202 54
KRGS FRHE RS 3 £ OB A 23R8

(& —f®bk ) RiRE

AR HASEEY W

Tl

| %ﬁgﬁﬁﬁﬁéODé\ﬁ)&) HET.Z D A2 BTy MF AR,



RS

202 54%
REFBESCHTFERHE LR 3 OB TR
(& - —RGBER) MRE

HPRIE ( BASEEEST BHHOW)

1 /5

P

I. WD1) ~5) OEEICANTED & = HERLE,

1) fipgp

2) T TU AR

3) A7y MLEEZ A2 (processing instruction)

4) e Ry A VFaT AL

5) HUVEWNIL




2 :—E, = =]

I ©7 - F—=u7bidmn, BEEEFenoifitl, £, ©7 - S—=V PDAY v b E

FR2Y w MCoWnTHiR K,




SREEES | 3 / 5

M. EAFECRNT, BREOLIUFELXEDL I RODELEX DD, Hl%2F CAABHICHRE L,

TOL D BRHEREFEBFEL LIS, M2 EDL5ICHX D0y, WS ODPDOBERITHITTEXZIRAL,




4/5 

V. WRAR—UDDIEE DT ETD, UTOEMICAAFETER L,

1) linguistic landscapes research &1 3{i%y, ASCIZHIL TR X,

2) TRHERCEI TG Z LIZEEIICE 505 2 ey, BEFIZSETRNG

At &,




SR EE S | 5/ 5

j

The study of language and other Semiotic resources on written signs displayed in public space is known as
linguistic landscapes research. This new approach to sociolinguistic research emerged in the 1990s with the work of
Rodrigue Landry and Richard Bourhis, who. wrote: "The language of public road signs, advertising billboardé, street
names, place names, commercial shop signs, and public signs on government buildings combines to form the
linguistic landscape of a given territory, region, or urban agglomeration' (Landry & Bourhis 1997: 25).

As we've seen in the examples above, all sorts of signs can make up the linguistic landscape of a particular place.
Early scholars in the field classified signs into two categories: top-down and bottom-up (Ben-Rafael et al. 2006).
Top-down signs are official messages produced by public institutions, like the government, councils, and
municipalities. They include things like street name signs and road and direcﬁ;)n signs, and they often contain official
~ (institutional) information like regulations, public announcements, and official designations. Bottom-up signs are
created by commercial and other private organisations and include shop signs or notices in offices, factories, and
companiés.

With the development of the field, the notion of what constitutes linguistic landscapes has expanded to include
more ephemeral things such as posters, stickers, receipts, graffiti, and street art. These kinds of signs are called
ephemeral because they tend to be less permanent. They are often created by members of the public, and their
emplacement in specific locales usually involves less conscious planning, Other sociolinguists like Mark Sebba (2010)
and Alastair Pennycook (2010) have explored transient signs. These include moving signs such as advertisements on
buses, trains, and taxis and people's clothing. Pennycook says that eveh sounds, like music, and smells (such as those
coming from street stalls or markets) should also be considered part of linguistic landscapes as they have the potential

to communicate meaning and contribute to the social construction of a given place. As we will see, all these different

kinds of signs and semiotic objects work together to_represent the sociolinguistic reality of a place, generating
configurations of meanings that index identities, power relations, and ideologies.

R. H. Jones and C. Themistocleous. 2022 Introducing Language and Society, pp. 167-168.1Z &5,



