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Abstract 
This study investigates the presence of English as the business language in Taif, Saudi Arabia. It also explores 
the influence and familiarity of English in the business sector. Linguistic landscape of 162 photos of commercial 
shops and interview of seven shop owners were employed to analyze the language use of shop signs in the Taif 
market. The study results were classified into three major categories, bilingual, transliteration and monolingual 
signs. The research has revealed that English is used as a prestigious language that is necessary to attract 
customers. However, Arabic presence is inevitably needed because of the linguistic background of the customers. 
The study concluded that in relation to the extent of using English in shop signs, and the frequent use of English 
words, whether on the bilingual signs or the transliteration ones, there is a need of policy formulation and 
implementation for lexical assimilation of borrowed words of English. 
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1. Introduction 
Language offers an important role in all aspects of life, including communication, whether in a monolingual or 
multilingual society. English is one of the significant languages that has its presence in most societies. It includes 
linguistic landscape (LL, henceforth) in which it is used to guide the non-native speakers of the local language. 
Moreover, LL is an indication of people’s linguistic patterns of any society. In general, language landscapes are 
sign language that is manifested on streets, signs, places and street names, shops, government buildings etc. 
Landry and Bourhis (1997) defined LL as the “Language visibility and excellence in public and commercial 
signs in a particular area or region” (p. 23). Based on this definition, the LL studies focus on analyzing all 
written materials of the physical space of a particular place. As Landry and Bourhis’ definition is too broad, other 
scholars tried to determine what to be and not to be included in LL. For example, in his definition of the LL, 
Bakhaus (2007) highlighted the size of the sign that it is an LL, whether small as a sticker or a large one as a 
billboard and considered the transliterated signs as multilingual ones. Similarly, Ben-Rafael et al. (2006) 
language visibility and excellence in public and commercial signs in a particular area or region. 

Moreover, shop signs are the clear manifestation of semantic landscape of any locality. It helps measuring the 
linguistic choice of both the owners and the customers. Furthermore, symbol is an important object in LL. It is a 
sentence that describes information, warnings, instructions, etc. necessary to guide you to a specific place 
(Backhaus, 2007). More specifically, according to Landry and Bourhis (1997) or as termed by Ben-Rafael et al. 
(2006), signs of LL are frequently divided into two categories: private and government signs, bottom-up and 
up-down signs. Nowadays, English occupies significant role in business communication, including LL signs. In 
the business sector, signs and their projections constitute a vital area. For instance, store use signs to display the 
names of the products and services that they generally offer. 

In addition, it is important how the customer perceives each item on the sign, including language items. They 
give them an idea of the nature and type of transactions that the store offers. Therefore, the focus will be on the 
private or bottom-up signs of Taif city of Saudi Arabia. This study is the result of asynchronous analysis of Taif’s 
trademark and recording the current situation and situation in English on the store name and display. Therefore, 
present study investigates the influence of English in Saudi society as represented by the linguistic materials 
shown on the shop signs of Taif. Based on the aim of the study, the following research questions have been 
formulated: 
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Q1. What are the functions that are exhibited by the English language on shop signs? 

Q2. Does the choice of language depend on the owner/worker in the shop? 

Q3. What is the owner’s attitude towards English as a foreign language? 

2. Literature Review 
The language perspective has attracted the attention of scholars from different regions. They studied LL from 
various aspects. For example, Jordan Amer and Obeidat (2014) investigated shop signs in Aqaba, Jordan, to find 
out the influence of English on Arabic and what governs the presence of English in this context, and the attitudes 
of shop owners towards using English in the business context. The outcomes showed that most store signs are 
bilingual. Both Arabic and English are used. Conspicuously, the purpose of using English with Arabic is to 
provide information about the products and services they offer to non-native customers. Another advantage 
includes that it is associated with modernism and prestige. Shop owners indicated their positive attitudes towards 
using English as it affected their businesses positively. In Jordan, Al-Naimat (2020) also investigated the 
linguistic landscape that was characterized by the political discourse of the Jordanian protest on May 30, 2018. 
He explored the code choice on some of the signs of protest. The study results revealed that Jordanian Arabic 
language addresses the local audience, whereas English is used to manage the global audience, followed by 
Chinese. While examining the non-fixed signs, the author argued that the concept of place in the linguistic 
landscape disappeared from the protest scene. These are mobile signs that devote more importance to the motion 
of signs in the linguistic landscape. 

LL is investigated to determine the types and functions of the signs. For instance, Al-Athwary (2017) studied 755 
Arabic and English bilingual signboards in the public space of Yemen. The results of using Reh’s (2004) 
multilingual typeface typology have shown that language landscapes are characterized by multilingual typeface 
duplication, fragmentation, duplication, and complementation strategies. In addition, Arabicized English, 
glocalization, and multifunctional signs comprised the aspects of the linguistic landscape in order to promote 
utilitarian objects, modernity and success. Hopkyns and van den Hoven (2021) investigated COVID-19 signage 
in Abu Dhabi, UAE. The authors focused on the languages used, spacing, location, audience and sociolinguistic 
implications. According to the analysis, the handmade COVID 19 signage was a single language using only 
English, and the alerts created by the community were bilingual using Arabic and English. 

Despite the multilingual composition of the context, Korean was used as the only third language for COVID 19 
signage. Aiming to investigate the impact of tourist destinations on the use of linguistic landscapes, Hamdiyah 
(2019) examined the linguistic landscape and multilingualism of Surabaya and Mojokerto’s ancient places. 
Subsequently, the analysis exhibited the use of nine languages on the signs of four heritage sites, namely, 
Indonesian, English, Javanese, Arabic, Dutch, Latin, Sansekerta, Chinese and Madurese. The results also 
revealed six functions of the examined signs: directional, instructional, warning, names of buildings, informative 
and advertising. The purpose of using a language(s) on the signs encompassed facilitating local or foreign 
visitors and improving their knowledge, presenting facts and showing identity. The authors concluded that tourist 
spaces did not affect cultural heritage in the use of linguistic landscapes.  

Kretzer and Kaschula (2021) investigated language policy and the linguistic landscape at several South African 
institutions to find the relationship between the two. The findings indicated that the schools surveyed had 
different language policies and landscapes on account of frequent use of English in language policy documents, 
language landscapes and mottos. In contrast, linguistic policy did not mention or define the role of languages in 
the linguistic landscape of the schools. Besides abovementioned regions, the Saudi context has attracted the 
attention of researchers in terms of the LL. For example, Blum (2014) studied the linguistic landscape of Jeddah 
to explore the use of bilingual/multilingual typographic signage and the language hierarchy and dominance. The 
study results showed that English is presented through the business identity and logo trademark followed by the 
Arabic translation. 

On the other hand, Arabic takes priority over English in municipal signage, including highway and street signs, 
in which it appeared first then followed by the English translation. Another study dealing with the Saudi LL was 
conducted by Alfaifi (2015), who investigated the linguistic landscape in Khamis Mushait in two areas, namely, 
tourist destination (TD) and commercial zone (CZ). In one hand, the focus of the study, was on the usage of 
English at shops, streets, poster signs. While, on the other hand, it aimed to find out whether Arabic or English 
was the predominant language at the abovementioned places. The study results showed that in both locations 
(TD and CZ), the Arabic language is dominant. However, English appeared to have more influence on the signs 
of the CZ. The author attributed such an influence to globalisation. 



ijel.ccsenet.

Similarly, 
Athulatha’
language. 
multilingu
traditional
signs are o

Almoaily 
entreprene
multilingu
duplication
example, t
found und
under the c

Aldosari a
came to b
implication
the linguis
that road s
appropriat
neighborho

3. Method
This study
signs to fin
influence, 
used two d
language i
sign. The t
the shop o
their shop 

4. Analysi
For data a
established
Furthermo
proposed b
observatio
and Englis

 

4.1 Bilingu

This categ

.org 

Alhaider (201
’a and Asir M
The results re

ual ones. Whil
 roles of men

obvious by the 

(2019) studie
eurs. The autho
ual. Multilingu
n. The study re
the business n

der the category
category of Ar

and Alrefai (20
be reorganized
ns for English 
stic landscape 
signs written in
tely integrated
ood. 

dology 
y investigates t
nd out how En
all the Arabic

data collection
items that app
total number o

owners were co
signs. More qu

is and Results
analysis, the r
d the categorie
ore, the catego
by Reh (2004)

on data were c
sh monolingua

ual Signs: Eng

gory consists o

In

18) contrasted 
all. More prec

evealed that So
e the use of u

n and women 
use of Arabic 

ed the code c
or has categor

ual ones were f
esults figured o

names fall prim
y of English m
rabic monoling

020) studied th
d and negotiate
 education in G
plays in the a

n English could
d with the nati

the English lan
nglish is presen
c monolingual
n methods: obs
pear on the sho
of signs captur
onducted for d
uestions were 

s  
researcher cla
es i.e., bilingu
ory bilingual 
. These subcat

categorized int
al signs (5.6%)

glish and Arab

of the signs on

nternational Jou

with the lingu
cisely, the stud
ouk Athulatha
unilingual sign
as customers 
transliteration

choice in the
rized the letter
further catego
out an inconsis

marily under th
monolingual. H
gual. 

he linguistic la
ed in the Arab
Gulf countries
advancement o
d be a valuable
ional syllabi, e

nguage influen
nted in Taif LL
l signs were e
servation and i
op signs. The 
red through thi

data collection 
added related 

assified the si
uals (English a

signs are sub
tegories are co
to three major
), see Figure 1.

Figure 1. Maj

ic  

n which Arabic

urnal of English 

107 

uistic landscap
dy aimed to co
a’a uses uniling
ns is marked b
and cultural c

ns of brand nam

e virtual lingu
rs into Arabic 
rized into dup
stency in the li
he category of
However, the d

andscape of En
bian context. T
 in general and

of English as a
e resource for 
easily accessib

nce on LL of Ta
L and how it i

excluded from
individual inte
researcher use

is method is 1
wherein they w
to the linguist

gns according
and Arabic), tr
bdivided into 

omplementary, 
r categories: b
.  

jor categories 

c and English 

Linguistics

pe between two
ontrast foreign 
gual signs, wh

by the indicatio
conservatism a
mes in English

uistic landscap
single languag

plication, comp
inguistic prefe
f duplicating, w
descriptions of

nglish in Saud
The study wa
d in Saudi Ara
a global langua
teaching Engl

ble to students

aif city of Sau
is presented. F

m this study. Fo
erviews. Throu
ed his mobile 
62 photos. Ad
were asked the
tic materials sh

g to the items
ansliteration a
four subcateg
duplicating, o
ilingual signs 

of signs 

are shown on

o markets loca
languages wit

hereas the sign
ons of past lit
are emphasize
h.  

pe of 400 bu
ge, English sin
plementation, 
erence of the bu
whereas the b
f the business 

di Arabia to fin
as designed to 
abia in particul
age. The study
ish in Saudi A
s anywhere an

udi Arabia repr
Focusing on th
or gathering d
ugh observatio

phone’s came
dditionally, sev
e reason for in
hown on their s

s that appeare
and monolingu
gories accord

overlapping an
(46.3%), tran

 

n the same sign

Vol. 13, No. 1;

ated in Abha: 
th the use of n
ns of Asir Mal
teracy in which
d, the multilin

usinesses of S
ngle language
fragmentation
usiness owner
usiness logos 
mainly were f

nd out how En
elicit insights

lar and the role
y results concl

Arabia once the
nd anytime in 

resented by its 
e English lang

data, the resea
on, data includ
era to capture 
ven interviews 
ncluding Englis
signs.  

ed on shops; 
uals (English o
ing to the cr

nd fragmentary
nsliteration (48

n. They are fu

2023 

Souq 
native 
ll are 
h the 
ngual 

Saudi 
, and 
, and 
s; for 
were 

found 

nglish 
s and 
e that 
luded 
ey are 

their 

shop 
guage 
rcher 

de the 
each 
with 

sh on 

thus, 
only). 
iteria 
. The 

8.1%) 

urther 



ijel.ccsenet.

classified 
(2004) crit

 

4.1.1 Com

A sign is c
informatio
understood
signs are 
provided i
Figure 3, b
complete a

 

4.1.2 Dupl

On duplic
displayed 
informatio
constitute 
ة and الملك
English sp

.org 

into four subc
teria, see Figur

mplementary  

classified as co
on is displayed
d by people w
classified as c

in English, wh
below. Therefo
access to the in

licating  

cating signs, th
in one langua

on will be pro
60% of the to

d its translation
peakers. 

In

categories: com
re 2. 

Figure 2. D

omplementary 
d in one lang

who speak thos
complementar

hile the nature 
ore, a reader w
nformation pro

Figur

he whole disp
age and the re

ovided in Arab
otal bilingual s
n in English Q

nternational Jou

mplementary, d

Distribution of

when the ling
uage and the 
e languages. A

ry. For examp
and services p

who is only an 
ovided on the s

re 3. A comple

played text is 
est is displaye
bic and Englis
signs. In Figur
QUEEN TAST

urnal of English 

108 

duplicating, ov

f subcategories

guistic materia
rest is displa

As far as this s
le, on the sig
provided by th
Arabic monol

sign. 

ementary biling

 

translated int
ed in another 
sh. The study
re 4, the same

TE. So, equal a

Linguistics

verlapping and

s of bilingual s

al is displayed 
ayed in anothe
study is conce

gn MARENA 
his shop is giv
lingual or Eng

gual shop sign

o another lang
language. In 

y signs are tha
e linguistic ma
access is prov

d incomplete, 

signs 

in two or mor
er language. T
erned, about 12
Décor, the na
en in Arabic (

glish monoling

n 

guage, i.e., so
the context o

at classified un
aterial is presen
vided by this s

Vol. 13, No. 1;

according to R

 

re languages. S
These signs ca
2% of the bilin
ame of the sho
ابخ) ة مط (الماني
gual will not ha

 

ome informatio
of this study, 
nder this cate
nted in Arabic

sign for Arabic

2023 

Reh’s 

Some 
an be 
ngual 
op is 
), see 
ave a 

on is 
same 
gory, 
c مذاق 
c and 



ijel.ccsenet.

 

During the
“he indica
from differ
prestige or
Thus, it ca
all types o

Similar sig
into Engli
ة A الرجالي
ALRIFAI.
caused eith

 

 

4.1.3 Over

As the nam
the other l
signs. The
is repeated
from the a

In the inte
high-class 
businessm

.org 

e interview wit
ated their wish 
rent countries,
r keeping in lin
an be construe
f customers. 

gns of duplicat
sh. Other exam
AlJedaie Men
 The last sign,
her by the inte

rlapping 

me suggests, o
anguage. In th
 order of the tw

d in English. L
abbreviation an

erview, the sh
people, the o

men and teacher

In

Figur

th its shop ow
to cover Arab

, and there are 
ne with globali
d that the aim 

ting bilingual 
mples include 
’s Fabrics, لية
اعي محمصة  ف
rference of Ar

Figur

overlapping bil
his study, these
wo languages 

Looking at the s
nd the website,

hop owner sai
ones whose in
rs. When asked

nternational Jou

re 4. A duplica

wner, he was as
bic and non-Ar
a lot of non-A
ization, he said
of including E

signs include ع
ه  ارات ھب للنظ
يد دة ص لمتح
ROSTERY الرف
rabic or by the 

re 5. A duplica

lingual signs h
e signs make up
is not clear. Fo
sign ور ن دكت
, while وزن ي ال

id, “it is a bra
ncome is mor
d whether this 

urnal of English 

109 

ating bilingual

sked the reason
rabic speakers

Arabic speakers
d “No, to attra
English on the

ائع ورد ب FL ال
Hebah Optic ل
UNITED P الم

Y ALRIFAI, sho
design of the 

ating bilingual

have the inform
p one-fifth (20
or example, on

it can ,نيوترش
الي is not t المث

and name, an
re than 20 th
has anything t

Linguistics

 shop sign (1)

n for using En
s”. He also sai
s around here”

act as many cus
e shop sign is t

LORIST in wh
cs, ة ود نخب الع
PHARMACY 
ows disorderin
sign, see Figur

 shop sign (2)

mation in one 
0%) of the tota
n the sign مكس
n be found that
translated in En

nd everybody 
housand Saudi
to do with glob

nglish besides A
d, “We want t

”. As for wheth
stomers as we 
to improve bus

ich the Arabic
OUD ELITE

and عي محمصة
ng error in the 
re 5. 

language and
al number of th
ة م ة للخياط الي
t it is repeated
nglish, see Fig

knows that, a
i riyals per m
balisation, he s

Vol. 13, No. 1;

 

Arabic on the 
to attract custo
her the reason 
can. It’s busin
siness by attra

c name is trans
E, ديعي ة الج
اع ROST الرف
English transl

 

d part is repeat
he studied bilin
the word ,الرجا

d in English as 
gure 6.  

and they targe
month like doc
said ‘maybe’.

2023 

sign; 
omers 
is for 

ness”. 
cting 

slated 
 للاقمش

TERY 
ation 

ed in 
ngual 
 مكس
clear 

et the 
ctors, 



ijel.ccsenet.

 

4.1.4 Fragm

The inform
other langu
in another 
8% of the
Figure 7; i
the English

 

 

4.2 Transl

Translitera
alphabet o
different fr
former do
characters
constitutes
Arabic wri

 

 

.org 

mentary 

mation is displ
uage. In other 
language. In t

e total number
it has the Eng
h ‘LOOK’ as i

iteration  

ation is a kind
or script of ano
from translation
es not offer an
. In this study
s 48.1% of the 
itten in a Rom

In

Figu

layed in one l
words, the inf

this study, the f
r. An example
glish translation
it appears on th

Figu

d of writing in
other language
n as the latter p
ny meaning bu
y, the translite

total number 
man script or En

Figure 8. Dis

nternational Jou

ure 6. An overl

language on th
formation is w
fragmentary ca

e from the dat
n of the name
he right side of

ure 7. A fragm

n which the wr
e. It is frequent
provides the m
ut helps the re

eration categor
of signs studie
nglish written i

stribution of su

urnal of English 

110 

lapping bilingu

he fragmentary
written in one la

ategory is the l
ta is provided 
e and further in
f the sign.  

mentary bilingu

riter employs t
t in representin

meaning of wo
eader pronoun
ry occupies th
ed, see Figure 
in an Arabic sc

ubcategories o

Linguistics

ual shop sign

y signs, and so
anguage but so
least among th
by the sign ر

nformation is 

ual shop sign

the closest cor
ng names from

ords or text in a
nce such word
he top of the l
1 above. Trans
cript. 

of transliteratio

ome parts are 
ome of the inf
he bilingual sig
ارات دار ية النظ
provided abou

rresponding le
m one languag
another langua
s or phrases u
list of the maj
sliteration on t

on signs 

Vol. 13, No. 1;

translated int
formation is wr
gns as it forms
عودي show ,الس
ut the shop typ

etters of a diff
e into another

age. In contras
using similar-s
jor categories 
these signs is e

 

2023 

 

o the 
ritten 
only 

wn in 
pe by 

 

ferent 
. It is 
t, the 
ound 
as it 

either 



ijel.ccsenet.

4.2.1 Arab

As clear fr
(27%). Th
Examples 
zohoor alr
based on th
arreef, resp
on the spel

The signs 
script besi
ل W- فلاف
with the fl
want to att
transliterat
business. 
transliterat
of custome
shop, espe
women, th
signs inclu

 

 

.org 

bic in Roman S

from Figure 8,
he Arabic shop

of this type 
eef. In Arabic,
his, the words 
pectively. It in
lling of the Ar

ل واحد - فلاف
ide the origina

WAHED FALA
flow”, and whe
tract Arabic sp
tion of the Ara
Upon asking

tion on the sig
ers they target
ecially non-Ar
he main custom
ude وب  ازاري ث

In

Script  

 Arabic in Ro
p name is wri
of transliterat
, the letter ‘l’ o
ALSHIAKA,

ndicates that th
abic word rath

-WAHED FAL
al Arabic nam

AFEL- said tha
en asked whet
peakers as Eng
abic name usi
 the shop ow

gn, he said: “to
t, he said that 
rabic speakers
mers since Eng
EZARI ة ياط

Figu

Figur

nternational Jou

oman script sig
itten in Arabic
tion include: ة
of the definite 
 AlRumanah a

he transliteratio
her than its pro

LAFEL- and ن
me of the shop,
at they designe
ther they want
glish attracts t
ing English att
wner of دون

o imitate others
designing the 

s such as Pak
glish is a prest
ة للخي an الرجالي

ure 9. An Arab

re 10. An Arab

urnal of English 

111 

gns makes up 
c on these sig
ياكة ALSH الش
article {al-} is
and alreef are e
on system from

onunciation. 

دون م ب BED اس
, see figures 9
ed the shop sig
t to attract the
them the most
tracts the custo
م ب BEDO اس

s. Because mo
sign in this w

kistanis, Filipin
tigious langua
nd ات K حواء كلم

bic in Roman s

bic in Roman s

 

Linguistics

less than one
gns and furthe
HIAKA, ة رمان
s pronounced a
expected to be
m Arabic into 

DOON ESSM 
9 and 10 respe
gn in this way
 non-Arabic s

t”. This means
omers’ attentio

OON ESSM a
st brand name

way makes it e
nos and Indian
age. Other exam
Kalemaat Haw

script sign (1)

script sign (2)

-third of the tr
r transliterated
AlRumana الر
according to th
e ASHSHIAKA
another script

show Arabic 
ectively. The s
y because they
speakers, he sa
s that designin
on and ultimat
about the rea
es are in Englis
asy for the cu
ns. He adds t
mples of Arab

wwaa. 

Vol. 13, No. 1;

ransliteration 
d in Roman s
h and ف زھور

he following so
A, ArRumanah
t seems to be b

written in Ro
shop owner of
y “just [want] t
aid, “No, beca
g the sign wit
tely improves 

ason for inclu
sh”. As for the

ustomers to fin
that it also att
bic in Roman s

 

 

2023 

signs 
cript. 
ريف  ال
ound; 
h and 
based 

oman 
f واحد 
to go 
use I 
h the 
their 

uding 
 type 
d the 
tracts 
script 



ijel.ccsenet.

4.2.2 Engl

Making up
Arabic to 
using Arab
not exist in
‘fine fair’ 
shop sign 
English /tʃ
Arabic, see

 

 

In the inte
sign this w
design it th
customers
owner emp
using Engl

 

 

The secon
وب  who ش
Furthermo
Arabic tran
in this cat
وز P ,دومين
زآراس .توي

.org 

lish in Arabic S

p 73% of the 
English at Tai
bic script. The
n Arabic. For 
is اين ير ف ,ف
SIGNATURE 
ʃ/ by the Arab
e Figure 11.  

erview with the
way—having 
his way. As sh
, so she convi
phasized the c
lish, at least in

d interview on
said that it is a

ore, he said tha
nslation, م محل
egory are alm
Pizza Hut ت
.  

In

Script  

total number o
if markets. On
e writer used th
example, the s
, ‘Fresh Juice’ 
is transliterate

bic combinatio

Figur

e shop owner o
English writte

he says, writing
nced me”. Lik

connection bet
n business, has 

Figur

n the signs of t
a brand name, 
at English was
م it will n ,الجس

most brand nam
 New ,بيتزاھ

nternational Jou

of transliterati
n these signs, t
he Arabic lette
sign ‘ICE-CRE
is ريش جوس ف

ed as ر جنتش
on of -tsh-; thi

re 11. An Engl

of Fresh Juice 
en in Arabic l
g the sign both
ke the reason g
tween using En
a kind of pres

re 12. An Engl

this category w
and they wan

s essential and
not give the sa

mes such as ce
Mark و ك ني

urnal of English 

112 

ion signs, Eng
the English pr
ers equivalent
EAM FACTOR
and ‘THE B ,ج
in which th ,سيج
is is because t

lish in Arabic 

ريش  ,جوس ف
letters, see Fig

h in Arabic and
given by the o
nglish and fem

stige as custom

lish in Arabic 

was conducted 
t to attract cus

d dominated th
ame meaning i
entre point ينت
motherca ,مارك

 

Linguistics

glish in Arabic
ronunciation o
s or the closes
RY’ is translite
BODY SHOP’
he English /g/ 
these two Eng

script sign (1)

he was asked 
gure 12. He s
d English is som
owner of BED
male customer
mers prefer, esp

script sign (2)

with the owne
stomers from a
he scene in cer
in this context
نتربوي L ,س
are ير مذر R ,ك

c signs indicate
of the shop nam
st ones if the E
erated into س
’ is ودي ذي ب ب
is represented

glish sounds a

about the reas
said, “My dau
mething prefer

DOON ESSM s
rs. This strengt
pecially female

er of THE BOD
all regions: Ara
rtain contexts, 
, see Figure 13

Lifestyle ف  لاي
REDTAG رد 

Vol. 13, No. 1;

e the preferen
me is translite
English sound 
ريم-اي اكتوري ك

وب Moreover .ش
d by Arabic /dʒ
are not availab

son he designe
ughter asked m
rable by the fe
shop, Fresh Ju
thens the view
es. 

 

DY SHOP ي ذي
abs and non-A
and if they us

3. Rest of the 
تايل Dom ,س
اغ and Toy ت

2023 

ce of 
rated 
does 
ا  , ف
r, the 
ʒ/ and 
ble in 

d the 
me to 
emale 
uice’s 
w that 

ودي  ب
Arabs. 
se the 
signs 

mino’s 
ysRus 



ijel.ccsenet.

4.3 Monol

Monolingu
categories
monolingu
of foreign
means the 
In the inter
that it is a 
for custom
expensive.

 

 

5. Discuss
The study
linguistic i
the busine
that what 
language h
increasing
Moreover,
Taif percei
they can a
(2014), wh
services th
modernism

The secon
Having di
signs (48.1
second cat
simultaneo
(5.6%). Le

.org 

lingual Signs: E

ual signs are 
. It constitute
ual shop signs 
n language, En

signs on whic
rview with the
new style to u

mers, he said th
. TOP30 shop 

sion 
y aimed to inv
items used on 

ess sector. The
functions are 
has a strong 
ly present in 
, an increase in
ive those bran
afford to buy 
ho discovered
hey offer to n
m and prestige.

nd research que
vided the shop
1%) are found
tegory accordi
ously. The last
et alone the m

In

Figur

English Only 

the last majo
s only 5.6% 
are excluded f

nglish in this c
ch English is o
e shop owner o
use English ra
hat it might no
sign is shown 

Figu

vestigate the i
shop signs. It 

e current study
exhibited by t
influence in t
everyday life

n familiarity w
ds as a symbo
the products w

d that English 
non-native cust
.  

estion encomp
p signs into th

d under the tra
ing to the freq
t category in t

monolingual Ar

nternational Jou

re 13. An Engl

 

or category w
of the total n
from this study
case, on the s
only used. Exa
of ‘TOP30’, he
ather than Arab
ot attract low-in

in Figure 14.

ure 14. An Eng

influence of E
also explored 

y formulated th
the English la
the business s
e because cus

with foreign br
l of great pres
willingly. This
was used by 
tomers. Besid

passes that doe
hree major ca

ansliteration ca
quency is the b
this classificat
rabic signs tha

urnal of English 

113 

lish in Arabic 

 

which is also 
number of the
y since the cen
shop signs ma
amples of this 
e was asked wh
bic and using E
ncome custom

glish monoling

English on the
the degree to 
hree research 

anguage on sh
sector as it is
stomers are su
rands also imp
tige and wealt
s result is con
shopkeepers t

des, advantage 

es the choice o
tegories accor

ategory. The sc
bilingual signs
tion is the mon
at have not bee

Linguistics

script sign (3)

the least num
e signs studied
ntral theme of 
aterials. Theref
category inclu
hy he designed
English is “pre

mers because p

gual shop sign

e business sec
which English
questions. The
op signs? The

s a means to 
ubjected to th

proves the econ
th. It values th
nsistent with t
to provide info

of using Eng

of language de
rding to the lin
cript of one la
s (46.3%), wh
nolingual sign
en selected for

mber of signs 
d. As mention
the current stu
fore, the categ
ude ‘ProoF’, A
d the shop sign
estigious and g

people think th

ctor of Taif, r
h is spread and
e first research
e study results
have access t

he influence o
nomic conditio
em more than 
the results of A
ormation abou
glish is that it 

epend on the o
nguistic items

anguage repres
here English an
ns in which on
r analysis in a

Vol. 13, No. 1;

 

among the m
ned earlier, A
udy is the influ
gory ‘monolin

Adidas, and TO
n this way; “he
global as well”

hat brand name

 

represented by
d the role it pla
h question ent
s show that fo
to various cul
of foreign im
ons as the loca
the local bran
Amer and Ob

ut the products
is associated 

owner in the s
s, about half o
sents the other
nd Arabic are 
nly English is 
ccordance wit

2023 

major 
rabic 

uence 
ngual’ 
OP30. 
e said 
”. As 

es are 

y the 
ays in 
tailed 
reign 
ltures 
ages. 
als of 

nds as 
beidat 
s and 
with 

shop? 
of the 
. The 
used 
used 
h the 



ijel.ccsenet.org International Journal of English Linguistics Vol. 13, No. 1; 2023 

114 

aim of the study, the major category is transliteration under which English in Arabic script made up 73% of this 
category which means that although English names are there, Arabic seems to be inevitably required for the 
customers, a reason for which the Arabic script is shown on these signs to facilitate the customers. 

On the other hand, English is necessary for the business sector to attract non-Arabic speakers’ attention, as 
indicated by some shop owners whom the researcher interviewed and some of the local customers, especially 
women who liked English as they believed it was a prestigious language. This result of the study is similar to the 
findings of a study conducted by Alfaifi (2015), who found that in tourist destinations and commercial zone, the 
Arabic language is dominant. In contrast, English appeared to have more influence on the signs of the 
commercial zone. This attribution is influenced by the impact of globalization. Thus, it is concluded that the 
choice of language was hinged on the owner in the shop as business sector perceived English as dominant 
language. 

Answering the last research question, what is the owner’s attitude towards English as a foreign language? The 
study found that some shop owners used English to attract foreign customers’ attention. Other shop owners 
stated that they used Arabic and English because the latter is associated with prestige, modernization, and looks 
fancy. To sum, English language received a positive attitude as it improves their businesses. This finding is 
similar to a study conducted by Blum (2014), who found that English was used by shop owners more often as it 
became a symbol of business identity. 

6. Conclusion and Recommendation 
This research focusses to investigate the influence of English on the business sector of Taif, represented by the 
linguistic items used on shop signs, to find out the degree to which English is spread and the role it plays in the 
business sector. The frequent use of English words, either on the bilingual signs or the transliteration ones, 
advocates that English is dominating commercial zones in Taif, Saudi Arabia. Moreover, English as foreign 
language has gained popularity and familiarity in the Saudi society. However, there is a need of policy 
formulation and implementation in order to adapt English for the lexical assimilation of borrowed or 
transliterated words under the local Saudi Arabic linguistic system used in the city. Further research on the role 
of English in road signs, signs, local newspapers, and television and radio programs are recommended to provide 
an overview of the existence of these foreign languages in Taif, Saudi Arabia.  

7. Study Limitation 
The study did not investigate monolingual Arabic signs for analysis. 
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