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ABSTRACT 

This paper aims to describe the linguistic landscape on the shop names in Wisata 
Sentra Tas Tanggulangin Sidoarjo focusing on the language display, the functions 
of linguistic landscape, and the reasons of shop owners in choosing a particular 
language on the shop names. The paper highlights the study that has been done. 
The study was conducted using qualitative description in the form of an embedded 
case study to analyze and integrate data. Data collection was done through the 
content analysis method and interview. The sources of data were the shop names 
and shop owners in Wisata Sentra Tas Tanggulangin Sidoarjo. The data in the study 
were the words and phrases used on the shop names and the utterances of shop 
owners showing the reasons of shop owners in choosing a particular language on 
the shop names. The results of the study show that the language display found on 
the shop names encompasses four kinds of languages namely Indonesian, English, 
Arabic, and Javanese. Those languages are used in monolingual with 33 data and 
bilingual with 17 data. Indonesian dominates the monolingual with 20 data and 
English with 13 data. Indonesian-English dominates the bilingual with 13 data. The 
functions of linguistic landscape found on the shop names are informative function 
and symbolic function. The symbolic function has the highest number with 39 data 
and followed by the informative function with 11 data. The reasons of shop owners 
in choosing a particular language on the shop names are capturing the 
communicative goal, writing language you know, asserting ownership, following 
the trend, attracting more visitors, showing the hope of the owners, asserting the 
number of children’s owners, remembering the shop name, and being anti-
mainstream. 
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BACKGROUND 

Language is used by people to communicate with each other. One of the important roles 

of written language is the use of language on signs in public places such as on the street names, 

shop names, restaurant names, and billboards. The language used on these signs has more 

language diversity so that the language is unique and varied. In the linguistic scope, there is a 

study that discusses about language displayed in public signs. It is known as linguistic 

landscape. Puzey (2016) stated that linguistic landscape study examines issues of language 

visibility and the interactions between different languages in public places. Due to there is the 

interaction of languages in public place, linguistic landscape also investigates how languages 
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compete in public place. Linguistic landscape shows that there is an interaction of language 

that used on public signs. Nowadays, there are many signs around us, such as in school, 

hospital, roads, market, shops, airport, and any other places. Gorter (2006) stated that the main 

focus of linguistic landscape is not speech or spoken language but something written in public 

places.  

The study of linguistic landscape is important because it analyzes about the relationship 

between the factors of language used on public signs and the social factors such as the social 

condition of the society, language needs of the territory, and so on. The languages used in public 

signs give evidence about what languages are locally relevant in a territory (Kasanga, 2012). 

Linguistic landscape also examines which language that becomes dominant in a certain 

territory. The dominant language represents that the language has more power and status than 

other languages in a certain territory. The dominance of the choice of certain language is a 

symbol of the social dominance of certain groups in the society (Ardhian & Soemarlam, 2018). 

The study of linguistic landscape mostly conducted in bilingual and multilingual 

societies. In the bilingual and multilingual societies, people may use more than one language. 

Bilingual and multilingual societies not only have the ability to use their native language but 

also other languages. For example, Javanese people are able to use Javanese because Javanese 

is their native language. Javanese people are also able to use Indonesian because Indonesian is 

the national language of Indonesia. Nowadays, many people are able to use foreign languages 

such as English. The use of foreign languages around the world is the impact of globalization 

and immigration. On the other hand, some people choose to learn a foreign language for specific 

purposes, one of which is for business purposes. It is happened in the area being studied of this 

research because there are many shop names use foreign language especially English.  

Many previous researchers conducted research about linguistic landscape, such as in 

2015, Prayitno (2015) analyzed the linguistic landscape of two shopping centers in Surabaya. 

Fakhiroh and Rohmah (2018) analyzed about linguistic landscape in Sidoarjo city. Ramadhani 

(2018) also analyzed the linguistic landscape of the restaurants’ name in Gresik Kota Baru. 

Putra (2019) also conducted research about linguistic landscape. He focused to analyze the 

bilingualism found in the road sign in Surabaya city 

The place that can be used to find public signs that using more than two languages are 

big cities, especially in the shopping and industrial sectors (Gorter & Cenoz, 2007). Wisata 

Sentra Tas Tanggulangin is a shopping sector located in Tanggulangin, Sidoarjo. There are 

many shops can be found in this area. These shop names are made in various words and 

languages. It is done by shop owners because they have their own reasons in choosing the name 

of their shop. Spolsky and Cooper (1991) stated that there are three reasons why particular 
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language is used on the shop names. Those reasons are capturing the communicative goal, 

writing language you know, and asserting ownership.  

RESEARCH METHOD 

This research used qualitative method because the data of this research is not in the form 

of numeric but words and phrases that used on the shop names and the result of interview. A 

qualitative method is a scientific observation method for collecting non-numeric data (Babbie, 

2014). There were two sources of data in this research, namely the shop names and the shop 

owners in Wisata Sentra Tas Tanggulangin. The data of this research is in the form of words 

and phrases that used on the shop names in Wisata Sentra Tas Tanggulangin and the utterances 

of shop owners that shows the reasons of shop owners in choosing a particular language on 

the shop names. The researchers chose 10 shop owners as the interviewee. It is done by the 

researchers because of the limited time. The researchers have two criteria of the shop owner 

who interviewed. Those are the shop owners who used a foreign language on their shop name 

and the shop owners who used Indonesian with symbolic function on their shop name. The 

research instrument of the qualitative study is the researchers themselves. There are two 

methods of collecting data that used in this research. Those are content analysis method and 

interview. Content analysis method is commonly used for analyzing a qualitative data (Elo et 

al., 2014) while interview is a meeting conducted by two people that aims to exchange 

information and ideas (Sugiyono, 2013). In analyzing the data, the researchers use Miles & 

Huberman method. In a qualitative research, there are three main components in analyzing the 

data, namely data reduction, data display, and drawing conclusions (Miles & Huberman, 1994). 

DISCUSSION 

The discussion of the study was based on the findings of linguistic landscape on the shop 

names in Wisata Sentra Tas Tanggulangin Sidoarjo mentioned above, as follows: 1) language 

display found on the shop names in Wisata Sentra Tas Tanggulangin ; 2) functions of linguistic 

landscape found on the shop names in Wisata Sentra Tas Tanggulangin; 3) the reasons of shop 

owners in choosing particular language on the shop names. 

A. Language Display 

In the language display, the kind of language found on the shop names is Indonesian, 

English, Javanese, and Arabic. For the number of language, the researchers only found 

monolingual and bilingual. Meanwhile, the researchers did not found the multilingual form. 

The researchers have found 33 data classified as monolingual. 20 data is Indonesian in 

monolingual and 13 data is English in monolingual. The researchers found that there are 17 

data classified as bilingual. 13 data is Indonesian-English, 1 data is Indonesian-Arabic, 1 data is 

Indonesian-Javanese, 1 data is Javanese-English, and 1 data is Arabic-English. 
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Shop Name Written in Monolingual 

Gorter (2006) stated that language display concerns with two main points, namely kind 

of language and number of of language. Based on the data, the kind of language found on the 

data is Indonesian. The sign makers prefer to use the language on the shop name that mostly 

understood by people in this area. Indonesian is the lingua franca of society in this area. 

Meanwhile, people can understand well if they read a shop name written by using Indonesian. 

As stated by Ramadhani (2018), Indonesian as the lingua franca because people comprehend 

it more than other languages. Fakhiroh & Rohmah (2018) also added that the use of Indonesian 

in the public signs has an intention to more readable and understandable for Indonesian 

society. Due to the sign makers only use Indonesian, so the number of language found on the 

shop name above is monolingual. Monolingual denotes any sign that displaying only one 

language (Manan et al., 2015). The shop owner as the sign maker chooses Indonesian because 

they have more ability on this language. Mostly, people in this area understand about 

Indonesian. It can be the reason of the shop owner in using Indonesian in monolingual on the 

shop name. 

 

 

 

 

 

 

 

 

Shop Name Written in Monolingual 

The data on the picture is created by using English words. The language display found on 

the data is English in monolingual. English roles as the kind of language and monolingual imply 
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the number of language used on the shop name above. Since English does not combine with 

other languages, especially Indonesian, so the data categorized into monolingual. Due to the 

monolingual sign only displays one language, so there is no interaction and competition of 

language found on the shop names that written in monolingual In this case, the shop owner as 

the sign maker prefers to use foreign language in the writing of the shop name. In the business 

sectors, the use of English can increase sales and generate economic motivation among 

consumers (Aribowo et al., 2018). It may be the reason of the shop owner as the sign maker in 

using foreign language on the shop name.  

 

 

 

 

 

 

 

 Shop Name Written in Bilingual 

The language display found on the data is Indonesian-English in bilingual. The data 

shows that there are two kind of languages found on the shop names above. Those languages 

are Indonesian and English. Due to there are two kind of languages, so the number of language 

found on the data is bilingual. Manan et al., (2015) stated that bilingual denotes any sign that 

displaying two languages.  

On the data above, it can be seen that there is an interaction of two languages because 

the use of Indonesian is combined with English. Even though the shop name includes a foreign 

language, but the sign maker still prioritizes the use of Indonesian. In the case of writing the 

shop name Mitra Jaya Collection, the sign maker writes the Indonesian phrase bigger than 

English word. Indonesian is also written first and then followed by English.  

Actually, there is a writing error found on the data Kampung Troly. This writing error 

found on the writing of the word Troly. In English, the word Troly should be written in trolley 

while in Indonesian the word Troly should be written in troli. The sign maker seems confuse 

and get difficult to deserve which one is Indonesian word and which one is English word. It 

may happen because the sign maker lack of knowledge about vocabularies, both Indonesian 

and English. It seems disappointing because Indonesian is the national language of the sign 

maker but he/she cannot understand about this language well.  

B. Functions of Linguistic Landscape 
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 The researchers found that there are two functions of linguistic landscape. It is in line 

with the theory that proposed by Landry and Bourhis (1997). Landry and Bourhis (1997) 

stated that there are two functions of linguistic landscape, namely informative function and 

symbolic function. There are 50 data refer to the functions of linguistic landscape found on the 

shop names. The researchers classified 11 data into informative function and 39 data as 

symbolic function.  

 

 

 

 

 

 

 

 Informative Function 

The data has informative function. Informative function shows that the language used 

on public signs is used to communicate because the main function of the language is to give 

information to the reader. It is in line with Landry and Bourhis (1997), informative function 

means that the language of the public signs can be used for communication, such as to sell 

products, to show directions, etc. Informative function emphasizes what information is 

provided to the reader. On the data above, the sign makers use Indonesian to write their shop 

names. Meanwhile, the sign readers can understand easily about the information provided 

on the shop name. The sign maker also provides the name of the product being sold at the 

shop. Barni and Bagna (2009) stated that informative function means that the use of language 

on the shop names is to provide additional information on products being marketed. On the 

data Toko Tas Hilda, the sign maker uses the phrase Toko Tas to provides information to the 

reader that the shop sells bag. While on the data Kharisma Jaket Kulit, the sign maker uses 

the phrase Jaket Kulit. When the sign readers read the phrase Jaket Kulit, they get the 

information about the product being sold at this shop.  

The phrase Jaket Kulit means a jacket made from leather. When the shop owner as 

the sign maker uses the phrase Jaket Kulit on the shop name, it seems that the shop owner 

wants to show to the sign reader that the shop sells leather’s jacket. Due to any information 

of the data is written by using Indonesian, so the function of linguistic landscape found on 

the data above is informative function. Moreover, the use of Indonesian on the shop name 
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also implies the border of the area being studied which is Indonesian is the lingua franca of 

this area. As stated by Landry and Bourhis (1997), informative function indicates about the 

borders of the territory of linguistic group. 

  

 

 

 

 

 

 

Symbolic Function 

Those data categorized into symbolic function. It is because the sign maker does not 

provide any additional information about the products on the shop name. Moreover, those 

shop names is also written by using foreign language. The use of English on the public signs 

which exist in the Indonesian society, it categorized that English has symbolic function. It is 

due to English is the foreign language for the Indonesian society as the sign readers and this 

language is not understood by all the Indonesian society. So the use of English is not only give 

information to the sign readers but also relate to the value and meaning behind the use of this 

language. The shop name that written by foreign language, it can also imply that the shop 

owners want to attract the foreign visitors to come to their shop. The use of foreign language 

on the shop name cannot be understood easily by all of visitors, especially local visitors. The 

data Kancane Barber Shop uses a language which has a certain meaning. This language is 

Javanese. The use of this language can be found on the word Kancane. The sign maker may have 

some reasons in choosing the word Kancane on the shop name. The use of Javanese word 

Kancane seems that the shop owner wants to have a close relationship between the shop owner 

and his customers/visitors. The data Kancane Barber Shop also includes a foreign language, 

namely English. The use of this foreign language can be found in the word Barber Shop. The 

meaning of the word Barber Shop is only understood by some people who understand English. 

On the other hand, for the people who lack of knowledge about English, they may think that the 

use of this word has a certain meaning. It is happened because the shop owner as the sign 

maker does not provide the meaning of the word Barber Shop in Indonesian. Indonesian 

becomes the language that understood by most of people in the area being studied. Indonesian 

society can understand Indonesian well more than they do other languages (Ramadhani, 

2018). 
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 Landry and Bourhis (1997) argued that symbolic function is a language function that 

refers to the value and status of the languages as perceived by the members of a language group 

in comparison to other languages. Since the lingua franca of people in this area is Indonesian, 

they may have different understanding about the use of foreign language on the public signs. 

The use of Arabic on the shop name UD. Al-Akbar can make the sign maker and the sign readers 

have different understanding about the meaning of this shop name. The sign maker does not 

state clearly about the meaning of the word Al-Akbar. Besides, the shop name does not include 

about the kind of products being sold at this shop. So, the language that used on the data UD. 

Al-Akbar also categorized into symbolic function. Barni and Bagna (2009) also added the 

symbolic function that found on the shop names is related to the one’s own identity. It can be 

stated that the language on the shop name that refers to the identity of the owner or ownership, 

it can be concluded that the shop name has symbolic function.  

C. The Reasons of Shop Owners in Choosing Particular Language on the Shop 

Names 

The researchers conducted interview and chose 10 shop owners and the researchers 

collected 10 data refer to the reasons of shop owners in choosing particular language on the 

shop names. Those 10 data categorized into nine reasons and the researchers found three 

reasons related to the theory proposed by Spolsky and Cooper (1991).  

1. Capturing the Communicative Goal 

   

 

 

 

 

 

002/P2/Mitra Jaya Collection 

“Saya sendiri pakai kata-kata bahasa Inggris yang sederhana yang mudah 
dipahami sama pembeli saya, terutama pembeli dari daerah sini sendiri. 
Toko saya kan namanya Mitra Jaya Collection. Saya cantumin kata 
collection disitu. (25th February 2021) 

(I use the English simple words that are easy to understand by my buyers, 
especially for local buyers. The name of my shop is Mitra Jaya Collection. 
I include the word collection). 

The researchers conducted interview with the owner of Mitra Jaya Collection. Based on 

the result of interview above, the researchers assumed that the reason of shop owner in 
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choosing English on the shop name is capturing the communicative goal. As stated by Spolsky 

and Cooper (1991), one of the reasons in choosing particular language on public signs is 

capturing the communicative goal. Capturing the communicative goal means that the sign 

makers use a language that readable and understandable by readers. The sign makers provide 

the informative message of the language that they used. The sign makers are prefer to use and 

write a language that understandable by reader although the sign makers do not have more 

knowledge about that language. 

 In this case, the shop owner wants to use the foreign language that understandable and 

readable by the visitors. The shop owner chooses to use English and she uses the simple words 

that mostly understood by visitors, especially for local visitors. The shop owner uses the word 

collection. Another examples of the English simple word is leather. The local visitors can 

understand the word collection and leather because these simple words are also used by many 

shops in this area. On the other words, the society of this area has been familiar with these 

words.  

2. Writing Language You Know 

 

 

 

 

006/P6/Prima Freshmart 

“Saya pilih bahasa Inggris karena saya familiar dengan bahasa Inggris 
daripada bahasa asing lainnya. Dan jadinya ya Prima Freshmart 
itu.”(22nd February 2021) 

(I choose English because I am familiar with English than other foreign 
languages. And it becomes Prima Freshmart). 

The researchers conducted interview with the shop owner with the shop name Prima 

Freshmart. The researchers concluded that the reasons of shop owner in choosing particular 

language, especially foreign language on his shop name is writing language you know. As stated 

by Spolsky and Cooper (1991), the reason behind the language choice in the linguistic 

landscape study is writing language you know. Writing language you know means that the shop 

owners as the sign makers write a familiar language with them (Spolsky and Cooper, 1991). 

The sign makers use and write a familiar language on the sign even though they do not have 
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the writing proficiency on that language so that it will cause some error spellings such as an 

error in the writing of the words and phrases that used on signs.  

Based on the result of the interview above, the researchers found that the reason of shop 

owner in choosing foreign language to be written on the shop name is writing language you 

know. The shop owner writes the language that familiar with him. The shop owner prefers to 

use English. In the case of writing language you know, it will be found there are some errors. 

Based on the shop name, the researchers found that there is a writing error. It can be found on 

the writing of the word freshmart. Actually, the shop owner knows the meaning of this word 

but the shop owner does not understand the way to write this word. In the writing of the word 

freshmart, it needs a space after the word fresh. This English word should be written in fresh 

mart. 

3. Asserting Ownership 

 

 

 

 

012/P12/Kartika Utama 

“Jadi sebenarnya saya pakai bahasa Indonesia itu karena saya ingin 
mencantumkan nama saya. Saya ingin tulis nama saya di toko saya ini. 
Bisa dilihat dari kata Kartika itu mbak.” (19th March 2021) 

(Actually, I use Indonesian because I want to include my name. I want to 
write my name on my shop name. It can be seen from the word Kartika). 

 Based on the result of the interview above, the shop owner stated that her reason in 

choosing Indonesian on the shop name is Indonesian is the language that understood by the 

shop owner. Besides, the reason of the shop owner in using Indonesian with symbolic function 

is she wants to assert her name on the shop name. It is in line with Spolsky and Cooper (1991), 

they stated that one of the reasons of shop owner in choosing particular language is asserting 

ownership. Asserting ownership means that showing the identity of the owners. The sign 

makers have an intention in choosing a particular language. This condition can be assumed as 

symbolic because the sign makers have an intention to show their identity to the readers. The 

data on the picture above, the word Kartika refers to the name of the shop owner. 

CONCLUSION 
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 This research analyzes about linguistic landscape on the shop names in Wisata Sentra 

Tas Tanggulangin. There are 50 data found on the shop names. In the findings of the language 

display, the researchers found that there are four kinds of language. They are Indonesian, 

English, Arabic, and Javanese. Those languages are used in monolingual with 33 data and 

bilingual with 17 data. There is no data that used more than two languages so the researchers 

did not found multilingual. Indonesian dominates the monolingual with 20 data and English 

with 13 data. Indonesian-English dominates the bilingual with 13 data. The salience of 

languages found on the shop names is dominated by Indonesian, followed by English, Arabic, 

and Javanese. Javanese as the local language of society in this area is barely used. Moreover, 

Indonesian becomes the language that has more power than other languages. It is not 

surprising since Indonesian is the official language of the area being studied. People choose to 

use the language that understandable to be written on the shop name. The dominance of 

Indonesian also symbolizes that the society of this area wants to preserve their national 

identity. 

 In the findings of functions of linguistic landscape found on the shop names, the 

researchers found that there are two functions of linguistic landscape. They are informative 

function with 11 data and symbolic function with 39 data. The symbolic function has large 

number since the shop owners have their own reasons in choosing the language to be used on 

the shop names. 

In the findings of the reasons of shop owners in choosing particular language on the shop 

names, the researchers found nine reasons. Those are capturing the communicative goal, 

writing language you know, asserting ownership, following the trend, attracting more visitors, 

showing the hope of the owner, asserting the number of children’s owner, remembering the 

shop name, and being anti-mainstream. 
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