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ABSTRACT

An examination of the linguistic landscape can leapfsom different perspectives depending on theetspf

it the linguist wants to investigate. The most freqt thematic categorizations for examination dre t
viewpoints of tourism, economy and minority langeiage and the business perspectives. Accordirrgiy, &
touristic point of view the examination focuses whether the public places frequently visited byrigtu
present relevant information in foreign languaged ahat languages are used. This provides infoomati
about the preparedness of the area for 'acceptorgign tourists and can ease their stay. From rority
language perspective the appearance of minoritgulages in signage in public places is examinedeto g
information about the status of minority languagefbe business perspective examination includes the
mapping of signage and names disposed by shopssemites. The linguistic landscape is mapped and
analyzed from the point of view of the foreign laages applied, their content and relevance to the
establishment (shop or service) type to get infeienaabout how much the shops of a certain prdéleow

the international trends in using foreign languaigethe signage. In this paper the linguistic lavagse of the
center of Hoédmewéasarhely, Hungary, is examined from the perspeativtourism, minority languages and
business. The territory of the research is limitethe center of town as it houses most businességourists

are likely to visit it. The purpose if this papertd investigate the different results gained fiti® mappings
carried out on the different perspectives. The abje is to outline the linguistic landscape of tba/n center
and by comparing the results conclusions as tolwagpect the town center is the most and the praptaired

for within the same area are drawn.
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INTRODUCTION

The linguistic landscape of town centers is becgnmiereasingly multilingual in our
globalized world. Choosing languages other thanoffieial language(s) of the country for
signage in the public sphere can be based on warcansiderations. The linguistic
landscape is present in our daily life: signs aaoticeboards are visible in the streets, public
buildings and shops (GORTER et al., 2008). The ténguistic landscape’ was introduced
by Landry and Bourhis in 1997 and they definedsit‘the language of public road signs,
advertising billboards, street names, place naowmamercial shop sign and public signs on
governmental buildings combines to form the LL dlimstic landscape) of a given territory,
region, or urban agglomeration” (LANDRY et al., 1925). Therefore, the centers of cities
are culturally and linguistically colorful (GORTER2006). Studies of the linguistic
landscape provide analyses of written informatiorstreets in a certain area (GORTER et
al., 2008). The examined places can be shoppingseschools, offices, companies, buses,
swimming pools, and streets (SPOLSKY, 2009). Sposstd Cooper distinguish eight main
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types of public signage: “street signs, advertissigns, warning notices and prohibitions,
building names, informative signs (directions, ®af opening), commemorative plaques,
objects (postbox, police call box), graffiti” (SPOKY, 2009, 34).

Based on Backhaus’s description, | regarded a signmultilingual sign if it
contained at least one language in addition toinstead of, Hungarian (BACKHAUS,
2006). The multilingual signage in public spaces bave both informative any symbolic
functions. Landry and Bourhis distinguish two mdjanctions of public signs: informative
and symbolic functions (SPOLSKY, 2009). In the caske the bilingual signs in
Hodmedbvasarhely, too, it is possible to distinguish betwé¢hese two functions. As | will
demonstrate below, signage examined from the petigspe of tourism providing
information in bilingual form has real informativalue, whereas signage from the business
perspective in streets has rather symbolic value.

In international tendencies, cities assign a grgwpreference to the application of
foreign languages, with English in the first planethe shop front signage. English is the
most widely used language—after the official lamge(a)—used in shop signage. It is
followed by French, Italian and German. Also, #ppearance of bilingual signs is more
frequent than that of monolingual foreign languages (SCHLICK: 2003). In this paper |
examined in what degree the linguistic landscape@mezvasarhely corresponds to this
tendency.

In the present paper | examine the linguistic laage of the center of
Hodme®bvasarhely from three different perspectives: tonrisbusiness and minority
language use.

MATERIALS AND METHODS

For gathering information about the three perspesti different types of public
signage need to be examined. | have used thedistinof Spolsky and Cooper to carry out
the examination. (SPOLSKY, 2009). | grouped theesypf public signage thematically,
according to which example of signage carries ingmrinformation in the examined areas.
Therefore, for the examination of the perspecti¥e¢oorism | collected signage such as
warning notices and prohibitions, informative sigopening hours and directions disposed
in public places that are likely to be visited bgutists: banks, post offices etc.),
commemorative plaques, and objects. For this exation | mapped the signage applied
inside the buildings as well, since that is alsa p&the public space, and tourist can get
information from the signage within the buildingath outside. These buildings were
museums, hotels, shops, banks and the post office.

For the business perspective | collected data fdwertising signs outside shops and
services. Shops and services frequently apply nandssignage in foreign languages in
order to provoke associations with the stereotyipte country (PILLER, 2003) where the
language is spoken as mother tongue, to increastige, to express a cosmopolitan feeling
(EDELMAN, 2009) or to convey extra meaning (BARNlat., 2009).

For the minority language examination | collectetadfrom street signs, warning
notices and prohibitions, informative signs in artte see whether there are any minority
languages applied in the signage.
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To determine the area of mapping the linguistid$mape | used a map and limited
my data collection to the center of Hodréve@sarhely as it is the place most likely visited by
tourists and inhabitants of the town, and mostha shops and services are also here.
Following Cenoz and Gorter's method (GORTER, 2006)pok photos of the all the
signage, both monolingual and multilingual, to ekamtheir content and visual disposal
and noted down all the shop names for a quant#adivalysis. Using Griffin’s method
(GRIFFIN: 2004) | grouped and counted the shop semice names, and established the
average in percentages to determine the ratioreigo language signage.

RESULTS

The tourism perspective

From the tourism perspective | examined the Gingée Hotel, Sas Kavézo café, the
post office, three banks (MKB, K&H, and Postabardgd the Emlékpont Museum as well
as the interiors of shops in the main street.

As a result | have found that the Gingko Sas Hatesigned to cater for wellness,
holiday and conference tourism, has a high prepassi for the acceptance of foreign
tourists. The signage in the interior contains Bgtimgarian and English in such a way that
Hungarian was followed by English signage of thensacontent. Bilingual information
includes the price list, bar and restaurant memascainformation on the bike rental,
smoking prohibitions and signs for location andimgivdirections. The welcome sign and
shop sign was monolingual English. The menu camks three languages: Hungarian,
English and German. Generally, it can be conclutlatithe hotel is the place in town that is
the most prepared for non-Hungarian speaker vssitdhe bilingual signage they apply —
using the distinction by Landry and Bourhis — hagrenof an informative than symbolic
function. That is, they provide the non-Hungarigeaker guests with relevant information
about the hotel and its facilities.

The Sas Kavézo6 has very scarce written signageevewall written information is
multilingual. Written signage can be found on thenmon cards in Hungarian, English,
German and lItalian.

In the Emlékpont Museum, where memory of the toviifesunder the Soviet regime
is disposed, information about opening hours aticetiprices are written bilingually on the
outside of the museum building. However, within theseum, narratives, memory plaques,
descriptions and biographies are in Hungarian dndy.speakers of English, though, audio
guides and tourist guides are available upon rédoesan extra fee. Bilingual signage in
English with the informative function is scarce tine museum. Only the very basic
information is displayed in two languages. In kglal signs only English language is
included in addition to Hungarian.

Other places that are likely to be visited by tstsriare the post office and banks. In
case of the post office, there is only one mulglial sign prohibiting the use of mobile
phones and cameras inside the building. It inclidi@sgarian, English, German, French and
Russian. However, all the other functionally relgvanformation and directions (which
button to push on the machine for a ticket for edight activities) are in monolingual
Hungarian only. It seems that only information fdegng customers’ behavior is written in
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languages other than Hungarian, but no languagis gicbvided for them if they want to use
the services.

In the banks information about the opening houms,use of ATMs after closing time
and information on regulations is written in Enfglisoo. In the inside of shops no foreign
language signage is disposed, except for the Suaermarket, where a grammatically
incorrect 'Don’t smoking’ sign is displayed at thashier’s indicating that no cigarettes are
sold to underage persons. Furthermore, signs guiragtions to the sights of the town are
in Hungarian only.

It can be concluded that the city center has nmilal signage to make foreign
visitors’ orientation easier during their stay, aihé Gingko Hotel and the banks are the
most prepared for this. However, other facilitibattare likely to be visited by foreigners
scarcely dispose signage in other languages thagafian of informative value. Moreover,
mainly the English language is applied, but in sanstances German and other world
languages appear, too. Although the town is fretipemsited by Serbian and Romanian
tourists, their languages cannot be found in agyagie. This fact suggests that visitors from
other, non-English (or German) speaking countries expected to understand world
languages, primarily English.

Business perspective

From the business perspective | examined the sggray shops and services,
focusing on their names. | have found that 50%hefdignage in shop and service names are
written in foreign languages. Among foreign langesgenglish is the most widely used, it
appears in 66% of the foreign names. Italian iss#eond most widespread, occupying 8%
of the foreign language signage, German 7%, andrd#nguages (French, Latin, other)
22%.

The use of foreign languages in the shop and ssvimmes in the center of
Hodmesbvasarhely mainly corresponds with internationaldencies (PILLER: 2003),
according to which Italian and French languagesramly used fashion establishments and
restaurants, German and English in technologyFEogtish, as the international language of
trendiness and very fashionable in advertisingnoae restricted to specific areas. It is
also most widely used in shops that sell jewelgsnsetics and electronics (SCHLICK:
2003).

Similarly to international tendencies, Italian dfretnch languages appear in the field
of fashion Amica boutiqug English in the field of electronics and inforimcat
(Electrodigif). Also, similarly to international tendencies, Hsly is not limited to a number
of categories as it appears in the signage of warigpes of profiles: traveling.ést Minute
Trave), fashion Trendy, Balancg banking Unicredit), parfumerie l(ady) and catering
(Joker Caf§. However, German appears in chemisBbdgsma)) supermarketsSpar and
in a hunter’s storeHargita-Jagd Vadaszbqlt

The appearance of ‘'mock-language’ suggests exteaimg that can be expressed by
the not appropriate use of the language (PILLER®320In the center of Hodmézasarhely
this application is also presedt-Boy, Yesgsin the first name, the Hungarian pronunciation
of the name provides the extra meaning (‘t-boygnmunced as [te:boy] means ‘madness’ in
Hungarian), and in the latter, the ungrammatical efdriple 's’ emphasizes the meaning.

The application of foreign names in the center 6tlimedvasarhely also reflects the
international tendency that foreign languages memare applied because they can express
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more content than the Hungarian name would: ingh@p nameT-Boy the use ofBoy
implies the shop profile as it sells men’s clothingmica boutiquecontaining both Italian
and French words refers to the shop’s profile ndy an language but also in word use
(Italian amica means “girlfriend”): it sells Italian and Frenchashion clothes for women.
Furthermore, the names of shops and services dalwalys reflect the profile. In these
cases, the main aim is to be fashionable, to peoaidosmopolitan atmosphere or to express
extra meaning by choosing a name from a foreiggdage (HULT, 2009).

However, there are differences in the applicatibrioceign languages in names in
Hbédmedbvasarhely compared to the international tendentieslodmesvaséarhely, the use
of foreign languages is rare in catering, certaanglages are completely or almost
completely missing from certain areas (French ffaghion and German from technology),
at least in the center.

Languages with no data recorded elsewhere in gtudithe linguistic landscape for
shops and services can be found in Hodimégarhely: Latin in cateringLgcullus and
Veritag, English and German in perfumeriesady and Rossmann Also, although | have
found no data in other studies regarding traveheigs, in the town center these almost
exclusively use English, similarly to financial gees and private health services (e.g. a
dentistry).

In summary, it can be asserted that the applicabbnforeign languages is
widespread (50%) in shop and services names in ldéadmsarhely, with the use of English
language in the first place, although, monolingsighs outnumber bilingual ones. As the
business profile is not always reflected or cone@db the name, it can be concluded that
applying Spolsky’s categories (SPOLSKY, 2009) theyher have symbolic and not
informative value. This way, the linguistic landpeaof the center of Hodmé&zasarhely
from the business perspective fits well into thterinational tendencies.

Minority language perspectives

In Hodmesvaséarhely the minority language groups are verycgcaAccording to
the 2001 census data, 98% of the population is Biugg, 1% gypsy and 1% other, mainly
Slovakian and German, but are inhabitants of CleinBsllgarian mother tongues, however,
all signage | examined in the area (from streehssigvarning notices and prohibitions,
informative signs) lack any minority languages.

It seems that the town entirely lacks any signag@aining languages other than
Hungarian or world languages.

CONCLUSIONS

From the linguistic landscape of the center of Hédimasarhely, it can be
concluded that foreign language use has a prioritige field of shop and service names and
they have primarily symbolic function. However, rsige disposing informative function in
foreign languages is scarce, it is present primanilthe Gingko Sas Hotel, the Emlékpont
Museum and banks, and is entirely absent from atbh&toor signage providing directions
and information. All signage with informative fumat contains world languages only,
primarily English, and German, Italian French inm&o cases. Foreign tourists from
neighboring countries (such as Romania or Serbm)eapected to understand the world
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language in getting information. Though there anme& minority groups living in the town,
no minority languages are disposed on signage.

The town well fits into the international tenderayforeign language application in
shop and service names to create a fashionablejopaditan feeling, however, it needs
development and amplification in foreign languaggnage for informative values to
promote tourism.
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