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ABSTRACT

The names of shops and services constitute a ‘aasiopthe linguistic landscape of an area, mathly city
center as most shops are located there. In themmggttzbalized world, sighage of shops is linguistig colorful.
World languages appeared in shop names with Englishe first place and the application of foreigords in
the signage is internationally an increasingly papphenomenon. However, in the past, before tt894,9using
foreign words in shop signage was not a fashionttbled. In my work | examine the change of shop ingm
practice from a historical perspective in the cemteHédmesvasarhely within a century. | divided the more
than 100 years long period in three sections,istaftom the early 20 century, the period of communism and
the present times. | collected photos and old podscof the town center from these three periodsrevthe shop
names are visible and examined how the shop nameindency changed during the decades and how the
proportion of foreign names have increased by #girining of the 2% century.
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INTRODUCTION

Linguistic landscape, introduced and defined bydrgnand Bourhis as “the language of
public road signs, advertising billboards, stresanes, place names, commercial shop sign and
public signs on governmental buildings combinedoton the LL (linguistic landscape) of a
given territory, region, or urban agglomeration’A(DRY ET AL., 1997,25). The linguistic
landscape is present in our daily life: signs anticeboards are visible in the streets, public
buildings and shops (RTER ET AL, 2008). The examined places can be shopping centers,
schools, offices, companies, buses, swimming paold,streets (LsKY, 2009).

As a result of the globalization, by the end of g&@#h century the centers of cities became
culturally and linguistically colorful and complexGoRrRTER 2006). World languages,
especially the English language, as the fashionabte prestige language infiltrates in the
elements of public signage ¢8TER 2006). Studies of the linguistic landscape provide
analyses of written information in streets in aa@erarea (GRTER ET AL, 2008).

The signage of shop and services greatly contrituteaking the linguistic landscape of the
cities more colorful. In most European countriese #ipplication of foreign languages in
business signage has become very widespread. Ehefdsreign words and names in shop
names, advertisements and signage are not withopbge: the foreign words provide extra
meaning, prestige or provoke association with tthen@cultural stereotype of the country
where the language is spokem@il ET AL., 2009).

The linguistic landscape of a town is not statiteis changing dynamically as shops and
services are closing down and new ones are opeRunthermore, society, regimes, politics
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are changing. All these changes are reflectedaditiguistic landscape of a place. Therefore,
linguistic landscape is both symbolic and informat(GoRTER ET AL, 2006). It gives the
observer information about the actual power retegjopolitical situation and fashionable
trends of language use. In this study the tempdrahge of the linguistic landscape in the
center of Hodmewaséarhely is overviewed from the early 20th centilrmowadays.

MATERIALS AND METHODS

Using Huebner and Backhaus’ method according td wie restricts his resears in space,
(BAcHAUS, 2007) I limited my research to one area. Withlik®p of a map | determined the
center of Hoédmewasarhely as this is the area where the most saogsservices can be
found. For the mapping of the present linguisticdscape | used a digital camera and took
fotos of the signage with foreign languages whitéing down the names of all shops and
services in the area for quantitative results. iAthat | calculated the ratio of foreign language
signs according to languages and presented thésr@swa pie chart. For the historical data |
gathered material from Németh LaszI6 library andldkpont Museum using postcards and
fotos, and grouped them according to the periodwvthey were taken. To limit the time span,
still get a thorough picture of the history | stéaftthe comparative examination from the early
1900s so that insight of the linguistic landscapange over a century could be gained. Also,
visual material is more available from this periofince the purpose of the study was to get
an insight of the linguistic landscape of a givestdrical time and make and to compare the
data of the different time sections, | divided peziod from 1900 to the socialist regime, from
the socialist regime till the 1990, when the chaofgthe regime happened and from the 1990s
till today. Based upon the visual materials | ecled containing shops and their signage the
change in the signage trend over the century doelldbserved.

The early 20th century

In this period the the tendency for naming shopgbservices mainly included the name of the
owners that provided the shop name respectivelgréibre, shop signage consited names,
often of foreign origin in their signage, sometimegh the profile added, frequently in
possessive formGrossmann R. és FigGrossmann R. and sorylanheim Lip6t ArGhaza
(Manheim Lip6t's supermarket)Bandula Sandor Vas ésiiszerkereskédes¢Bandula
Sandor’s Haberdashery and GrocemMadasz Miklés Drogériajdvadasz Miklés’ Drugstore),
Pitzer Sandor, Nemes Armi@ther shop names that did not contain proper namesg
written in Hungarian language, eKgk CsillaghoZTo Blue Star).

The socialist regime

The period of the socialist regime lasted from 12989 in Hungary. In the photos and
postcards | found it seems that instead of properes, shops obtained their names from their
function, thus signage contained Hungarian wordsrrieg to the products sold or services
provided at a given business. For instartidéztartasi és VegyiarukHousehold Goods and
Chemicals),Barkacsbolt(D1Y), Miszaki Faaruk(Technical Wood)H6d Aruhaz, Komplett
Ruhazati Vallalat (H6d Department store, Complett ClothesmPany), Jarmi szakizlet
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(Vehicle Shop), lllatszerbolt (Perfumerigdyermek RuhabolKids’s Clothes Shop)Sport,
Jaték, Ajandék, Rekord Aruhg8port, Toys, Gifs, Record Department Stor&karék
Pénztar(Savings Bank)lBUSZ(Travel Agency).

Names were given in Hugarian language almost exellys | found only two examples of
non-Hungarian language use in shop signggpresspa café in present Kossuth square, and
Sport, Horgasz, Camping Bpl(Sport, Fisherman, Camping SHoas name, however, the
signage under contain&emping Ardk’(the Hungarian equivalent focamping goods’). It
seems that the word 'camping’ appeared in both waysthe English word appeared in the
name, with more emphasied visual display writtehigger letters.

From the late 20th century until today

By the late 20 with the spreading if the globalizat foreign languages infiltrated in the
public signage in respect of shops and services. bdoming in the presence of the foreign
languages is a relatively modern phenomenon andéhtannational practice. Mostly, the
purpose of applying foreign languages in the signaigbusinesses is to provoke association
with the ethnocultural stereotype of the speakérh® country where the language is native
to. The signage does not neccesarily has to beinggah relevant to the shop’s profile or
undertandable to the speakers of the language torig easily associated with the stereotype.
The most widespread foreign language in non-Englgaking countries is Englishi(EER,
2003).

Typical languages choices according to profiles thedoint ethnocultural stereotypes: Italian:
restaurants, confectionaries (often ice creams3talhd fashion. The ethnocultural stereotype
of good food and positive attitude to lifepdn Pedro Pizzerig French: fashion, parfumerie,
restaurant (the etnocultural stereotype of elega(®mica Boutique); English: informatics,
electronics primarily, ocassionally luxury cars,ocblate. English cannot be categorized
unanimously as it is a highly fashionable foreigmduage associated with the Western
culture, and youth culture RTER 2006) thus used in any fields of signadelettro digid;
German: technology (the etnocultural stereotypere€ision, quality and reliability).

In Hédmedvasarhely, just like in other European cities, fignage of shps and services
abound in foreign languages, especially Englishheyearly 21th century. The data collected
in 2011 show that about 50% of shop names and gégimeludes foreign languages, totally or
partially.

The foreign language use in shop signage can oecudifferent ways (KLLEN, 2009,
SHOHAMY ET. AL., 2009): the entire word in foreign language withawdtive language
equivalent (1); foreign word is complementary,rgowith the native language content (2); it
blends with the native language in one word (3)gifgn word is inserted in the native
language context (4).

CONCLUSIONS

The shop and service names of Hodéwésarhely have undergone a major change
establishing the more colorful linguistic landscapauding English, Italian, French, German,
Latin and other languages. In the early the 190@sshops primarily got their names from
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their owners, containing foreign elements only &ase the name had foreign sound or origin.
In the era of socialism, names that referred tosthep profiles were applied, thus foreign
elements were hardly present. After the 90s with dpreading of the globalization, foreign
names, words or elements appeared with Englisherfitst place and started to boom. The
international trend of foreign language use in shgmnage is flourishing in
Hodmesbvasarhely, sometimes for provoking association Wit ethnocultural stereotype,
but often independently from meaning or shop peofd create prestige or a cosmopolitan
atmosphere (EELMAN, 2009). With the international fashion of the boogifareign language
use, it can be supposed that trend in Hodivézarhely will persist or even increase.

In the early 1900s there was a preference towdnelsise of the owner’'s name (elpmes
Armin, Grosz Izidor then in the socialist regimes proper names appegrely they were
rather substituted by the function or the profiféte shop, using Hungarian language. By the
end of the 20th century foreign languages havdtnated into shop naming practice and if
proper names are used, they are often of foreigginofe.g.Don Pedrg. The dominance of
English language can also be observed. The foraigguage use appears in about 50% of
shop names, and mainly corresponds to the intemaltitrend of the application of foreign
names or words in shop signage. Considering thdhenbeginning of the 1900s the shop
names with foreign sound were only present becthesewner had a foreign sounding name,
then in the socialism until the 1990 there was almwo foreign language used in shop
signage, it can be concluded that the foreign laggwse in shop signage appeared and has
become a popular naming practice after the 1990s.
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