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This text is an advertisement (text form) which describes a two-star Michelin restaurant located in Ireland and illustrates some of the gourmet items you can find on its menu; there is also a brief description of the location. As far as text type is concerned, we can say that this short text is mainly argumentative, because its aim is to attract customers and persuade them to go to the particular restaurant. At the same time, it also exploits some descriptive and narrative devices, since it gives us a detailed image of what the place looks like and what it offers, and it shortly tells us the history of the restaurant. 
The double nature of our text type can be seen in the wide range of adjectives used, a typical trait of descriptive texts (e.g. the most respected, legendary, charming, impressive). All of these adjectives offer a positive and slightly exaggerated connotation, which carries most of the persuasive power of this text, giving it argumentative characteristics. Besides this, we can also find some hedging expressions (e.g. you’ll be talking about this place for some time after, arguably) and some hyperboles (e.g. the restaurant has long set the standards to which others aspire). 
From a lexical point of view, most words belong to the semantic field of cooking and cuisine (e.g. dark chocolate tart, lobster ravioli, sweetbreads, digestive, cuisine, chef). These vocabulary choices show a mixture of generic items (e.g. food, restaurant) and other more specific terms (e.g. caramelized veal sweetbread). We can even find some examples of collocations (e.g. to hold two Michelin stars, impressive food, aspire to a standard, charming spot). 
From a grammatical point of view, we could argue that the simple grammatical words are used to underline the uniqueness of the place being described (e.g. the only, this place, the most respected). The nouns used are mostly concrete nouns and they are more polished and refined than average language (e.g. digestif, chef, cuisine, contemporary dark chocolate tart). Furthermore, the verbs are in a present and present perfect tenses to describe an on-going situation (e.g. has long set, has won, has held), they are in the active form, and they belong to the realm of perception.  
[bookmark: _GoBack]For what concerns textuality, we can say that our text has an underlying semantic logic (cohesion and coherence) because it has a recognizable topic and a recognizable function which are put forth with an effective structure (a clear division between the beginning and the development of the text). Throughout the text we can find conjunctions, connectives and discourse markers that help the customers in their reading experience. The clause and sentence structure are fairly simple, mainly with coordinate clauses linked by and (e.g. Patrick Guilbaud’s opened in 1981 and since then has won…), but at the same time the noun phrases are complex and dense of adjectives to further specify what is being described. Therefore, we can say that this text is acceptable because it has all the features readers expect to find in an advertisement. Lastly, the term “Michelin stars” gives us an intertextual reference to another text, which is the world-wide known Michelin guide for restaurants.  

