouns and verbs are the most 

frequent word classes while adverbs on the other hand are the most infrequent word class. The 

Express web page is surprisingly similar to the Gap Inc. web page in terms of word class 

frequencies. The nouns and verbs are again the most frequent word classes and again the most 

infrequent word class is adverbs. In the Gap Inc. web page nouns are again the dominating 

word class, however, the verb frequency is high contributing to making this web page less 

formal than the Guess web page. The most infrequent word class is adverbs. In the Guess web 

page the nouns are clearly dominating. The preposition frequency is high, which increases the 

level of formality in this web page. Out of the USA ‘Jobs/Careers’ web pages, the Guess web 

page has the highest frequency of nouns and prepositions.  

          The conclusion from the USA ‘Jobs/Careers’ web pages is that four of the web pages 

are similar to each other in terms of formality. The one web page that stands out from the 

others is the Guess web page which has a higher level of formality. Also worth mentioning is 

that the noun frequency in the USA web pages exceeds the verb frequency, which tends to be 
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the two most common word classes. The web page with the most context-dependent word 

classes is Bebe. The web page with the most context-independent word classes is Guess. 

4.1.2.2. The UK ‘Jobs/Careers’ Web Pages 
In the Debenhams web page the verb frequency exceeds the noun frequency, which is only 

found elsewhere in the River Island web page. The adverb frequency is the lowest of all the 

USA and UK web pages. The Debenhams web page also has the highest frequency of verbs. 

In the Dorothy Perkins web page the nouns are most frequent and adverbs are the most 

infrequent word class. The Dorothy Perkins web page has the highest frequency of adverbs. In 

the New Look web page the noun frequency exceeds all the other word classes. The verb 

frequency is low and the most infrequent word class is adverbs. The New Look web page has 

the highest frequency of prepositions. In the River Island web page the verb frequency is the 

highest of all the word classes, which in comparison with the other web pages is rare. The 

second most frequent word class is nouns and adverbs are the most infrequent word class. 

Compared to all of the ‘Jobs/Careers’ web pages, River Island has the highest frequency of 

pronouns. The Topshop web page has the highest noun frequency of all the UK web pages.  

Pronouns are the most infrequent word class. The Topshop web page has the highest 

frequency of both adjectives and conjunctions.  

          Compared to the results from the USA web pages, the UK web pages appear to have a 

slightly lower level of formality. In two of the web pages (River Island and Debenhams) the 

verb frequency exceeds the noun frequency. That is not found in any of the web pages from 

the USA and only in the River Island ‘About Us’ web page. The web page with the most 

context-dependent word classes is New Look. The web page with the most context-

independent word classes is River Island. 

4.1.3. Analysis by F-measure Formula  
This section analyses the web pages’ level of formality according to the F-measure. The 

frequency of eight different word classes is put in a formula which was developed by 

Heylighen and Dewaele. The F-measure has been modified in order to suit this study, as 

explained in section 1.3.2.  

          Each brand’s web page is analyzed and an average F-score for each website is 

calculated. Below, two tables are presented containing all the data used in this part of the 
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analysis. The first table displays the results from the analysis on the ‘About Us’ web pages 

and the second table displays the results from the analysis on the ‘Jobs/Careers’ web pages.   

Table 6. Formality scores for the ‘About Us’ websites 

 
 

Table 7. F-scores for ‘Jobs/Careers’ websites 

 

          The formality scores for the ‘About Us’ web pages vary from 54.7 to 78.0. The average 

F-score for the ‘About Us’ web page is 67.2. The average F-score for the USA ‘About Us’ 

web pages is 70.0 and the average F-score for the UK ‘About Us’ web pages is 64.4. The 

results state that the USA web pages have a higher level of formality than the UK web pages.  

          The formality scores for the Careers/Jobs web pages vary from 50.3 to 69.0. The 
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average F-score for the Careers/Jobs web page is 60.6. The average F-score for the USA web 

Careers/Jobs web pages is 61.7 and the average F-score for the UK Careers/Jobs web pages is 

59.5. The results state that the USA web pages have a higher level of formality in the 

‘Jobs/Careers’ web pages as well as the ‘About Us’ web pages. However, the difference is not 

as distinct in the ‘Jobs/Careers’ web pages as in the ‘About Us’ web pages. The difference 

between the USA and the UK ‘About Us’ web pages is 2.8 while the difference between the 

‘USA and the UK Jobs/Careers’ web pages is 2.2. 

          The average F-score for the USA ‘About Us’ web pages is 70.2 and for the UK ‘About 

Us’ web pages the average F-score is 64.4 . The figures for the USA ‘Jobs/Careers’ web 

pages is 61.74  and for the UK ‘Jobs/Careers’ web pages 59.5 . The difference between the 

USA and UK ‘About Us’ web pages’ average F-scores is 5.8 and in the USA and UK 

‘Jobs/Careers’ web pages’ average F-score it is 2.24. The difference between the ‘About Us’ 

web pages is greater than in the ‘Jobs/Careers web pages.  

          A comparison with each brand’s index number could explain the difference in the level 

of formality. The average index number for the USA website is 3.4 and the average index 

number for the UK web page is 3.2., which is 0.2 percentage units lower.  The average F-

score in the USA ‘About Us’ and ‘Jobs/Careers’ web pages is the highest, but this could 

depend on the USA brands having a slightly higher average index number. 

          The analysis has clarified the level of formality in each web page from all the selected 

websites. The most formal ‘About Us’ web pages from both the USA and the UK are AEO, 

Express, Dorothy Perkins and Topshop. Out of these four web pages; two are from the USA 

and two from the UK. The most formal ‘Jobs/Careers’ web pages from both the USA and the 

UK are Guess, New Look and Topshop. The Express and the Dorothy Perkins web pages 

shared the fourth place on the ranking. Out of these five web pages, two are from the USA 

and three from the UK.   

          Comparing the F-score from each web page to each brand’s price index number shows 

if there is any connection between the level of formality and market sector. Table 8 displays 

the average F-score for each website, including both the ‘About Us’ and the ‘Jobs/Careers’ 

web pages.  
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Table 8. Average F-score for each website  

 
 

The F-scores for AEO are 72.5 and 60.3. The average F-score for AEO is 66.4 and the price 

index number is 2.  

          The F-scores for Bebe are 66.1 and 60.0. The average score is 63.0 and the price index 

number is 5.  

          The F-scores for Express are 78.0 and 60.6. The average score is 69.3 and the price 

index number is 3.  

          The F-scores for Gap Inc. are 66.0 and 60.1 with an average F-score that is 63.0. The 

price index number for Gap Inc. is 3.  

          The F-scores for Guess are 67.4 and 67.7. The average score for Guess is 67.6 and the 

price index number is 4.  

          The F-scores for Debenhams are 67.7 and 53.7 which gives an average score of 60.7. 

The price index number for Debenhams is 3. 

          The F-scores for Dorothy Perkins are 71.6 and 60.6. The average score is 66.1 and the 

price index number is 3.  

          The F-scores for New Look are 56.0 and 69.0 which makes the average score 62.5. The 

price index number for New Look is 2.  

          The F-scores for River Island are 54.7 and 50.3. The average score is 62.5 and the price 

index number for River Island is 4.   

          The F-scores for Topshop are 72.0 and 63.9. The average score is 67.9 and the price 
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index number is 4.  

          The conclusion from this comparison suggests that there is no obvious connection 

between the level of formality in the websites and market sector. For instance, the four 

websites with the highest average F-score are Express, Topshop, Guess and AEO, while the 

four websites with the highest price index number are Guess, Bebe, River Island and 

Topshop. Only Guess and Topshop had both the highest average F-score and the highest price 

index number. The two websites with the lowest F-score are River Island and Debenhams 

while the two websites with the lowest price index number are AEO and New Look. 

          However, a connection between the level of formality in a web page and the country of 

origin may exist, but the connection is vague. As investigated in the analysis, the F-score for 

the UK web pages tend to be lower when comparing the average F-score. However, when 

comparing each web page separately, the distinction is not as obvious. For instance, in the 

‘Jobs/Careers’ web pages, one of the UK web pages has the highest F-score (New Look). 

4.1.4. Analysis of Contractions 
This section investigates the occurrence of contractions in the web pages. As a feature of 

informal language, the frequency of contractions will support the results from the analysis of 

formality using the F-measure or state that there is no obvious link between brand – country 

of origin – market sector. Table 9, presented below, shows in percentages the frequency of 

contractions. Each contraction is counted as one, for instance, you’ll is considered as one 

contraction and not as two.  

Table 9. Frequency of contractions in web pages 

USA ‘About Us’ ‘Jobs/Careers’
AEO 0.00% 1.72% 
Bebe 0.00% 0.00% 
Express 0.00% 3.52% 
Gap Inc. 0.00% 1.06% 
Guess 0.00% 0.00% 
UK ‘About Us’ ‘Jobs/Careers’
Debenhams 1.11% 1.32% 
D. Perkins 0.00% 0.00% 
New Look 0.67% 0.00% 
River Island 0.73% 0.52% 
Topshop 0.00% 0.00% 
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The occurrence of contractions in the web pages is low. Contractions are only found in eight 

of twenty web pages. As the table displays, no contractions were found in the USA ‘About 

Us’ web pages and the majority of the pages containing contractions are from the UK. The 

frequency of contractions varies from 0.52% to 3.52%. The highest frequency of contractions 

is found in the Express web page, which has a high F-score, which indicates a high level of 

formality. However, River Island, which has a low F-score in both web pages also, has 

contractions in both web pages. The average percentage of the occurrence in the website 

categories is accordingly: 

Table 10. Average frequency of contractions (expressed in percentages) 

USA About Us' Jobs/Careers' Website Average 
  0% 1.26% 0.63 % 

UK About Us' Jobs/Careers' Website Average 
  0.5% 0.37% 0.44% 

  

Table 10 clearly demonstrates that contractions are more likely to occur in the ‘Jobs/Careers’ 

web pages rather than the ‘About Us’ web pages. However, in the right-hand column the table 

displays that the average frequency of contractions in each website is higher in the websites 

from the USA. This partially contradicts to the results from the analysis on word class 

frequencies, which can be explained by looking at the figures in table 9. The American 

‘About Us’ web pages all lack contractions, and three out of five of the British ‘About Us’ 

web pages contain contractions. This leads to the conclusion that the difference is greater 

between the American web pages rather than the USA web pages versus the UK web pages. A 

possible reasons for the, in the context, high frequency of contractions in the USA 

’Jobs/Careers’ web pages could be a deliberate choice of informal language to target 

candidates desired to apply for a job in the company. Perhaps the British websites wish to 

target another group of candidates and therefore do not experience a need to notably adjust the 

level of formality in the ‘Jobs/Careers’ web pages.  

          The table presented below shows each website’s place in the ranking of highest average 

F-score and its occurrence of contractions. The ‘x’ in the table shows in which web pages 

contractions were found.  
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Table 11. The occurrence of contractions in web pages versus F-score 

Brand Ranking ‘About Us’ ‘Jobs/Careers’ 
Express 1   x 
Topshop 2     
Guess  3     
AEO 4   x 
D. Perkins 5     
Bebe 6     
Gap Inc. 6   x 
New Look 7 x   
River Island 7 x x 
Debenhams 8 x x 

 

The four web pages with the highest average F-score are Express, Topshop, Guess and AEO. 

Out of these four websites, contractions are found in the Express ‘Jobs/Careers’ web page and 

the AEO ‘Jobs/Careers’ web page. The two websites with the lowest F-score are River Island 

and Debenhams, which have contractions in both the ‘About Us’ and the ‘Jobs/Careers’ web 

pages. The table establishes that the further down the ranking list regarding F-score, the more 

common the occurrence of contractions is. 

          The study of contractions in the web pages states that contractions are not a common 

feature in the analysed web pages. However, a comparison with the websites’ average F-score 

recognises a vague connection between a website having a low F-score and the occurrence of 

contractions in the website.  

          The results from the analysis of contractions state that contractions are more frequent in 

the UK web pages. Web pages with a low F-score are likely to have contractions. The 

conclusion from the analysis of contractions is that it supports the results from the analysis of 

the formality using the F-measure. 

Conclusion 
The aim of this paper was to analyse the language in clothing retail websites and determine 

whether there is a difference in the usage of formality depending on country of origin or on 

market sector. The analysis of the websites was carried out by the F-measure and an analysis 

of the occurrence of contractions. The words in each web page were divided into eight word 

classes, and the frequency for each word class was calculated. Nouns are clearly the most 

frequent word class and verbs the second most frequent word class. Only in two of the UK 
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websites and none of the USA websites does the verb frequency exceed the noun frequency. 

          The frequency of the word classes was measured according to the F-measure formula 

developed by Heylighen and Dewaele. Each web page was analysed and an average F-score 

was calculated. The results state that the American web pages have a higher level of formality 

than the British web pages. However, the difference is not as distinct in the ‘Jobs/Careers’ 

web pages as in the ‘About Us’ web pages. This was compared to each brand’s price index 

number. The average F-score is higher in the American ‘About Us’ and ‘Jobs/Careers’ than 

the British web pages. However, this could depend on the fact that the American websites 

have a little higher average price index number. The conclusion from this comparison 

suggests that there is no obvious connection between the level of formality in the websites and 

market sector. However, a connection between the level of formality in a web page and the 

country of origin exists, but the connection is vague.  

          The occurrence of contractions in the web pages is moderate: contractions were only 

found in eight out of twenty web pages. No contractions were found in the American ‘About 

Us’ web pages and the majority of the pages containing contractions were from the UK. A 

comparison with each website’s average F-score recognised that there was a connection 

between a website with a low F-score and the occurrence of contractions in the website. The 

results stated that contractions are more frequent in the UK web pages, which means that web 

pages with a low F-score are likely to use contractions. The conclusion is that the result from 

the analysis on contractions supports the result from the analysis on formality using the F-

measure. 

          Further studies could investigate formality from additional aspects of these areas, for 

instance, additional countries, data from other sources than the Internet and a comparison of 

different languages. For example, an analysis could be carried out on different types of 

magazines within the same topic. The researcher should have access to an extensive corpus 

for analysis which is likely to lead to a more definite conclusion, stating whether the level of 

formality depends on country of origin, market sector or any other aspect that might be suited 

for an analysis.  

 



Karlsson 26 

 

 

Works Cited 

Primary Sources 

 “American Eagle Outfitters.” American Eagle Outfitters. 2008. American Eagle Outfitters, 

Inc. 9 Jan. 2008. <http://www.ae.com/>.  

“American Eagle Outfitters – Investor Relations – Corporate Overview.” American Eagle 

Outfitters. 2008. American Eagle Outfitters, Inc. 29 Jan. 2008. <http://phx.corporate-

ir.net/phoenix.zhtml?c=81256&p=irol-homeprofile/>. 

“AEO”. American Eagle Outfitters. 2008. American Eagle Outfitters, Inc. 29 Jan. 2008. 

<http://www.liveyourlifeloveyourjob.com/>. 

“bebe.com : bebe.” Bebe. 2008. Bebe Stores, Inc. 9 Jan. 2008. <http://www.bebe.com>.  

“bebe.com : about bebe : the company.” Bebe. 2008. Bebe Stores, Inc. 29 Aug. 2007. 

<http://www.bebe.com/gp/browse.html/104-3388471-6987164?ie=UTF8&node 

=15398901&bbBrand=core >. 

“bebe.com : about bebe : bebe jobs.” Bebe. 2008. Bebe Stores, Inc. 29 Aug. 2007. 

<http://www.bebe.com/gp/browse.html/104-3388471-6987164?ie=UTF8&node 

=15398911&bbBrand=core >. 

“Debenhams Online UK Department Store – Debenhams Online.” Debenhams. 2008. 

Debenhams Retail PLC. 9 Jan. 2008. <http://www.debenhams.com/>. 

“about us – Debenhams.” Debenhams. 2008. Debenhams Retail PLC. 30 Aug. 2007. 

<http://www.debenhamsweddings.com/site_services/heading_hero.jsp?FOLDER%3C%

3Efolder_id=150511>.  

 



Karlsson 27 

 

 

“jobs – about us – Debenhams.”  Debenhams. 2008. Debenhams Retail PLC. 30 Aug. 2007. 

<http://www.debenhamsweddings.com/site_services/heading_hero.jsp?FOLDER%3C%

3Efolder_id=79379&bmUID=1188216000703>.  

“Dorothy Perkins – Womens Clothing: Dresses, Shoes, Maternity Clothing, Petite Clothes, 

Swimwear and more Womens Fashion to buy online.” Dorothy Perkins. 2008. Dorothy 

Perkins. 9 Jan. 2008. <http://www.dorothyperkins.com>. 

“Recruitment.” Dorothy Perkins. 2008. Dorothy Perkins. 17 Dec. 2007. 

<http://www.dorothyperkins.com/promostores/dp/recruitment_2003/site/>.  

“Express.” Express Fashion. 2008. Express. 9 Jan. 2008. <http://www.expressfashion.com> 

“Expressfashion.com.” Express Fashion. 2008. Express. 29 Aug. 2007.  

<http://www.expressfashion.com/companyinfo.html>.  

“Express Career Opportunities.” Express Fashion. 2008. Express. 29 Aug. 2007. 

<http://www.expressfashion.jobs/express/job_start.asp>. 

“Gap Inc.” Gap Inc. 2008. Gap Inc. 9 Jan. 2008. <http://www.gapinc.com>. 

“Gap Inc. – About Gap Inc.” Gap Inc. 2008. Gap Inc. 29 Aug. 2007. 

<http://www.gapinc.com/public/About/about.shtml>.  

“Gap Inc. – Careers.” Gap Inc. 2008. Gap Inc. 29 Aug. 2007. 

<http://www.gapinc.com/public/Careers/careers.shtml>. 

“GUESS.” Guess. 2008. Guess, Inc. 9 Jan. 2008. <http://www.guess.com/Home.aspx>. 

“GUESS: About GUESS.” Guess. 2008. Guess, Inc. 3 Sep. 2007. 

<http://www.guess.com/About.aspx>. 

 



Karlsson 28 

 

 

“GUESS Work.” Guess. 2008. Guess, Inc. 29 Aug. 2007. <http://www.guessinc.com/Work>.  

“New Look.” New Look. 2008. New Look. 9 Jan. 2008. <http://www.newlook.co.uk>. 

“River Island.” River Island. 2008. River Island. 9 Jan. 2008. <http://xml.riverisland.com>. 

“River Island.” River Island. 2008. River Island. 30 Aug. 2007. 

<http://xml.riverisland.com/flash/content.php>. 

“Topshop – Womens Clothing – Womens Fashion – Topshop.” Topshop. 2008. Topshop. 9 

Jan. 2008. <http://www.topshop.com>. 

“About Topshop – Topshop.” Topshop. 2008. Topshop. 30 Aug. 2007. 

<http://www.topshop.com/webapp/wcs/stores/servlet/StaticPageDisplay?storeId=12556&

catalogId=19551&identifier=ts1%20about%20topshop>.  

“Welcome to the TOPSHOP/TOPMAN recruitment area!” Topshop. 2008. Topshop. 30 Aug. 

2007. <http://www.topshop.com/promostores/tops/recruitment_2003>.  

Secondary Sources 

Printed Sources 

Björk, Lennart and Michael Knight and Eleanor Wikborg. The Writing Process: Composition 

Writing for University Students. 2nd Edition. Lund: Studentlitteratur, 1992.  

Cobley, Paul. The Routledge Companion to Semiotics and Linguistics. London: Taylor & 

Francis Ltd, 2001.  

Cornbleet, Sandra and Ronald Carter. The Language of Speech and Writing. London:  

Routledge, 2001.  

 



Karlsson 29 

 

 

Hornby, Albert Sidney. Oxford Advanced Learner’s Dictionary of Current English. 6th 

Edition. Oxford: Oxford University Press, 2000.  

Joos, Martin. The Five Clocks – A Linguistic Excursion into the five Styles of English Usage. 

New York: Harcourt, Brace & World, Inc, 1967.   

Koester, Almut. The Language of Work. London: Routledge, 2004.   

Matthews, Peter Hugoe. The Concise Oxford Dictionary of Linguistics. Oxford: Oxford 

University Press, 2007. 

Thornborrow, Joanna and Shan Wareing. Patterns of Language: an Introduction to Language 

and Literary Style. 1st Edition. London: Routledge, 1998. 

Trudgill, Peter. Introducing Language and Society. London: Penguin, 1992. 

Electronic Sources 

Heylighen, Francis and Jean-Marc Dewaele. “Formality of Language: Definition, 

Measurement and Behavioral Determinants.” 1999. Internal Report. Free University of 

Brussels. 10 Jun 2008. <http://pespmc1.vub.ac.be/Papers/Formality.pdf>. 

Clothing – Wikipedia, the free encyclopedia. 9 Jun 2008. Wikipedia, the Free Encyclopedia. 

10 Jun 2008 <http://en.wikipedia.org/wiki/Clothing> 

Register (sociolinguistics) – Wikipedia, the free encyclopedia. 28 May 2008. Wikipedia, the 

Free Encyclopedia. 10 Jun 2008 

<http://en.wikipedia.org/wiki/Register_%28linguistics%29>.  

 



Karlsson 30 

 

 

Appendices 

Appendix 1. Presentation of Websites 
 

American Eagle Outfitters (abbr. AEO) 

 AEO was founded in Pennsylvania by Edward Beinstein in 1904 but changed to its current 

look in 1977. The company’s vision is to provide quality merchandise at affordable prices. 

AEO operates a total of 926 stores in the USA, Puerto Rico and Canada (American Eagle 

Outfitters, 9 January 2008, <http://www.ae.com>).  

Bebe 

Bebe was founded in California in 1976 by Manny Mashouf. It provides women with 

contemporary merchandise in 291 stores located in the USA, Puerto Rico, Canada and 

internationally located stores in Singapore, Thailand, Indonesia, Malaysia, Israel and the 

United Arab Emirates (Bebe, 9 January 2008, <http://www.bebe.com>). 

Express 

Express was founded in 1980 and the headquarters are located in Ohio. The company’s vision 

is to provide young and sophisticated fashion among young men and women.  Today, the 

brand operates 700 stores in the USA (Express, 9 January 2008, <http://www.express 

fashion.com>).  

Gap Inc. 

Gap Inc. was founded in California in 1969 by Donald and Doris Fisher. Gap Inc.’s vision is 

to make it easy for people to express their style. There are more than 3100 stores worldwide 

(Gap Inc., 9 January 2008, <http://www.gapinc.com>). 

Guess 

Guess was founded in California in 1981 by the four brothers Georges, Armand, Paul, and 

Maurice Marciano. Today Paul and Maurice are the CEOs of Guess. The brand’s vision is to 

provide its customers with innovative and fashion-forward merchandise. There are 47 Guess 

stores worldwide (Guess, 9 January 2008, <http://www.guess.com/Home.aspx>).  

Debenhams 

Debenhams was founded in London in 1813. The company is committed to offering its 
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customers greater value, a wider choice and excellent service. The company has 40 

international franchise stores in 16 countries outside the UK and Ireland (Debenhams, 9 

January 2008, <http://www.debenhams.com>). 

Dorothy Perkins (abbr. D. Perkins) 

Dorothy Perkins was founded in 1909 and adopted the name Dorothy Perkins in 1919.  

Dorothy Perkins claims to be the largest female fashion chain in the UK with more than 600 

stores countrywide and 52 internationally located outlets (Dorothy Perkins, 9 January 2008, 

<http://www.dorothyperkins.com>). 

New Look 

New Look was founded in Taunton in 1969 by Tom Singh. It operates 250 stores countrywide 

and 15 stores across France, Belgium, and through franchise stores in Dubai, Kuwait and 

Saudi Arabia (New Look, 9 January 2008, <http://www.newlook.co.uk>).  

River Island 

River Island was founded by Bernard Lewis in London in 1948 but changed to its current 

brand name in 1989. It operates 250 stores in the UK, Republic of Ireland, Europe, the Middle 

East and Far East. River Island describes itself as the leader in casual fashion (River Island, 9 

January 2008, <http://xml.riverisland.com>).  

Topshop 

Topshop was founded in London in 1964 within a department store and became a stand-alone 

retailer in 1974. Topshop aims at producing the best fashion on the British high street and 

strive to support creativity. Today it is found in the UK and thirty more countries (Topshop, 9 

January 2008, <http://www.topshop.com/>). 
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Appendix 2. Applying the F-measure on the Web Pages  
 

American Eagle Outfitters  

Applying the F-measure on the ‘About Us’ web page gives the formula: F= 

(42.4+8.8+10.9+10.4-2.6-11.9-4.7-8.3+100)/2. The formality score (F-score) is 72.5. 

Applying the F-measure on the ‘Jobs/Careers’ web page, F= (28.2+8.0+11.5+12.6-10.3-21.9-

4.6-2.9+100)/2, gives an F-score of 60.3.  

Bebe 

The Bebe ‘About Us’ web page, the formula: F= (42.6+6.6+8.8+8.1-3.8-16.9-2.9-

10.3+100)/2) gives an F-score that is moderate: 66.1. The F-score in the ‘Jobs/Careers’ web 

page, F= (31.0+7.7+11.6+9.7-5.2-22.6-4.5-7.7+100)/2, is 60.0.  

Express 

In the Express ‘About Us’ web page the formula F=(38.3+10.6+20.6+8.5.0-0-12.8-4.2-

5+100)/2 gives an F-score that is 78 . The F-score, F=(31.7+8.5+14.1+6.3-8.5-20.4-3.5-

7.0+100)/2, in the ‘Jobs/Careers’ web page is 60.6 .  

Gap Inc. 

In the Gap Inc. ‘About Us’ web page the formula is F= (35.9+7.8+10.7+11.6-6.8-12.6-3.9-

10.7+100)/2, giving an F-score of 66.0. Gap Inc.’s ‘Jobs/Careers’ web page, F= 

(30.3+9.6+13.8+6.4-8.0-19.7-4.2-8.0+100)/2, has an F-score of 60.1.  

Guess 

The F-score in the Guess ‘About Us’ web page is F= (31.2+15.5+9.6+11.1-8.2-13.3-3.7-

7.4+100)/2, 67.4. The F-score in the ‘Jobs/Careers’ web page, F= (35.4+6.5+17.2+8.6-6.5-

17.2-4.3-4.3+100)/2, is 67.7. 

Debenhams 

The formula in the Debenhams ‘About Us’ web page is F= (41.1+14.4+7.8+4.4-11.2-13.3-

1.1-6.7+100)/2 which gives an F-score that is 67.7. The F-score in the ‘Jobs/Careers’ web 

page is, F= (25.2+7.3+13.9+7.3-13.2-26.5-1.3-5.3+100)/2, 53.7.  

Dorothy Perkins 

In the Dorothy Perkins ‘About Us’ web page the formula F= (27.7+12.9+16.4+14.6-3.4-15.5-
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1.8-7.7+100)/2 gives an F-score that is 71.6. The F-score in the ‘Jobs/Careers’ web page is, 

F= (27.4+10.0+13.5+9.7-10.0-16.8-5.4-7.2+100)/2, 60.6.  

New Look 

In the New Look ‘About Us’ web page the formula F= (20.3+15.5+13.5+6.7-12.8-18.2-3.4-

9.6+100)/2 gives an F-score that is 56. The F-score in the ‘Jobs/Careers’ web page, F= 

(30.2+9.5+17.2+12.1-6.9-16.3-2.6-5.2+100)/2, is 69.   

River Island 

The River Island ‘About Us’ web page has a F-score that is, F= (19.7+13.1+13.9+8.0-11.7-

21.2-2.9-9.5+100)/2, 54.7. The F-score in the ‘Jobs/Careers’ web page is, F= 

(20.4+10.0+13.6+6.3-13.6-23.0-5.2-7.9+100)/2, 50.3.   

Topshop 

In the Topshop ‘About Us’ web page the formula is F= (38.2+8.3+18.5+7-3.8-15.3-5.1-

3.8+100/2 which gives a F-score of 72. The F-score in the ‘Jobs/Careers’ web page is, F= 

(33.8+11.3+11.3+7.5-3.8-18.6-5.0-8.7.0+100)/2, 63.9.  
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