Journal of Language Service Studies | Volume 01 | Issue 01 | June 2025

© Journal of Language Service Studies

>
/4)\' z Y I E https://journals.zycentre.com/jlss
Q

ARTICLE

Space, Place, and Tourism: A Visual Ethnography of Linguistic
Landscapes in West Lake, Hangzhou, China
Jiexin Li'" |, Zhixin Wang?" , Bin Ai **

I School of Health Humanities, Peking University, Beijing 100871, China
2 School of Foreign Studies, Shanghai University of Finance and Economics, Shanghai 200433, China

ABSTRACT

Space-making is a popular and crucial issue in city planning and tourism development, and scholars have approached
the topic from distinctive perspectives; this paper contributes to the discussion by examining a travel spot’s space from
the perspective of linguistic landscapes in West Lake, Hangzhou, China. The research found that the Chinese language
has played a dominant role in the scenic area, reflecting its practical value and cultural status. Interestingly, the linguistic
landscapes have integrated traditional elements and modern features, presenting West Lake as a classical/traditional yet
modern space. The bilingual/multilingual signs have produced a modern/globalized space, wherein the digital signs create
a dialogical and fluid space, with traditional legend signs suggesting a cultural and romantic space for tourists to enjoy.
Linguistic landscapes with rich information about plants and environmental protection construct an ecological space of
harmony between people and nature. Thus, classical, modern, cultural, dialogical, and ecological elements of the linguistic
landscape combine to create immersive and inclusive tourist spaces. The researchers call for local tourism authorities to
pay more attention to language commodification and raise their language service competence to provide more comfortable
spaces and positive atmospheres for tourists. This paper contributes to the current literature of linguistic landscapes and
tourism space-(re)making, and it will advance understanding of language service in business fields.
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1. Introduction

Over the years, against the backdrop of slowing global
economic growth, the global tourism industry has remained
relatively stable. Driven by policies that boost domestic con-
sumer spending and promote inbound tourism development,
the tourism market in China continues to show positive mo-
mentum. For the long-term goal of developing a tourism
industry, it is essential to balance industry and public ser-
vice, international and domestic interests, and to make full
use of various elements to produce multiple spaces where
tourists can have a positive travel experience. Language is
vital to making a space and a place (Talmy!'l; Tuan!), and
language management in the tourism spots should support
the creation of comfortable and inviting spaces for tourists.

A linguistic landscape is defined as any visible display of
written language on public and commercial signs in a given area
(Landry & Bourhis[*!). As a visual symbol of public space, a
linguistic landscape can reflect the characteristics of a space and
influence people’s perception of it. Linguistic landscapes play
an important role in shaping social space by highlighting and
interpreting the original features of an environment (Li et al. [4)).
Tourism capitalizes on people’s desire to experience unique
spaces created by different environments and cultural contexts.
Linguistic landscapes help to promote the prosperity and sus-
tainability of local tourism. This calls for an examination of
how linguistic landscapes have made spaces for tourists, and
whether there is still room for improvement in particular travel
spots. This paper draws on the frameworks of signs and spaces
to analyze classical, modern, cultural, and biological features
of linguistic landscapes in West Lake, Hangzhou, China. Fasci-
nated by the interplay between languages/signs and space, the
researchers explore how these linguistic landscapes of tourism
(re)make the tourist spaces in West Lake. This will contribute
to research into linguistic landscapes and language services in

the Chinese and global tourism industry.
2. Literature Review and Theoretical
Framework

2.1. Linguistic Landscapes, Place, and Identity
Construction

A linguistic landscape serves two major functions: in-

formational and symbolic (Landry & Bourhis[*!). The infor-

mational function is seen in the practical dissemination of
information about a place, while the symbolic function com-
municates the prominence, value, status, power, and social
identity of a place and its users within the social language
community (Shang & Guo™)). The status and usage of dif-
ferent languages in linguistic landscapes can reflect power
structures, cultural identities, and social status differences
within a society. Overall, the linguistic landscape reflects the
diversity of identity formation and plays a significant role in
the construction of both individual and spatial identity.

A place’s identity is not fixed; rather, it is fluid, chang-
ing in specific periods of evolving culture and society. With
the passage of time, changes in personal experiences, envi-
ronments, and social roles all contribute to the evolution of
identity (Leimgruber & Fernandez-Mallat!®!). In a multilin-
gual and liquid life (Bauman "), diversification and inclusiv-
ity reflect individuals’ adaptation to different social roles and
identity needs; this is reflected in their use of language, in
particular, by learning other languages. Individuals express
and shape identities through language choice, usage patterns,
and their associations with specific language communities.
Similarly, a place’s identity can be constructed by language
choices and language practices in its linguistic landscapes.

The choice of words and the grammatical structure of
expressions can reveal the social status, cultural identity, and
other identity attributes of an organization or a place in a
linguistic landscape. A place/region’s identity is reflected in
its semiotic landscape and shaped by its history, economy,
and culture. For instance, an examination of the linguistic
landscape of Jianghan Road, a historical business centre in
Wauhan, China, reveals that the identity construction of this
street has undergone a conflicted and complex process. In
the decoration, modernization and internationalization of this
street, English plays a prominent role, while Chinese, with
traditional forms and local variants, carries information and
represents the street’s cultural identification and historical

uniqueness (An & Zhang®)).

2.2. Linguistic Landscapes and Tourism Indus-
try

The linguistic landscapes of tourism are becoming a
focus of research(Hasni et al.[]; Lu et al.['%l); these linguis-
tic landscapes include public road signs, billboards, names

of attractions, street names, commercial store signs, and
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the textual content of introductions to attractions (Cenoz &
Gorter[''). The main research sites of linguistic landscapes
include urban centers like Beijing (Xiao & Lee!!?)), and
coastal cities such as Shanghai (Li!'3l), Guangzhou (Han &
Wul'4l), Shenzhen (Zheng et al.['31), Hong Kong (Lai!'®l)
and other sites such as airports (Li & Yang!!'7), business
streets (Tran et al. ['8), ethnic minority regions (Yao et al.[']),
and hospital or medical facilities (Wu et al.[?%l). There are
also projects to examine translanguaging practices in linguis-
tic landscapes (Tankosi¢ & Litzenberg?'l; Xu[??!) and the
interplay of translanguaging practices and space construction
in a language education context (Tai & Wong[?*!) or in public
spaces (Adekunle et al.!**l). However, there is a need to in-
vestigate the relationship between linguistic landscapes and
space-making in cities or places with a developed tourism
industry.

Previous studies of linguistic landscapes in China have
predominantly focused on the translation quality of tourism
signs (Ai[®). Linguistic landscapes can influence tourists’
cognition, emotion, understanding, and experiences through
language choice, usage, and dissemination, and a city’s lin-
guistic landscape may reflect its multicultural characteristics,
attracting tourists from different countries and regions. For
instance, an analysis of language choices in the linguistic
landscape of Macao’s heritage tourism (i.e. signposts of
tourist attractions) and gaming tourism (i.e. casino promo-
tional brochures) shows similarities and differences in the
two sectors in terms of language choices; some tensions
emerge and are reflected in the language choices that con-
struct a tourism experience of Macao with different voices
(Yan[?0]),

The linguistic landscape plays a crucial role in shaping
the space of tourism; in addition to having a basic indicative
function, it contributes to the (re)making of tourist spaces.
Tourist spaces are sites of interaction between tourists and
their travel destinations and offer tourists a plethora of cul-
tural, historical, and ecological experiences. The linguistic
landscape reflects the cultural and historical background of
the tourist attraction, helping tourists to understand the cul-
tural identity of the region (Qi et al.!*’l; Zhang et al.[?%)).
Tourists can deepen their understanding of local culture and
feel emotionally connected to the destination through expo-
sure to local languages and cultural features (Li et al.[*]).

Researching the linguistic landscapes of tourism can provide

crucial insights for enhancing tourist experiences and tourism
space-making/management, and it is also an effective method
to push local economic development.

2.3. Languages/Signs and Space (Re)Making

Space is a research focus in sociocultural discourse
(Kostogriz[?).

the medium and the producer of material objects and so-

Space is not an abstract concept, but

cial relations (Gottdiener*’l), while being reproduced by
them. Social space is ‘relationally constituted out of the
simultaneous co-existence of social relations and interac-
tions’(Barker[3!] “Each state has its social space’ (Lefebvre
et al.[32]). The ideology, culture, and history of each nation
or state shape its space and the performances of those who
inhabit that space.

Space is not a static, objective entity; rather, it is a dy-
namic, socially constructed phenomenon, deeply influenced
by societal, economic, and cultural forces (Leary**!). Within
the linguistic landscapes of a space, signs help people to un-
derstand and process information from the external world.
These linguistic landscapes are not merely external mani-
festations of language but reflect the language usage within
specific regions or societies, including the types, distribution,
and status of languages, deeply influencing people’s percep-
tion and understanding of the space (Ben-Rafael et al. 34). In
this paper, the researchers will explore how these linguistic
landscapes of tourism in West Lake make different spaces
for tourists. Their findings will contribute to research into
linguistic landscapes and language services in the tourism
industry.

3. Methodology

3.1. About the West Lake in Hangzhou, China

Hangzhou is the capital city of Zhejiang province,
China, and it is one of China’s seven ancient capitals, with
a population of over 12 million. West Lake boasts a long
history and profound cultural heritage, which includes hun-
dreds of classic poems and paintings left by scholars who
visited West Lake during the Tang dynasty (618-907) and
the Song dynasty (960—-1279), as well as well-known folk
legends and myths set in the scenic arecas. West Lake is

renowned for its picturesque beauty, ancient cultural tradi-

57



Journal of Language Service Studies | Volume 01 | Issue 01 | June 2025

tions, and rich historical narratives. Today, with the rise of
Hangzhou as a new first-tier city in China, West Lake has
retained its historical and cultural significance; meanwhile,
it has been influenced by globalization. West Lake’s unique
historical significance and modern identity, with its scenic
beauty, cultural traditions, and historical sites, have made it
one of the most prominent tourist destinations in China and
even the world. West Lake offers various spaces for tourists;
therefore, it is chosen as the research site for this study.
West Lake is located at 1 Longjing Road, Xihu Dis-
trict, Hangzhou, China. Situated in the western part of the
city, the lake covers an area of 6.38 square kilometers. West
Lake boasts over 100 scenic spots, and some are collectively
known as Ten Scenes of West Lake ( ). There are
more than 60 national-level, provincial-level, and municipal-
level key cultural relic protection units and over 20 museums

in the lake area. In this study, the data collection route starts

) and ends at
), with a

total length of seven kilometers (Figure 1). It includes fa-

from Orioles Singing in the Willows (

Remnant Snow on the Bridge in Winter (

mous spots such as Leifeng Pagoda in the Sunset ( ),
Fish Viewing at the Flower Pond ( ), Dawn on the Su
), Wine-making Yard and Lotus

), Moon over the Peaceful Lake in

Causeway in Spring (
Pool in Summer (
Autumn ( ), and other scenic spots around West Lake.

To explore the relationship between linguistic land-
scapes as signs and tourist spaces, the study addresses the

following questions:

1. What are language choices and language practices like
in the linguistic landscapes in West Lake?

2. Do these linguistic landscapes (re)make different
spaces for attracting tourists? If yes, how do they

(re)make different spaces?

Figure 1. The research route at West Lake.

Note: lecm = 250m.
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3.2. Data Collection and Analysis

Visual ethnography is a qualitative research method
that utilizes visual materials, such as photographs, videos,
drawings, and other visual media, to study and understand
social phenomena within their cultural context (Pink ).
It combines ethnographic methods of immersive fieldwork
and participant observation with visual techniques to pro-
vide rich and nuanced insights into the lives, experiences,
and perspectives of individuals and communities. Visual
ethnography was used as a method to conduct this project. In
the process of doing this ethnographic research, the second
author, a native of Hangzhou, did her ethnographic walks
along the planned route in the research site, observed the
language signs, and took photos of linguistic landscapes. A
total of 262 photographs of the linguistic signs in West Lake
were taken in the winter of 2023, and 11 nonstandard pho-
tos were removed. The remaining 251 photos, including
road signs, shop signs, billboards, guiding signs, explanatory
signs, posters, and billboards within the visible range on both
sides of the road, were used as data for this study.

The researchers made a statistical analysis of language
practices in the landscapes. When analyzing these data, a
sign with an obvious physical boundary is defined as one
analysis unit. The prominence of language reflects power
relations and influences visitors’ perception of the tourist
attraction’s identity. The organization of items such as the
frequency, size, order, and spatial position of different lan-
guages on the signs reflects people’s code preferences and
the status of the language in the community (Scollon & Scol-
lon[3¢1). The researchers also conducted a statistical analysis
of the number, proportion, arrangement, size, order, and com-
bination of languages appearing in the collected linguistic

landscape images.

4. Findings

4.1. Language Choice and Language Practices
in Linguistic Landscapes

4.1.1. The Use of Different Language Codes in
the Linguistic Landscapes

Among the 251 samples, five languages, i.e., Chinese,

English, Japanese, Korean, and French, are found in the lin-

guistic landscapes of West Lake. The proportions of the five
languages are represented in Table 1. The Chinese language
is widely used on these signs. Specifically, among the 251
signs, Chinese appears on 249 signs, accounting for 99.2%.
The next most used is English, appearing on 107 signs and
accounting for 42.6%. The other language codes, such as
Japanese, Korean, and French, account for 4.4%, 4.4%, and
1.6% respectively.

The five languages appear in three forms: monolingual,
bilingual, and multilingual. In Table 2, among the 251 signs,
monolingual signs appeared the most, 146 times, accounting
for 58.2%. The second is bilingual signs, appearing 94 times
and accounting for 37.5%. Multilingual signs are the least,
appearing 11 times and accounting for 4.4%.

It is found that there are five ways of using language
codes on these signs, separately or together. In Table 3, the
first form of single language sign is Chinese, accounting
for 57.4%, mainly used on long texts such as a scenic spot
introduction and a historical character description. Due to a
limited display space, it is not feasible to translate into more
languages for presentation. Another single language sign is
English, accounting for 0.8%. Bilingual signs are Chinese
and English, accounting for 37.5%. The multilingual signs
have two scenarios: one is Chinese, English, Japanese, and
Korean, accounting for 2.8%. The other is a combination of
Chinese, English, Japanese, Korean, and French, accounting
for 1.6%, and such signs are mainly used on road signs in
scenic spots.

Among the 251 signs, 105 signs are bilingual and mul-
tilingual. In Table 4, among the bilingual and multilingual
signs, those with Chinese as the largest size language code
appear 90 times and account for 85.7% of the total. The
number of signs with a same-size language code is 15, ac-
counting for 14.3%, and they are bilingual, i.e., Chinese and
English.

On these signs, there are three ways to arrange a text:
enclosing, horizontal, and vertical. If the texts are arranged
in an enclosing order, the dominant code is arranged in the
center. If the texts are arranged in a horizontal order, the dom-
inant code is arranged on the left. If the texts are arranged in
a vertical order, the dominant code is arranged above. In Ta-
ble 5, among 105 bilingual and multilingual signs, Chinese
is dominant in 103 signs, accounting for 98.1%. English is

dominant in 2 signs, accounting for 1.9%.
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Table 1. The percentage of five

language codes on signs (N =251).

Language Code Number Percentage (%)
Chinese 249 99.2
English 107 42.6
Japanese 11 4.4
Korean 11 4.4
French 4 1.6

Table 2. The language type on signs (N = 251).
Language Type Number Percentage (%)
Monolingual 146 58.2
Bilingual 94 37.5
Multilingual 11 4.4
Table 3. The use of language code on signs (N = 251).
Combinations of Language Code Number Percentage (%)
Chinese only 144 57.4
English only 2 0.8
Chinese & English 94 37.5
Chinese, English, Japanese & Korean 7 2.8
Chinese, English, Japanese, Korean & French 4 1.6
Table 4. The size of language code on bilingual and multilingual signs (N = 105).
Size Number Percentage (%)
Chinese as a larger size 90 85.7
English as a larger size 0 0
Japanese as a larger size 0 0
Korean as a larger size 0 0
French as a larger size 0 0
Same size 15 14.3
Table 5. The order of language code on bilingual and multilingual signs (N = 105).
Order Number Percentage (%)
Chinese 103 98.1
English 2 1.9
Japanese 0 0
Korean 0 0
French 0 0

Although these language signs present a multilingual
phenomenon, Chinese is the dominant language on these
linguistic landscapes, as verified in three aspects: (1) all
bilingual or multilingual signs contain simplified Chinese;
(2) in terms of font size, when multiple languages appear
simultaneously, Chinese texts are often presented in larger
fonts; (3) in terms of order, when texts in multiple languages
are placed side by side, the Chinese text is usually in the first

place. Despite an increasing number of international tourists

in the scenic area, Chinese tourists still occupy a dominant
position, reflecting the fact that the Chinese language is the
most frequently used and of the highest practical value in
the area. The importance of the Chinese language on these
signs is consistent with China’s national language policy;
the use of the Chinese language in the translated landscapes
has practical value and symbolizes the national unity and
identity of these landscapes as tourist attractions in mainland
China.
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In the West Lake scenic spots, besides Chinese and
English, Japanese and Korean are the two foreign languages
that appear most frequently. The high frequency of Japanese
and Korean is closely related to the composition of foreign
tourists, as Japan and South Korea are the top two source
countries for inbound foreign tourists to China. This suggests
that the proportion of Japanese and Korean tourists in the
West Lake scenic area is higher than the proportion of tourists
from other countries, probably due to geographic location
and cultural similarities. To cater to Japanese and Korean
tourists and to make them feel linguistically welcome, some
signs feature Japanese and Korean. According to the data,
most signs containing Japanese and Korean translations are
road signs and attraction signs that are relatively short in
the original the Chinese language; their main function is in-
formation transfer (informational function). Very few signs
introducing attractions present all four foreign language texts

at the same time.

4.1.2. The Use of the Chinese Language in Lin-
guistic Landscapes

Among the collected data, the Chinese language is found

on 249 linguistic landscapes; simplified Chinese is used 170

times, accounting for 68.3%; traditional Chinese is used 71
times, accounting for 28.5%; simplified Chinese and tradi-
tional Chinese are used 8 times simultaneously, accounting for
3.2% (Table 6). The Chinese language includes literary Chi-
), a style used before 1919, and modern Chinese

), a style used after 1919; the frequency of

nese (
vernacular (
vernacular language is higher than that of literary language.

Although Chinese signs are dominated by simplified
and vernacular characters, traditional and literary characters
also appear. According to the language policy in mainland
China, public service industries should use standardized Chi-
nese as a language service script. In the West Lake scenic
area, the dominance of simplified Chinese is obvious. How-
ever, traditional Chinese is allowed in special cases, such
as cultural relics, monuments and calligraphic seal carvings.
Indeed, many traditional Chinese characters are found. The
reason is that West Lake has a long history as a scenic spot,
and many famous artists have visited this lake, so many
cultural heritage sites are presented in traditional Chinese.

Traditional Chinese is also evident in the old-style
plaques that are common in historical buildings and cultural
relics sites; some of these were written by famous writers
(Figure 2).

Table 6. The number of Chinese characters on signs (N = 249).

Chinese Character Number Percentage (%)
simplified Chinese character 170 68.3
traditional Chinese character 71 28.5

both 3.2

Figure 2. An old-style plaque named

(Louwailou) in traditional Chinese characters.
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4.2. Integration of Traditional Elements for
(Re)Making a Classical Chinese Space

4.2.1. The Use of Fonts

In terms of Chinese fonts, 149 signboards appear in
regular script (), accounting for 59.8% of all the linguis-
tic landscapes containing Chinese; 87 signboards appear in
traditional fonts, accounting for 34.9%, among which the
most frequent fonts are running script (

(

nese and traditional Chinese appeared 13 times, accounting

), clerical script
), regular script, and handwritten script. Simplified Chi-

for 5.2% (Table 7). The frequent use of classical fonts on
plaques, signs and boards highlights the features of these
buildings, which represent the cultural heritage of ancient
and classical cultural spaces.

The running script is written in a dashing and elegant
manner without losing its dignity; it has ornamental prop-
erties and is clear and easy to recognize, so it has a higher

usage rate (Figure 3). The clerical script is characterized

by a heavy and dignified style (Figure 4), and the regular
script is characterized by a thick and elegant style, which are
widely used in West Lake (Figure 5); the handwritten script
is written by specialists or experts, so the economic cost of
using it is relatively higher, but in West Lake people still can
see handwritten scripts (Figure 6).

These Chinese characters as language signs have two
basic characteristics: practical (recording and transmitting
information) and artistic (writing and appreciation). Af-
ter each major evolution of Chinese character scripts, the
old scripts do not die out, though they are replaced; they
are transformed from a practical identity to an artistic ex-
pression, such as running script, clerical script, and regular
script, all of which show the charm of calligraphy. The use
of regular script, clerical script, running script and handwrit-
ten script demonstrates the practicality of the different Chi-
nese fonts. These fonts are appreciated as art and symbols
of cultural heritage (Zhang et al.[®]). Their use contributes

to the construction of a traditional Chinese cultural space.

Table 7. The number of different Chinese fonts on the language signs (N = 249).

Chinese Font Number Percentage (%)
regular font 149 59.8
traditional font 87 349
both 13 52

Figure 3. A Chinese sign with running script (‘Hangzhou West Lake Su Dongpo Memorial Hall’).
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Figure 4. A Chinese sign with clerical script (‘Water-Moon Corridor’).

& aff ' : @

Figure 5. A Chinese sign with regular script (‘T

o,

his is the “Loyalty and Devotion” Memorial Archway in front of the Yue Fei Temple”).

Figure 6. A sign with handwritten script (‘The Splendid Scenery of Lakes and Mountains’).
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4.2.2. Traditional Poems and Literary Texts as
Language Signs

The use of traditional Chinese is also reflected in the
traditional poetic works represented in some of the signs.
Tourists who are interested in traditional Chinese culture
and poems may be attracted by the use of traditional Chinese
characters and their visiting experience may be enhanced.
The integration of poems and literary texts enriches these
linguistic landscapes and highlights the traditional classical
features of West Lake as well. For instance, in the Leifeng
Pagoda, there are four poem carvings displayed on the third
floor, each with three poems, totaling twelve. The poems

are selected from famous pieces of writing in praise of

Leifeng Pagoda and Leifeng Sunset from different periods
(Figure 7).

Figure 7. The ancient Chinese poems in the Leifeng Pagoda.

Traditional classical poems are diverse in form and
rich in content, and the cultural connotations carried by these
poems are an important foundation for tourism product de-
velopment. Culture and tourism can complement each other
with benefit to the economy. Traditional classical poems
can represent regional characteristics and be used to create a
unique cultural brand for the regional tourism industry. The
recreation of literary works as linguistic signs can be used
to build up a cultural identity or a sense of classical space in

the West Lake scenic area.

4.2.3. Vintage-Style Brand Names as Language
Signs

When examining the brand names of business stores
in the West Lake scenic area, it is easy to see the use of
vintage-style brand names. These stores choose to con-
nect their brand names to the history and culture of ancient
poems, historical events, and geographic features relating
to West Lake. For instance, > (Bainiangzi

Bingtanghulu), the heroine Bainiangzi in the legend named

‘White Snake’ (Figure 8), inspires the name of a business
brand. The vintage-style of brand naming is also reflected
in handwriting styles. For example, on the sign of the cof-
fee brand Starbucks, ‘Starbucks’ is replaced and presented
in traditional calligraphy (Figure 9). This sign suggests a
traditional classical atmosphere, achieving an integration
of a Western coffee brand and the beauty of Chinese tra-
ditional calligraphy. This combination can attract tourists
to consume coffee in a rich historical and cultural space,
offering them an opportunity to experience and appreciate
the charm of Chinese calligraphy and the taste of the coffee

when visiting the lake.

Figure 8.
sign with a vintage style.

2 A : i S L %E:‘ »’. W
Figure 9. (Starbucks Coffee), a handwritten brand
name sign.

The use of vintage-style names in the branding names
reflects the business owners’ emphasis on Chinese cultural
traditions and their desire to engage tourists’ emotions by
expressing their emotional attachment to Chinese history
and culture. The tourists can appreciate the rich historical
heritage and cultural atmosphere of the local community in
their tourism experience (Nie & Yao[3"!). The use of vintage-
style names becomes a business strategy for merchants to
profit from while promoting the unique culture of their dis-
trict (Lee®); Shang & Guoll). It is a good example of
language commodification (Bruzos3°!; Dlaske[*"); Leeman
& Modan!!). The branding names may make tourists cu-
rious about the historical and cultural space represented by
them, so they become more willing to explore the attractions

of the West Lake scenic area.
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4.3. Bilingual/Multilingual Signs for (Re)Mak-
ing a Modern/Globalized Space

In bilingual landscapes, the presentation often com-
prises a Chinese text and its corresponding English transla-
tion. In multilingual signs, English is included and usually
ranked second. English is undeniably a lingua franca to-
day (House*?); Martin-Rubié & Cots[**]; Pan & Block [*4).
Among the 251 samples, English appears in 107 signs, con-
stituting 42.6%. English, as a global language, often serves
as the optimal means of communication, catering to visitors
who may not understand Chinese and alleviating the discom-
fort and stress tourists may experience when they enter an
unfamiliar language space, while fulfilling the informative
function of linguistic landscapes. The presence of English

gives an internationalized atmosphere to the region.

In addition to Chinese and English, Japanese, Korean,
and French texts are observed in the West Lake scenic area.
However, the simultaneous existence of four-language signs
is rare, and they mainly appear on the road signs of key scenic
spots, such as the Yue Temple scenic spot (Figure 10). A
three-language text is also found on road signs (Figure 11).
These multilingual signs create a modern and welcoming
space for international tourists and cross-cultural communi-
cation and exchange. Linguistic servicescapes provide infor-
mation and directions in multiple languages (Touchstone et
al.[*) for consumers from different countries and regions,
enhance their touring experience, and promote communica-
tion and understanding among different cultures. Multilin-
gual landscapes also help to expand the tourist market and
attract more international tourists, thereby increasing tourism
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4.4. Digital Linguistic Landscapes for (Re)Mak-
ing a Dialogical and Fluid Space

Some new types of language media have emerged in
this project, such as digital touch screens (Figure 12). These
digital screens present information and offer a dialogical
space for tourists. They can convey information to readers
and gather feedback from them. Some linguistic landscapes
with QR codes allow visitors to scan and access more de-
tailed information. Although there is only Chinese language
on the introduction sign (Figure 13), scanning the QR code
provides more detailed pictures, bilingual Chinese and En-
glish texts, and audio explanations (Figure 14). Compared
to traditional signs, these digital signs can be edited at any

time, and they, like handwritten signs in public spaces (Li
& Zhul*8l), act as fluid (Bauman!”)) signs to enable tourists
to access information and audio explanations; they can be
reused as well, which has greatly improved their utilization
rate.

These linguistic landscapes facilitate dialogical com-
munication (Holquist*’!) and enhance visitor experiences,
and they reflect the dynamic nature of tourism in such a dig-
ital and globalized age. By embracing multilingualism and
adopting emerging linguistic landscape media, these signs
can meet the demands of an increasingly diverse tourist popu-

lation, thereby contributing to the construction of a dialogical

and global space for tourists.
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Figure 13. A Chinese sign of introduction with a QR code (‘Key Cultural Heritage Site under National Protection: One of the Ten
Scenes of West Lake — Autumn Moon over the Calm Lake, designated by the State Council of the People's Republic of China’).
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The seventh batch of national key
cultural relics protection units

“Autumn Moon in Pinghu Lake” is one of the
"Ten Scenes of the West Lake" in the Southern
Song Dynasty. It is located in the lakeside area at
the southeast corner of Gushan Mountain, west of
Baidixi. The south side of the end is one of the
best places to view the panorama of the West
Lake from the north bank of the lake and the area
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Figure 14. A bilingual introduction page after scanning the QR code.

4.5. Making a Cultural and Romantic Space by
Putting the Legend on the Signs

The Leifeng Pagoda was built in the Northern Song
Dynasty (960—1127) in West Lake, and underwent numer-
ous repairs over the centuries. On September 25, 1924, the
Leifeng Pagoda collapsed, and the current pagoda was re-
built based on the original design in 2002. For most Chinese
visitors, the pagoda is associated with a legendary tale, The
Legend of the White Snake, which has endowed West Lake
with romance. In the legend, the Leifeng Pagoda was a
sacred place for the White Snake in the form of a human
heroine; Fahai, the abbot of the temple, suppressed the White
Snake and imprisoned her under the Leifeng Pagoda. The
legend is that only when the pagoda collapses can the White
Snake be released, but the collapse of the pagoda was almost

impossible, symbolizing that the White Snake would forever
remain trapped beneath it. The collapse occurred, and people
believe that the love story had a happy ending.

Now, the presence of The Legend of the White Snake
can be seen in the linguistic sign (Figure 15). The sign
vividly illustrates the connection between the legend and the
Leifeng Pagoda; this connection highlights the function of
the landscape in storytelling. The texts and images empha-
size that the legend will continue, bringing hope for young
tourists and their love stories. By showcasing the texts, im-
ages, and iconic buildings related to the legend, visitors’
cultural experiences and emotional resonances are evoked in
a cultural space of legendary love. This linguistic landscape
can deepen visitors’ understanding of the local history and

culture and evoke a sense of mystery and romance in them.
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Figure 15. The Legend of the White Snake on a sign in the Leifeng Pagoda (‘The Legend of the White Snake in Yangliuging Woodblock

Prints, and introduction of New Year Prints (Nianhua)’).

4.6. (Re)Making a Harmonious Ecological Space
via Linguistic Signs

In West Lake, the linguistic landscapes play a signifi-
cant role in building up a harmonious ecological space. For
instance, botanical information signs (Figure 16) have pro-
vided visitors with opportunities to learn about the surround-
ing vegetation, enhancing their understanding and respect for
the local ecosystem by introducing plant species, characteris-
tics, and habitats. This can promote tourists’ environmental
awareness and provide them with more knowledge to ap-
preciate the natural landscape. Environmental protection
signs are also seen in the scenic area (Figure 17). These

signs kindly remind visitors to cherish the natural environ-
ment and behave respectfully. These signs advocating for
environmental protection help people to maintain ecological
balance and sustainable development in the scenic area. This
initiative contributes to the preservation of the ecological
environment while nurturing environmental awareness and
actions among tourists.

Through these linguistic landscapes, West Lake has
shaped an ecologically-friendly tourism space, providing vis-
itors with a holistic experience and an ecological space that
is mentally enriching and culturally enlightening. Further
efforts can be made to enhance ecological conservation and

cultural inheritance in the scenic area, thereby creating an
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even higher-quality tourism space for more visitors.

. it 1005
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Flgure 16. A language sign providing botanical information for
tourists.

Note: English translation of the Chinese text in Figure 16: ‘Tree age: 100 years. NO.

018630500043. Intro: The Elaeagnus argyi Levl. belongs to the Magnoliaceae family
and the Magnolia genus. It is 100 years old, with an average crown spread of 12.2
m, a trunk diameter at breast height (DBH) of 249 cm, and a height of 16.7 m. Sign
installed by: West Lake Scenic Area Management Committee. Year: 2018,

Please Keep Quiet

Thank You for Keeping the Place Clean!

IO B A L A (FmEm) Sl WiEee

Figure 17. A sign calling for environmental protection.

5. Discussion

5.1. Understanding Linguistic Landscape as
Language Commodification

Most of these linguistic landscapes in the West Lake
scenic area are limited to Chinese, English, and a few other
languages, and some long introduction texts are presented
in Chinese. Yet a limited variety of languages in a tourist
area can lead to various problems. Insufficient information
for tourists can be a major communication obstacle. If the
tourist area only offers limited language services, visitors
who do not understand that language may not be able to
access enough information, hindering their understanding
of the historical, cultural, and distinctive features of the at-
tractions, thus affecting their travel experience. Cultural
exchange may be restricted as well.

Multilingualism is ‘increasingly spread across differ-
ent social classes, professions, and sociocultural activities’
(Cenoz™l). Multilingual services can facilitate commu-
nication and interaction among tourists with different cul-
tural backgrounds, enhancing their mutual understanding
and friendship; it is an example of language commodifica-
tion (Tuktamyshova & Kirillova*°!) and conversion from
cultural/linguistic capital to economic capital (Bourdieu %),
When tourists are not satisfied with their visual and cognitive
experience of a landscape mediated by signs, the reputation
of the tourist spot and its market competitiveness are im-
pacted. Attracting more tourists is crucial for the develop-
ment of tourist areas. If a tourist spot only provides local
language signs and services, it may fail to attract international
tourists, thereby affecting its market position and revenue.
Consumers’ experiences of place atmospheres, which very
often are related to the language signs, need to be a focus
of local tourism marketing (Steadman et al.’!1). Therefore,
expanding the variety of language signs and services is es-
sential to enhancing the attractiveness and competitiveness
of tourist areas.

Nowadays, Hangzhou is moving to an international
stage, so it is urgent to build more bilingual and/or multilin-
gual linguistic landscapes for tourists. Such bilingual/multi-
lingual linguistic landscapes of tourism should be well pro-
duced to create an inclusive in-between space (Bhabha[°?])
for visitors with different cultural backgrounds and serve
the economic development of local tourism. These linguis-
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tic landscapes are essentially commodified languages (Bru-
zos!*1) and they are related to profit (Ai et al.[3]; An &
Zhang*¥). Multilingual services should meet the needs of
different visitors. Through more dialogical and inclusive
measures such as digital signs, the quality of linguistic land-
scapes in the scenic area can be raised, and this will provide
visitors with more comfortable spaces and more enjoyable

travel experiences.

5.2. Improving Language Service Competence
for Promoting the Tourism Industry

In the West Lake scenic area, the Chinese language
plays a dominant role in the linguistic landscapes as well
as relevant language services. The dominant status of the
Chinese language in these linguistic landscapes is consistent
with the country’s language policy; it has a practical value
for tourists and symbolizes the identity of the Chinese nation.
Simplified characters and vernacular characters are mostly
used, and traditional characters and classical Chinese also
appear frequently, reflecting the importance of traditional
culture and layers of history in (re)making a tourism space.
In these linguistic landscapes, classical or traditional ele-
ments and modern characteristics are integrated, showing
that West Lake is a culturally mixed tourist space. Through
different language media and emerging digital screens and
QR codes, the West Lake scenic area’s cultural and tourism
spaces have a rich identity. Specifically, traditional fonts and
literary texts highlight a culturally classical and traditional
space; the bilingual and multilingual signs have promoted
the modernization, and internationalization of the scenic
space; the digital screen and the QR code on the signs have
provided tourists with an interactive and fluid space; and
the use of traditional legends provides visitors with a ro-
mantic space. Moreover, some language signs contribute
to the preservation and enjoyment of an ecological space,
with a harmonious blend of natural beauty and environmen-
tal conservation. These linguistic landscapes in the tourist
area showcase an effective integration of language, culture,
and technology to create immersive spaces and memorable
experiences for visitors. All these signs are evidence that
West Lake tourism managers have used linguistic landscapes
to frame inviting spaces, enrich visitors’ experience, and
promote cultural heritage preservation and innovation.

In addition to linguistic landscapes, professionals with

multilingual competence, such as tour guides and interpreters,
can be recruited to provide multilingual support and inter-
pretation services for visitors. Professional multicultural
communication training is needed to enable staff to under-
stand and respect visitors with different cultural backgrounds
and provide services using translanguaging practices. The
flexible use of complex linguistic resources (Garcia & Li>)
should be encouraged. Translanguaging practices, full of
‘playful creations’ (Gao[*%)), can create an inclusive space
characterized by innovation, diversity, and humor for tourists.
Translanguaging space may bring a sense of comfort and
belonging for tourists with different language/cultural back-
grounds. Tourism managers should utilize digital technolo-
gies such as audio devices and smart translation systems to
offer multilingual services for visitors. All these language
services, including the spaces made by these linguistic land-
scapes, can provide better experiences for future tourists as
well as a better future for this city/place.

6. Conclusions

The linguistic landscapes in the West Lake have demon-
strated an interplay between language/culture and spaces,
(re)making different spaces to embody cultural identity and
historical heritage. In tourism development, it is important to
incorporate traditional and modern elements when (re)mak-
ing spaces to enrich tourists’ experience. This approach will
contribute to the preservation and transmission of cultural
heritage and attract more international tourists, facilitating
tourism’s sustainable development and intercultural under-
standing. This paper contributes to understandings of the
interrelationship between language and space in (re)mak-
ing spaces of tourism in linguistic landscapes. Linguistic
landscapes need to be well managed to integrate language,
culture, and space, injecting new vitality into the tourism
industry and fostering economic and cultural prosperity in

regional development.

Limitations and Future Studies

Due to certain restrictions related to the pandemic, the
researchers were unable to conduct interviews with tourists,
which is regrettable, and collecting interview data would
make similar projects more comprehensive and contribute

significantly to the existing literature.
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