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ABSTRACT

The study of the linguistic landscape is crucial as far as regulating and
negotiating linguistic diversity are concerned but not much work has been done
in this area in Ghana. The few works done in the area of linguistic landscape in
Ghana mostly focused on multilingualism. The current study adopted a
multimodal approach to investigate billboards on three commercial streets in
Ho, the Volta regional capital town of Ghana. Pictures were taken of all
billboards on. the three selected commercial streets in Ho. The qualitative
content analysis research method was used for data analysis, in line with the
research questions. The analysis revealed that Ho is a multilingual town. Three
languages were found in the public spaces of Ho: English, Eve, and Twi.
Furthermore, drawingon Roman Jacobson’slanguage function, all six functions
were found®en, the Billboards«in 'Ho. Theredss@idominance of referential,
conative, and poetie functions of language en'the billboards because of the very
nature of, billboards,Wwhich are essentially to attract. Nonetheless, most of the
functions,are complementarysinsdheoles they performaon the billboards in Ho.
Finally;ximage, and text interacted opn the billbeardsssuch that some images
projected thecinformation in the text; ‘others served complementary purposes
while some texts supported images on the billboards by showing the people’s
advancement in technology and economy. These findings imply that
multilingualism is at play in the public domain. Based on the findings, the study
recommends the need for improvement in the literacy of local languages in the
Ghanaian educational system so that the public space will be more inclined
towards using the indigenous languages to communicate with the public.
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CHAPTER ONE
INTRODUCTION
Introduction
Linguistic landscape is a field of research in Applied Linguistics that
investigates the language of road signs, billboards, street names, place names,
commercial shop signs, and public signs on government buildings to define the

linguistic landscape of a given territory, region, or urban agalomeration (Landry

5 billboards on three
of Ghana. This chapter
oroblem, purpose of the

ficance of the study,

for communication.
1e performance of

scaffolds human

(1997). Landry and ' Mﬂﬁiﬁ stigate the language of public signage
ina given territory to ascertain language behaviour in society. This has, in recent
times, given birth to a new area of sociolinguistics research called linguistic
landscape (LL).

The term landscape is historically rooted in Dutch to mean “tract of
land” and in English as “a painting depicting scenery on land” (Gorter, 20006, p.

83). In Gorter’s (2018) study, it is revealed that the second part of the word
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“landscape” has attracted several creative ideas from different researchers
across disciplines who propose various forms of scapes. For example, in spoken
language, Scarvalier et al. (2013) propose the term “soundscape” by
investigating, among other things, genres of music to understand how musicians
express their beliefs and opinions about social matters and political affiliations
through their music. Again, Brown (2012) proposes the term “schoolscape” in
the field of education by looking at the ideological underpinnings that
necessitate the formation of institutions of higher learning including schools.
Schoolscape Investigates school symbols, motors, visions, mission statements,
and any language found in-the public space within the school premises.

Despite the numerous terms proposed by researchers in an attempt to
describe language behaviour among interiocutors in public spaces, the term
‘linguistiéMandscape# (LL)-seems to deminategthe list. The previous terms
propesed seem tohave narrowed their focusand limited their investigations to
an‘aspect,of language by leaving the other aspects. Landry and Bourhis’ (1997)
linguistie Jandscape (LL, heneeferth) refers to'the languageof public road signs,
advertisingbillboards, ‘street names, ‘place names, commercial shop signs, and
public signs“en government buildingst Okindele (2011) adds that these signs
combine to form the“linguistic landscapeof a given territory, region, or urban
agglomeration.

Put differently, linguistic landscape (LL), as a field of research, is
employed to investigate language in public spaces. Shohamy and Gorter (2009,
p. 1) mention that linguistic landscape draws “attention to the language in the
environment, words, and images displayed and exposed in public spaces.” The

focus of LL is on the motives, uses, ideologies, language varieties, and
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contestations of multiple forms of “language” as they are displayed in public
spaces (Gorter, 2006 p.11). The field of LL investigates visually available
language in public spaces. People’s ideas are expressed through LL (Shohamy,
2006). The ideas of shop owners, information givers, and directors are realised
through billboards, calendars and other signs.

Languages on billboards provide direction to the public such as drivers,
travellers, traders, pedestrians, cyclists, motorists, and so on, who inform
decision making. Beyond the internal function of LL Is the investigation of the
impact of globalisation that informs the use of certain linguistic codes in public
spaces by occupants of a particular linguistic territory. Studies investigate the
function.of LL through the description of languages found on signposts in public
spaces | In_ particularsscommunities, vaibeit bilingual or monolingual, or
multilingualssAlomoush and ~Al-Na’imat (2048) equally assert that the
interkelationship™etvween English used on signs apd materiality in the LL of
tourist Jerdaniantewn, Petra, shows English being used in the uppercase to
display signs on“surfaces ofssienes and metals are practices of government
bodies tQ signify a sense of quality, cantinuity, and permanence with economic
and tourism-egntred ideologies and poNCIes:

Again, English language is displayed on wooden boards creatively to
denote a sense of freshness and newness with signs printed and handwritten on
paper often appearing in uppercase letters. This manifests the dynamism in LL
and ensures the flow of special offers and even linguistic and non-linguistic
changes (Alomoush & Al-Na’imat, 2018). Finally, there emerges the most
remarkable function of LL, in my view. This evidence indicates that

monolingual English signs unscripted on hard surfaces symbolise important
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environmental, historical, and cultural information on the ancient, Petra, which
is indicative of Petra being a destination for tourists worldwide (Alomoush &
Al-Na’imat, 2018). The direct impulse of this finding is that text and images are
investigated in the public space in Jordan. Beyond the texts are images like
stones, for example, on which these languages are written, signifying
permanence and quality in the Jordanian city, Petra. Likewise, Jing-Jing (2015),
after examining a campus in Japan, explained that the area does not provide a
resourceful landscape as compared to urban public areas. These suggest that the
use of language in public spaces of most countries and, for this study, African
countries, have some touch.of the international blend, indicating the effect of
globalisation on the patronage and services of that landscape.

There seemsyio” be a strongwieeling of how globalisation affects
languagasiinimany African-couniries, ineludingsGhana. Statistics presented by
Adjaye (2012) onGhana indicate that Ghanaian English is an Outer Circle
(countries that usegEnglish as their second language) (in Kachruvian term)
variety-spoken bythe educatedsgroup of about 25 million Ghanaian inhabitants.
It is thedlanguage of the eefonial masters (Morus, 1998). Even though Ghana
has gained itsandependence for over sixty years, it still holds in high esteem the
language of the colonial master. In Ghana, English is used in the media,
parliament house, by government officials, schools, public spaces, and even
some homes (Sackey,1997). Owu-Ewie (2006) gives an account of a law that
Ghana promulgated in May 2000 which mandated the use of English language
as a medium of instruction in the lower primary one to replace the use of
Ghanaian language as a medium of instruction for the first three years of

schooling, and English as a medium of instruction from primary four (grade
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four) despite the aftermath criticisms from traditional rulers, academicics,
politicians and the general populace (Owu-Ewie, 2006).

This suggests that English language is prioritised over other languages
in Ghana. The introduction of the English language in Ghana is linked to the
coming of the British. With this in mind, they selectively trained some
Ghanaians who served as interpreters. The gradual and deliberate effort of
increasing the colonialist’s language increases its importance in Ghana (Owu-
Ewie, 2006). \Various groups and schools emerged and religious groups such as
Christianity were introduced with English as a medium of communication. As
Sey (1973) puts it, English in Ghana has from the very beginning been
associated with Christianity as all schools were run by Christian missionaries.

Apart from Engiish, other indigenous languages such as Fante, Twi, Eve,
Ga, Nzema, and,Kroho are spoken inGhana. These'numerous languages spoken
in Ghana are identified with distinct ethnic groups and their origination; hence,
making ‘Ghana amultilingual country. Dakubu (1996) adds that Ghana has
abaut 50xndigenaus languagessand out of these languages, only 11 languages
are taughtin'sehools and few of them-are spokenon television and radios. Some
of the elevenianguagesinclude Ga, Twi, Fante, Hausa, Dagaare, among others.
Kuwornu (2017) alse-observes that all speakers of these indigenous languages
would have been proud to hear their languages spoken both on television and
on the radio. Also, it would have been ideal for a country like Ghana, or even
Africa as a continent, to have a national language but issues of the national
language as far as Africa is concerned are very complex because of the
multilingual situation on the continent. Notwithstanding, Ethiopia, Libya and

South Africa are acknowledged for their national languages. However, the
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general situation this presents is that most African countries that mostly speak
their indigenous languages among themselves use English as their official
language (Kuwornu, 2017).

Other exogenous languages in Ghana apart from English include French,
Arabic, Hausa, and Chinese. Hausa is spoken as the lingua franca in Muslim
communities while Arabic, which is used mainly for religious purposes, is
learned in Islamic schools across the nation (Dakubu & Ford, 1988). In recent
times, 'due to the increasing role of China in international politics and
economics, Chinese has become an important language as it is being taught in
basic, senior high schools,. and some tertiary Institutions through outreach
programmes. carried out by Confucius Institutes in. Ghana. The complex
linguistic situationwmineGhana has drawngthe attention of many researchers
including'Quayson (2010) whouinvestigated languages found on billboards and
slogafs omOxfordistreetin Accra, the capital’€ity of Ghapa.

Amidst thesgrowing ‘interest in thesfield of lL, researchers seem to
assume »wa straight dimensiens=as most studies cenducted highlight
multilingualism in the Yipguistic landseape, discussing the presence or absence
of particularlanguage codes in public 'spaces (Chen, 2016). Such research has
often revealed the Englishilanguage as betng dominant over other languages.
Statement of the Problem

Various studies have, for the past two decades, investigated the
presence or absence of languages in public spaces to ascertain the linguistic
landscape of towns and cities (Ben-Rafael et al., 2006; Backhaus, 2006).
Linguistic landscape studies provide an understanding of the dominant

languages in a public space that communicates the social reality of the people.
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Ben Rafael et al. (2006) asserts that linguistic objects in a public space could be
broadly grouped into top-down signs and bottom-up signs. Top-down signs are
owned by national and public actors such as governments, schools, hospitals
etc; while bottom-up signs are owned by individual social actors such as shop
owners, companies, among others. The assessment of these signs in the
linguistic space aids in understanding the power relations, the social identities
as well as the multilingualism of the communities.

Aside from understanding the dominant languages in a region through
linguistic landscape studies, Ben-Rafael et al. (2006) provide evidence of the
social reality of a region er community through official and unofficial signs
(Backhaus, 2006). Backhaus (2006) added that official signs are the recognised
lingua franca of a placeswhile the unofficial’signs are the subsidiary languages
used forseommunication..Through. they linguistic study of Tokyo, Japan,
Backhaus (2006)*discovered that the official’signs fommunicated the existing
power relations ingi-okyo while the unoffieial signs expressed solidarity with
no=Japanese, thiqgs and PEeplegdm*TOkyo.

So, 4t is evidentithat, through“linguistic landscape study of a place, one
can understangthe power relations and'social reality of a place. This is normally
possible through the“interpretation 'of the'semiotic resources used in the public
space. But the study of language in public space should not only be limited to
multilingualism or otherwise so Kress and van Leeuwen (2006) argue that
pictures or visual objects also have the potential of carrying meaning
independently and in synergy with verbal signs. This implies that a linguistic
landscape study that appreciates the dominant languages and how they

communicate the social reality of the place requires a multimodal approach.
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Multimodal approach offers a researcher an opportunity to discover the place
signs such as images, pictures, colours and words significance in the public
space.

Research shows that Ghana is multilingual country with about forty-six
languages spoken nationwide (Adika, 2012). A cursory assessment of the
languages shows that the languages are distributed at different regions with Ewe
being prominent in Volta region; Twi, in the southern part of Ghana, Dagbani,
in the northern part of Ghana and Fante being prominent in the coastal regions
of Ghanpa. In this light, Prah (2006) in his multiple stucly of Nima, Ghana and
Katutuwa, South Africa, eoncluded that Africans are the most multilingual
people lin-the world. He added that the multilingual nature of Africans is
advantageous in helping‘achieve the integration of Africans. For instance, Prah
(2006) foundithat in Nima, Ghana, 69 outof thed008ampled participants speak
morggthanifour laaguages while 17 speak siXHo eight languages.

As Prah (2610) observed, the usesof English<language as an official
language.in the country has‘amdmpact on thesdominance ofithe languages in the
public space in Ghana“Femekyin and"Nyame (2018),"who have investigated
language competition in two towns, Ajumake and\\inneba, found that English
dominated Twi and Fante inthe communities. Nyame and Tomekyin (2018) and
Anderson et al. (2020) conducted in Ghana on linguistic landscape, however,
focused on only multilingualism while ignoring other semiotic resources such
as pictures, colours, and symbols.

Akoto (2018) explored the language-identity relationship in mottos of
Ghanaian educational institutions. The author collected two-hundred and forty-

five mottos from newspapers, souvenirs and billboards as data in order to
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describe the languages used in the mottos. Akoto (2018) found that global
languages such as Latin, French and Arabic, glocal language (English language)
and local languages such as Ewe, Twi and Ga being used in the mottos of the
schools. Akoto’s study reveals how the global languages and glocal languages
have been used by Ghanaian schools to reflect their international identity. His
study, however, was limited to the languages used in the mottos of schools.
Meanwhile, Juffermans (2012) study on the linguistic landscape of Gambia
revealed that post-colonial public space of Zambia was overly English language
and most of the billboards-“studied had images dominating the content.
Juffermans (2012) explained the dominance of images as a strategy to appeal to
the illiterate population of Zambia while the little appearance of local languages
of Zambia in the public space, to Juffermans (2012) was for symbolic and
creative ffunctien rather than interlinguistic fuaetion: The work of Juffermans
was Jargely from*the multimodal perspective of studying linguistic landscape,
unlike most of thexGhanaian studies that aresoverly based on giscourse analysis.
Moreover, the Ghanaian sttdies,areequally skewed tewards other public space
materials Or texts suchias souvenirs, posters, banners, newspapers with less
attention to billboards. This development does notfully serve the purpose of the
linguistic landscape“research in-its entirety, as it fails to provide a panoramic
view of the linguistic landscape of the specific study areas. Despite the fact that
scholarly attention in LL is in the rise in Ghana, most LL studies in Ghana
focused on multilingualism and the few studies which were multimodally
conducted focused on other cities in Ghana, ignoring the Volta Region of

Ghana.
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Given the above-mentioned lacuna and drawing from empirical
evidence of Juffermans (2012), the present study uses a more inclusive approach
(multimodal approach) to investigate the linguistic landscape of Ho through the
billboards in the town.

Research Objectives

The study specifically seeks to:

1. Ascertain the language distribution on billboards of selected streets in

streets in Ho?
Significance of the Study
This study adds to the literature in the field of LL. This is particularly
important since most studies done in this study area focused on other regions
and towns in Ghana, leaving the VVolta Region. As a trade hub, the Volta Region

is occasionally flooded with different people from different language

10
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backgrounds. A study in LL in the Volta Region will help the researcher
appreciate how the region contributes to other LL studies that are conducted
within Ghana. Again, a majority studies conducted mostly focused on
multilingualism and only few of them analysed billboards multimodally. An
added reason why the uniqueness of this study is projected is the Eve
background of the researcher. The researcher observes that most of the writings
in Eve provide rich knowledge that reflects the people’s thoughts, experiences,
perceptions,-and emotions. It will also help researchers to research on which
aspects of language have gone unnoticed on billboards or in any public space.

The findings furtherhave implications for language policy and planning.
Ho, being one of the capital cities of the 16 regions of Ghana, has inhabitants
from different linguisiic’backgrounds. ihere Is, therefore, the need to draw the
attentionoflinguists (@nd readers, in.general) testhe'current language situation
withia,the\Ho society to help as a reference point for policy makers in Ghana.
This canvbe achieved through informed usem00f the fiadingsior the purpose to
save ounyocal lagguages. Beyond the physical semiotic resources available,
company.owners in H@ show therr social andfreligious orientations of the
research community theough language 1o the'outstde world.

Above all, the-gutcome of this study will contribute to raise awareness
about language use. Thus, the study will help both users of the language and
curriculum developers to know the dominant languages in Ho and how that
affects literacy practices and globalisation. In this regard, the study will help
other researchers to explore other research areas in LL to find out if people have

different or the same reason for their choice of language on billboards.

11
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Delimitations of the Study

This section provides boundaries that were set by the researcher in the
study area, the subject matter, and the population from which the subject matter
was selected. The section also presents information on the timeframe within
which data was collected and the location of the study. Further, reasons were
given regarding why certain variables were omitted First, the images were not
clear to be analysed. Second, most of the images were outside the location in
focus. Finally, the researcher backed the choice of what to include and what not
to include In the process of data collection with:scientific evidence to make the
study a standard one.

Time constraints for the project and limited funds prevented me from
travelling across thesentire \olta regions ihis has necessitated the choice of the
researcharéaand the sample population, beariagin'mind the time available for
the pigject,and the funds available to make the project g readably meaningful
one. Thisstudy, therefore, limits itself to Hoythe capitaltown of the Volta region
of Ghana, whereymany peeplesef*different/linguistic baekgrounds including
Togo —aFreneh-speakmgreountry —eenverge foftrade’purposes.

Further; the choice of the threeimain commercial streets in Ho town is
motivated by the daily.commercial activities that are engaged in these streets.
The three main streets all lead to the main market of the Ho society and this
makes traders, customers as well as visitors to Ho town constant users of those
streets. Besides, billboards, as advertising outlets, are usually placed in strategic
places of a town where they could perhaps reach the masses of street users.
Therefore, the placement of the billboards in these streets emphatically show

the streets are heavily used by the target audience of the advertisers.

12
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Again, billboards are also selected as the data source because most institutions,
individual shops, and government billboards are erected on these three streets,
thus making them easily visible. Moreover, previous studies such as Akoto
(2018), Nyame and Tomekyin (2018) and other studies in Ghana used
souvenirs, newspapers, and inscriptions on canoes as sources of data with little
or no focus on billboards Finally, the current study was not looking at the
number of languages in the community but simply, language used on billboards
in Ho. The current study is, therefore, delimited to billboards as a major source

of datajin assessing:the linguistic landscape of Ho.

Organisation of the Study

'The study 1S made up of Tfive chapters. Chapter One laid out the
background to the study, the language in society, the need for linguists to
interpret'the hinguistic behaviour of people ia@ particularly defined geography,
and the introduction'of LL as a branch of study emgrgingfrom sociolinguistics.
The'subsequent sections include objectives of the study, research questions,
significanece of thaystudy,-delimitatiens ofthe study, and organisation of the
study. Chapter Twe, reviews relatediteratuce on.multilingualism in linguistic
landscape, the“relationship that exists between linguistic landscape and
marketability by focusing en-thetanguage of billboards. In addition, Chapter
Two discusses the effects of globalisation on the linguistic landscape of specific
countries. Chapter Three of the study outlines the methodology that is followed
to collect data for analysis and discussion. This includes the research design,
population, sample size of the population, the procedure that was followed in
sampling the population, and how data is analysed. To ensure strict compliance

with ethical standards of research, issues of ethics, validity, and reliability are

13
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dealt with in chapter three as well. Chapter Four of this study discusses the
results and findings of the study while Chapter Five presents the summary,
conclusion and gives some recommendations for further studies.
Chapter Summary

This chapter has presented the introduction to the study, statement of the
problem, research objectives, research questions, significance of the study,

delimitations and organisation of the study (which provided a summary of the

s relevant literature by

ework, and previous

14
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CHAPTER TWO
LITERATURE REVIEW
Introduction
This chapter reviews literature related to the current study. Key concepts
that are used in the research questions are discussed in this chapter to expand
and demonstrate with support of prior studies how relevant they are to the

current study. Theories underpinning linguistic landscape are also explored. The

es, and finally, provides

s that are relevant to its

al underpinnings of the

'!@ are directly related to the

word “landscape” has ACtd e S ative ideas from different researchers
across disciplines to propose various forms of “scapes.” Despite the numerous
terms proposed by researchers, the term linguistic landscape seems to dominate
the list.

Landry and Bourhis (1997, p. 25) refer to the notion of linguistic
landscape as “the language of public road signs, advertising billboards, street

names, place names, commercial shop signs, and public signs on government

15
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buildings combines to form the linguistic landscape of a given territory, region,
or urban agglomeration.” Linguistic landscape investigates language— signs
and images— and other semiotic elements in public spaces. Linguistic
landscape concerns itself with visually available language in public spaces.
Peoples’ ideas are made manifest through LL (Shohamy, 2006; Akindele,
2011). The ideas of shop owners, information givers, and directors are realised
through signposts (e.a., Billboards, calendars). Language on signposts provides
direction to the public— drivers, travellers, pedestrians, cyclists, motorists, and
others-—who informs decision-making.

In linguistic landscape research, billboard is classified into two: the top-
down classification, and the bottom-up classification. Briefly, the top-down
approach comprisesssiate-owned billbeards or linguistic landscape items that
are issued'bynationalk@nd publie bureaucraciesdneluding public sites while the
bottom-upy categorye belongs to the individual companies (Akindele, 2011).
L inguistic landscape theory was developeadby Landryand Bourhis (1997) in a
work that.accounts for the pereeptions of higi school students of public signs in
Canada®

Habermas (1991) refers to the public sphere as not necessarily a
specifically identified space, but an urban environment. Studying an urban
environment where complex forms of social organisations are represented by
texts is the focus of linguistic landscape researchers. Other scholars refer to this
phenomenon as linguistic cityscape (Shohamy & Gorter, 2009). The texts found
in the public spaces describe both individual experiences and social experiences.

The texts or elements that are central in the linguistic landscape to the

investigation of language in public space include public road signs, advertising

16
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billboards, street names, place names, commercial shop signs, and public signs
on government buildings (Landry & Bourhis, 1997).

What LL investigates through the aforementioned elements include the
questions that seek answers to the producers of the public signs, the location of
signs, and the functions these signs perform (Shohamy & Gorter 2009). In
addition to the elements stated above, Spolsky and Cooper (1991) and Shohamy
and Gorter (2009) suggested a tentative taxonomy characterised by eight
different types of signs. These include street signs, advertising signs, warning
notices, building names, informative signs such-as directions, hours of opening,
commemorative plaques, ebjects such as post box and police cell box, and
graffiti}

Shohamy (2006) indicated thatstep=down billboards are (government
owned) billboaids that seek to-edueate the public'on state projects, policies,
regulations and toalarge extent the rights of eitizenss Other top-down billboards
sefve as'a guide tosihe citizenry while others mark the‘landseape of towns and
cities. -Bottom-up, billboardssares(private-owned) biliboards that represent the
impact 'ef‘governmentpolcies and regulations @n thedpeople. People express
their satisfaction or contestation, |ife experiences, economic engagements
(advertisement), and-other political activities through bottom-up billboards
(Shohamy, 2006).

The LL is created by agents and interpreted by an audience. The context
of the sign is defined by Ben-Rafael et al. (2006) in terms of using a top-down
or bottom-up approach or as Landry and Bourhis (1997) choose to word it:
private and government signs. Top-down billboards are all government related

signs. They are expected to reflect the dominant culture. Bottom-up billboards
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are all other signs. Bottom-up billboards are often delimited to some degree by
the government; some regions have strict laws that individuals must follow. The
bottom-up billboards creators often seek out certain target audiences depending
on what they have to offer. Both top-down and bottom-up signs contribute to
the LL of a region.

More than 30 countries and regional states have laws to regulate the
language used on public and private signs (Landry & Bourhis, 1997). This
regulation contributes to the power and status of different languages in a specific
sociolinguistic context (Gorter, 2006). The agents or participants in the top-
down and bottom-up production of the LL range from national agencies or
corporate sponsors. to- government bodies and individual entrepreneurs or
shopkeepers; all with numerous motivations.

Thediseussion of top-dewn and hettom=-up'may vary, depending on the
audigace. \For example, a sign posted in-an apartment building by the
management'company. may be viewed astep-down bythe temants, but bottom-
up from the perspective of thesfederal goverpment. Huebner (2009) argued that
the notien.ofstop-down and bottom=up signs fail toseapture the meaning of
agency. Later.researchers including Ben-Rafael et al. (2006) confirmed this
theory when they studied signs in several Israeli communities. They have
accounted for the differences between Arab and non-Arab areas while they also
show the effect of Hebrew hegemony and globalising English in both Arab and
non-Arab areas (Shohamy & Gorter, 2009). It can be inferred that the
information provided above categorised linguistic landscape in two broad
perspectives; from the earliest perspective where we have bottom-up and top-

down approach, the informational and symbolic perspectives. These are two key
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important ideas that necessitated the use of this theory to study the writings
displayed in the public sphere.

It is against this backdrop that the current research adopts the linguistic
landscape theory. The next theory adopted for this study is to help test the
validity of the study, and as a point of departure, by looking at the multimodal
aspect of this theory, how text and image relate to achieve a particular

communicative purpose, among other reasons. It also considers what those texts

and im star an elves in the Ho town of

semiotic framework for

of theories for their analysis of visual communications. Their method attempts
to bring to bear the various visual elements that are used to produce meanings
in images. They argue that traditional analysis has subordinated the visual to the

verbal message.
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Kress and van Leeuwen (2006) place themselves at variance with
Barthes’ (1977) view of the meaning of the image in his essay Rhetoric of the
image, and do not totally accept his notion of dependency between image and
verbal text. Barthes suggests that the meaning of images (as well as other codes
such as food, dress etc.) are related to and mostly dependent on language for
‘fixing’ their meanings. They argue that while Barthes’ (1977) essay on image-
text relations explains elements of the communicative relationship between the
two codes, 1 fails to recognise that “the visual component of a text is an
independently organised and structured message-connected with verbal text, but
in no way dependent on it. Similarly, the other way round.” (Kress & van
Leeuwen, 2006, p. 17). Their aim, therefore, is to utilize underlying principles
in the grammar of the.verbal to explicaie:the grammar of the visual, taking the
point of wiewsihat language and visual ‘commanication both realise the same
morggfundamentaliand far-reaching systems”of rgeaning that constitute our
culture, each'by itssewn specific forms, anddndependently.

The implication heresisgthat both verbal andavisual codes are seen to
expressithe same kindsiof meanings,’but by different"methods that draw on
different semiotic systems. In any® particular cultural context, Western
European, for example, there may be a considerable degree of congruence
between the two codes. There may also be areas of difference, areas where the
verbal can express itself and the visual cannot, and vice versa. The two semiotic
systems and their potential meanings are, therefore, neither fully conflated, nor
are they wholly opposed in their respective codes. Furthermore, both modes are

realisations of social semiotic systems, wherein the meanings, which all
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communicators choose to express, are seen to be social in nature, and arise out
of the culture in which they are situated.

Kress and van Leeuwen also utilised Halliday’s (1978, 1985) SFL theory
to provide an analogy for the development of a visual grammar and to outline
the kinds of categories which they regard as essential to the analysis of the visual
semiotic. They suggest that the visual, like all semiotic modes, has to serve
several communication (and representational) requirements, in order to function
as a full system of communication. They posit that reading (or viewing) a visual
involves two Kinds of participants: the interactive participants, and the
represented participants (Halliday, 1978).

Continuing from the above, the former, the interactive participants, are
the participants whorinteract with eachyother in the act of reading a visual, one
being the'graphic designer/photegrapherfartistgandithe other the viewer. This
categery represents the social relations between thefviewer and the visual. The
latter is all tha elements or entities that areactually present in the visual, whether
animate or inanimate, elemenisawhich represent the sitdation shown, the current
world-view, o states ofbeing in the'werld. Kress'andwan Leeuwen (2006) also
assert that reading (or viewing) a visuakinvolves reading a structurally coherent
arrangement of elements that -combineand integrate these two kinds of
participants, thus representing the structuring of the current world-view.

By applying Halliday’s concept of metafunctions to other modes beside
the linguistic, Kress and van Leeuwen (2006) clearly assumed that the visual
mode draws upon the same semantic system as does language and that
everything which can be said about the semiotic code of language can be said,

specifically about the semiotic code of pictures. Also, while visuals do differ in
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terms of the choices from the cultural semantic system that they can realise and
in the ways in which these choices are realised, still the semiotic code of
language and the semiotic code of pictures each have their own quite particular
means of realizing what in the end are perhaps quite similar semantic relations
(Halliday, 1996 p. 44). The three elements; the interactive and represented
participants, and the coherent structural elements of a visual, are correlated with
Halliday’s three metafunctions respectively and may be summarized briefly as:
e INTERPERSONAL: a range of ways of semantically relating interactive
participants.
o IDEATIONAL: a range of ways of semantically relating represented
participants.
o TEXTUAL: arange of ways of semantically'relating the elements on a
page toreach ather.

However, "what 1S of immediate notice is that the metafunctional
terminology posited:by Halliday to describé meanings at the'semantic level in
his'SFL model has been changedfrom ideational to representational meanings,
from interpersenal to interactive meantngs, and from: textual to composition(al)
meanings. \WWhy this was done is not clear, but Kress and van LLeeuwen (2006)
do adopt much of thelexico-grammaticalterminology utilised by Halliday. This
includes the terminology used in the grammatical system of transitivity, which
“construes the world of experience into a set of manageable process types”
(Halliday, 1994:106), the grammatical system of mood where the clause “is also
organised as an interactive event involving a speaker, or writer, and audience,

and thematic structure, which “gives the clause its character as a message”

(p.44).
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Kress and van Leeuwen also attempted to account for the paradigmatic
features of Halliday’s systemic grammar by representing the various aspects of
their visual grammar in terms of system networks, or networks of potential
choices from which the people who create a visual can make selections. This is
an attempt to capture the SFL interpretation of language as meaning potential,
where interlocutors make choices from various meaning systems in the act of
communicating in various contexts. It should be pointed out at this point that
the analysis-and interpretation of visual forms of communication involves
examining them from different points of view, and that in focusing on one point
of view in particular; for example, in representational meaning and its sub-
systems, it 1s easy to lose sight of the fact that a visual is the result of “the
convergence of manysdifferent signifyingrsystems™ (J<ress & van Leeuwen,
2006, p.'265)mihus, it'is necessary to Keep inJmindthat the visual systems of
representational “(ideational), interactive (interpegsonal) and compositional
(textual)ymeaningsyeccur and project theirgmeanings simultaneously, and that
they are multidimensional Strugiures.

Whileiihe use ofiTheory of Reading Images by Kress and van Leeuwen
has proven useful in the'linguistic studies, the use of this theory in a multimodal
analysis of the linguistic landscape of a ptace is not yet robust in the literature.
However, the multimodal approach is vital in unearthing all the meanings
communicated through the symbols in the public space. In this study, the author
adopts this theory to discuss how the representational, interpersonal and
compositional meaning could possibly communicate the linguistic landscape of

a place.

23

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

The compositional, as remarked by Kress and van Leeuwen (2006),
focuses on the features such as signs used in the text in this case billboards.
Through the analysis of the diverse signs used in the billboard, one can discover
the dominant languages and their positioning in the billboards. This is because
the placement of linguistic features in each part of the billboard, according to
Kress and van Leeuwen (2006), communicates the salience, prominence and
relevantly assigned to the sign by the sign producer.

Also; the interactive meaning indicates to what extent the sign in the text
communicates meaning to the potential audience. In other words, every sign on
the billboards provides .a .unit of meaning whether unilaterally or
complimentarily with other signs to the target readers. This means that the
interactive meaningmisrwhere the significance of the signs (languages) is
understood especiallyregarding the social reality'they communicate to users.
As Backhaus (2006) discovered, the officlal*signs,communicate power while
unofficial signs communicate solidarity. Ansexamining the interactive function
of signs;ithe reseaicher willaseeriain \What meéaning petentials are embedded in
language.signs,in the bWibeards.

The last mode of interpretation in the theory of reading images is the
representational. The‘representational shews what each sign represents. From
the perspective of linguistic landscape, the author will consider the presence of
any sign in relations to its source and target audience. For instance, a sign like
the Adenkyira symbols definitely resonates with the Akan culture while a sign
like Nike communicates foreign influence especially the clothing brand. Based
on each sign, the study is able to position what possible target audience are

reached and the essence of reaching them with such signs. The third and final
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theory to be used in the current study is the Jacobsonian theory of language
function.
Roman Jacobson’s Theory of Language Function

Hassan and Jabbar (2018) assert that language performs very essential
roles in communication when it comes to the procedure of convections. It is
inferred that language is situated within context to reveal ideas and shape
realities. Language is that method that helps people to learn, disagree and make
amends. The mention of method brings to mind Halliday (1973, p. 13) who
proposed,;

a practical way of dealing with language implies, as a matter of the

first importance, exploring how: language is used; endeavour to disc-

over what reason language serves for individuals, and how

they can.accomplish-these reasons,throughitalking and turning in,

perusing and composing. It means thatthe Ianguage function refers

to the'purpese itself. So, the language functions'lead the hearers to

aghiceve thg purposcefisem@one’s spegtch.

Even though Hassan and Jahbar (2018)<admitted that it is difficult to
attempt to adequately see the functions of language because they are deeply
rooted in the whole human behaviour, many researchers like Jacobson (1960),
Halliday (1973), Leech (1976), and Halliday (2002) attempt to give some
functions of language. This work adopts the Roman Jacobson’s (1960) model
that outlines six functions of language to analyse the data. The functions include
referential, emotive, conative, phatic, metalinguistic, and poetic.  Jacobson’s
model is developed on the primal assumption that communicants transfer

thoughts, perceptions, beliefs, understandings of the phenomenon, and
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occasionally their social orientations including experiences to a target audience.
Many linguists have attempted to categorise the communicative experience of
communicants or a group of people into simplified linguistic situations (Caton,
1987). With this intention, Holenstein’s (1974) category of language into a
speech situation involves the addresser (communicator), the addressee (the
receiver of information), and discourse (the subject of discussion).

The model simply situates language into addresser, addressee, and
discourse project which is quite a simple window that could have been adopted
for the analysis of the data in this work. However, the broad nature of the data
for this work necessitates. the adoption of Jacobson’s (1960) model that
addresses what language, be it image or text, does oris used for and the purpose
for which it Is usedwiismust be stated thatsthe functions of language mean the
message the'languageconveys. So, hy explainiagithefunctions, this model takes
careof tha, secondiresearch question that seeks to find qut what messages are
found on, the billbeards through the semietic resources onr these billboards.
Jacobson’s functiens of languagesare outlined and explained below:

Referential functionTelates toAe contengfand.deScribes the context or a
situation, an‘abject, or the mental state'of @ phenomenon under study. Jacobson
(1960) remarks thatithe lcontext 'is.what is known as the ‘referent’. The
referential function can further be seen as the thing “spoken of” or an element
whose truth value (true or false) is being affirmed (or questioned), particularly
when this truth value is identical in the real universe. Thus, the referential
function consists of both definite descriptions and deictic words equivalent to

Halliday’s ideational function.
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Hassan and Jabbar (2018, p. 45) added that, “referential function
corresponds to the factor of context and describes a situation, object or mental
state.” Referential function of language describes in definite terms its objects
and gives the state of the object under discussion. For example, “KFC is in Ho”.
Secondly, referential function relates to the real and the assumptive universe
such that its true value is questionable. For example, when one asks ‘Does God
exist?” The answer, ‘Yes, God exists’, is an assumptive answer that can be true
or false. Referential function is also able to demonstrate that an entity exists or
not. This function is.similar to Leech’s (1966) informative function of language
that makes an assumption believable and true. This function is in the context of
everyday information sharing such that the concentration is on the message.

Just like Leech’s informative function, referential function gives new
information‘and, helps'an audience or a Viiewergtordiscover a new information.
In shert, the referential function helps it eemmupication, discovery of new
information, ‘description of things and expesing the listenerror viewer to new
information. Agaig, Jacobseniswefercntial furiction may bewelated to Halliday’s
(2002) “heurisiic functionthat explains language as a tool used to gain
knowledge ahout the environment. It can be inferred that the knowledge gained
about the environment can influence the audience’s emotive behaviour, which
hints to a major communicative function of Jacobson known as the emotive
function of language.

The emotive function is pluralistically characterised by feelings,
emotions, desires, moods, attitudes that can be directed towards the self who
produces the text or speaks, subject, audience, or situation. This function of

language is manifested when emotions are expressed through the use of
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interjections such as “Yuck!”, “Ouch”, “Aie”, and many more (Tribus, 2017).
Hassan and Jabbar (2018) added that the emotive function comes out when one
wants to express their emotions but they do not necessarily speak to any
information.

According to Shohamy (2017), the expression of some of these emotive
elements may not necessarily be realised in a spoken language but in the written
form whereby people express contestations towards a government policy or
orders..When.this happens, the individuals find billboards, and placards the
appropriate platform to, creatively, show their dissatisfaction or otherwise in the
public,’in which case the policy. developer or the opponent becomes the target
of the information on the billboards. In effect, the interlocutor, or the producer
of the information craifts'the informationsn'a way that draws the attention or a
listener orreader of the messages This is Very characteristic to conative function
of laaguagde by Jaehson.

The conative function of languageis oriented«owaros the recipient of
the{message. The, sender ofsthegmessage or the interlocutor is seen to have
crafted'the.message in‘sueh a mannerthat it evokes areaction from the reader
of the message. The message Is crafted such that the recipient reacts either
verbally by answering.a question or-adopting a certain behaviour as a result of
the interlocutor, for instance, the transfer of information between the messenger
and the message to be carried across. Sometimes, this transformation is at the
level of the locutor’s knowledge of the world.

At other times too, it is rather the attitude, feelings, and emotions of the
messenger or the locutor. Hassan and Jabbar (2018) indicate that the conative

function is an “orientation towards the addressee”. It is a function that makes
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use of vocative and imperative sentences so that it helps in making people to do
something. For example, “Read the signs”, Cross now”, “Go away”, so that,
this function compels or command people to do something.

Hassan and Jabbar (2018, p. 34) hint that this function is “updated by
those elements of the message that directly send to the recipient, meaning that
the speaker intended to influence, to some extent, the listener, engaging him in
a certain way in receiving the message”. Narcis (2017) states that the conative
function often finds its expression through spontaneous interventions of the
receiver at certain times during the message transmission, making use of
formula such as “you know”, “no offense”. This function can be likened to
Leech’s (1974) directive function where the addresser is to influence the
behaviour and attitude of others.

Infan'extension, soeial erder.is maintaiaed through language such that
therggis a'social*e@mtrol at the receiver’sfend rather than the senders of the
information, as INkDe not put the law in'yeur own hand; Address your issues
in the court of law”. In this*eireumstance, the‘communication helps to establish
some relationship between the government anddthe people through directives
and education- offered) to the publici These cemmunicative cues that are
sometimes used to ‘establish relationships give a cue to another Jacobson’s
function of language known as the phatic function.

The phatic function serves to establish, prolong, or discontinue
communication. Vlad and Billy (1999) argue that phatic communication
provides a good basis for explaining the fact. To illustrate, what the speaker has
said matters less than the fact that something has been said. More so, utterances

can be more or less phatic. The phatic interpretations become more likely when
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the social relationship between the interlocutors or communicants is in doubt.
In a further argument, Vlad and Billy (1999) state that phatic function can be
described by identifying a systematic correspondence between particular
situational settings. This could constitute a casual conversation at a food joint
or a bus stop.

In other words, aspects of the paralinguistic form of the communicative
act indicate the use of conventionalised expressions about particular topics, the
social functions of those acts in those settings to avoid silence as well as to
establish and maintain a good atmosphere of sociability. Hassan and Jabbar
(2018) added that the phatic. function establishes a connection between
interlocutors. They stated that the primary goal of Jacobson’s phatic function of
language 1s to “attract/establish, proiemg; check, confirm, or discontinue
connection; and.may pe composed of either culturally or non-culturally bound
set ofyphrases likedWell, I'won't let you dawn/ andjreally.” (Hassan & Jabbar,
2018).

The element In thegphatic functign that esStablishes some lasting
relationship between speakers Is that'it'expresses same empathy and solidarity
with others. This function opens and establishes the channel of communication
and checks that it is waorking. Therefore, #t'is used for socialisation. Due to this,
the speech it is characterized by includes vernacular words to enhance
sociability but Clark (1999) indicates that sometimes, certain types of writing
can be used such as ‘Dear Sir’, and “Yours faithfully’ to serve the same purpose-
thus social interaction. It is inferred, from the discussions above, that in order
for interlocutors to establish, maintain or discontinue communication, they are

likely to employ certain metalanguages that enhance or discontinue
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communication. This, according to Jacobson, is a metalinguistic function of
language.

Another function of language by Jacobson (1960) is the metalinguistic
function of language. This function is seen as a language that is used to describe
language itself. It is used to establish mutual agreement on a code. Hassan and
Jabbar (2018) assert that the metalinguistic function is the means through which
the addresser and the addressee manages to agree in terms of checking whether
they are using the same code. To get a clearer understanding in a conversation,
communicants employ phrases, such as, “What'do you mean by ‘manner’?” or
what does this term mean?’ | Bialystok and Ryan (1985) define the
metalinguistic function of language as skills that refer to the growth in the
analysis of languagesand the increased control over cognitive operations.

The grewth of metalinguistic ability is.elateéd to other language skills
such.as oral flueney, literacy, and bilingualism: Other empirical works including
that of »Stall (19¢5). relate metalinguistie” to metalanguage consisting of
expressions that refer to the'expressions of ap/object language. In his work, Stall
defines*@bjectlanguageias that whichieomprisesfexpressions that refer to non-
linguistic objeets (this applies to natural languages such as Eve, English, or
formalised languages-used in; say, mathematics where the objects are numbers,
geometrical configurations (Stall, 1975).

In relating to the notion of metalanguage to the notion of other languages
like “technical language,” or “artificial language”, Stall argues that there is no
major or upfront distinction between types of languages and whatever may be
regarded as the remainder of the language. Whether technical or artificial

languages (or expressions), they develop differently in different languages. The
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scope of these notions is, to some extent, relative as it depends on the interest
and preoccupation of the users of the language. In an inferred interpretation,
owners of billboards can decide to add any expression to texts or pictures found
on these billboards that might not necessarily form part of the official language
of their country.

Finally, poetic function is described by Jacobson (1960) as the attitude
towards the message itself. In a message with a poetic function, the relationship
between paradigmatic and syntagmatic is achieved uniquely. Thus, there is a
constriction of text, intentionally developed, as.a diversion created or invented,
to add something to existing.code. Poetic function foregrounds textual features,
thereby, making a text more self-referential. Poetic function dwells on the
emphasis of languageyand it I1s more reiational and expressive (Sapeirs, 1986).
The poetie function 0f language helpsiihe readers'to experience two main
featukes ofiaestheties: distance and relation} It¥s the gase that the poetic function
oft language “detaehies, its readers from jreality by immersing them into an
imaginary world of charactersetesThis function is witnessed on some billboards
within the’Hostownshipwihere picturesithat depiet what'Seems to be heaven are
displayed onehurch billboards suggesting that Christians are not of this world,
rather, they are only*passing.threugh:this*world.

Expressively, poetic language helps in recognising new ways of forming
words, phrases, sentences, and structuring discourse and other conceptual
experiences. This then suggests that any linguistic element found on signposts
in the Ho that does not necessarily conform to the rules of grammar or the
everyday use of language can be subject to poetic interpretation. Jacobson states

that the poetic function is “the attitude towards the message which centres on
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the message itself”. Narcis (2017) adds that the poetic function should not be
limited to poetry only because it is a function that “emphasizes the concrete side
sign of the language, deepening the fundamental opposition between what is
intelligible and what is perceptible, between the linguistic sign as a means of
intelligible knowledge and the objects of the reference reality.”

Language Situation in Ghana

Adjaye (2012, p.1) indicates that “Ghanaian English is an outer circle
variety spoken by the educated section of 25 million Ghanaian inhabitants.” It
is the language of the colonial'masters (Morris, 1998). Although Ghana gained
its independence over fifty years ago, it still_holds in high esteem the language
of her colonial master, as English is used in the media, parliament house,
government officespsenools, public spaces; and even In some homes. In May
2002, Ghanapsomulgated a law which mandaied'the use of English language
as theymedium offinstruction in the lower primary one_to replace the use of
Ghanaian languagesas a medium of instruction forsthe first three years of
schooling, and English as asmedium of instetiction fram Primary Four (Grade
Four) (Oww-Ewie, 2006). This act stiggests hat the English language is
prioritised overother languages in Ghapa:

An extensive discussion of the fanguage situation in Ghana can be
realised in the works of Sey (1973), Saah (1986), Apronti (1972), Agawu
(1984), Quarcoo (1994), and Agyekum (2011). Even though English is not a
native language in Ghana, it is the official language of Ghana which is used in
the Ghanaian education system, in government, parliament, in the judiciary, and
almost every formal public setting in Ghana. There have been debates about the

state of the English language in Ghana— whether or not it is the national
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language of Ghana (Amonoo, as cited in Quarcoo, 1994). The numerous
languages spoken in Ghana are identified with distinct ethnic groups and their
origination. In recent times, due to the increasing role of China in international
politics and economics, Chinese is becoming an important language as it is
being taught in basic, senior high schools, and some tertiary institutions through
outreach programmes carried out by Confucius Institutes in Ghana (Agbaglo &
Afful, forthcoming).

Also; it can be inferred that the presence of Chinese in Ghana is as a
result of the effects of globalisation. Obaje and Dibaguriava’s (2017) study
sought to ascertain the impact of globalisation on the socio-linguistic landscape
of Nigeria. These researchers (Obaje & Dibaguriava, 2017) further argue that
globalisation has beceme an irreversibiesprocess that is likely to affect the
languagarandwealues Nigeria holds: The'study.eommends that the government
and eivil societiesitake radical actions to,withstand the risk and challenges,
including, the'dying,0f minority languages-and embrage the epportunity which
globalisation prosess offers=ihisdurther suggests that' English use is dominant
in many.outerscircle countries suchas'South Africa; kkanka, Kenya, Malaysia,
Nigeria, and'Ghana.

Multilingualism

Discussions of multilingualism bring to light researchers including
Romaine (2017) who describes multilingualism as a condition of life that dates
back to the beginning of humanity. This, he has argued, is possible because
human communities are usually in contact with other groups either for social
reasons, including marriage, food, religion, or friendship, or for economic

reasons. The biblical account suggests that people spoke the same language in
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time past until God decided to punish them for the presumptuous erection of a
tower; hence, the beginning of them speaking different languages. The biblical
allusion suggests that multilingualism became an obstacle to development.

In the same light, Murdoch (1994) suggests that multilingualism was
what caused disunity in India, and the English-speaking world is united because
of monolingualism. Previous studies suggest that multilingualism practically
brings divisiveness while monolingualism brings cohesiveness. Nevertheless,
Romaine (2007) 1s quick to reveal that the introduction of language policy or
language planning has brought some level of clarity to these misconstructions.
The new thing Is that there are many attempts by various language planners and
communities to-manage any- linguistic or cultural contact and any possible
conflict that may resuit from language contacts among nations.

Contacis, betveen nations and individualstand/or societal bilingualism
became commonwhen one looks at some reasons why societies or individuals
become kilingualy(romaine, 2017). At thissjuncture 4t Is usual that the more
powerfub.groupsin any soeietysare likely to force their language on the less
powerful grougs; so, the language ofthe well-resaurced and powerful group is
displayed in<public spaces and even used for trade and other activities.
Nevertheless, the majority language, in" this case, is displayed on signs,
billboards, and other surfaces to advertise goods and services and also share
other information with the public.

It seems that multilingualism is not, as Romaine (2017) opined, an
incidental feature of the language, but rather it is a central factor and an
organising force in every life. The popular practice is that language users in

multilingual societies switch to other languages or varieties for use depending
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on what language event they find themselves in. This also suggests that not all
languages or varieties of language are equally used or regarded as equally
appropriate to be used in all linguistic situations and speech events. A scenario
of the argument here is that, if Edudzi who speaks Fante, Twi, Eve, and English,
for instance, visits her hometown in the VVolta Region of Ghana, she is likely to
use Eve when she is among the folks in that community. Therefore,
multilingualism among individuals and societies sometimes depends on the
speech jevent:

Even though-major part of linguistic landscape studies focuses on issues
of multilingualism, some focus on other phenomena such as how naming
practices in-LL reflect the language situation of specific territories. According
to Sjoblom (2006);+fervinstance, the language of names of Finish companies
includedelements from several languages sweh™a@s English, Swedish and
Romani. 'Sjoblomi therefore, cateégorises™the james into three types:
manolingual " names, . multilingual namesy*and universal» names. For his
categorisation, the,monolinguaknames contain only ope real language as against
the multilingual names'which consistefa combinationof elements from at least
two languages;

Semiotics and its Significante

The Swiss linguist, Ferdinand de Saussure, and the American
philosopher, Charles Sanders Pierce, have contributed to the development of
semiotics (Chandler, 2002; Dalamu, 2016; Yakin et al., 2014). Chandler (2000,
p. 10) states that ‘Semiotics is a huge field, and no treatment of it can claim to
be comprehensive’. Dalamu (2016) discussed that Ferdinand de Saussure

regarded sign as referring to the object, action or word that has the potential to
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communicate unit of meaning. Sign usually consists of the signified which is
the actual thing referred to and the signifier which is the symbol used to
represent the actual thing or action. For instance, the letters put together ‘book’
is a sign which represents the material we use for writing. The signified and the
signifier are socially constructed and, depending on geographical difference
signifiers, could have arbitrary meaning. Halliday (1995) regards signs as social
system.

Language includes both spoken, texts, and signs (Gorter, 2006). For this
reason, the mere mention of signs suggests_somewhat mental and abstract
phenomena that are manifested in' functional life. Emerson (2006) opines that
signs constitute the oldest form of mass communication but the oldest known
form of advertisemenizwas a sheet of'papyrus posted in the ancient Egyptian
city of Thebessic offera rewardforslaves whosunaway. Meanwhile, the first-
ever postex printed for advertisement in the'English language was associated
with Gutenberg ini480 so that by the 17"century England was dated with signs
so imuchyso thatsLondon Wwasgdarkened with swinging signboards of every
descriptieon{Bmerson, 2006).

Emerson (2006) additionally argues that signs could be ordered to look
like a landscape that'was a dense clusterof commerce and “civic fauna” in the
city New Haven. Secondly, signs serve as a topographical compass that
navigates the scene; on the other hand, they (signs) advertise a pharmacy, a
clothing retailer, and the “Corner Hat Store.” Some signs are attached flat
against buildings, directly above storefronts while others are affixed to the
buildings but protrude horizontally over the sidewalk, where they catch the eyes

of the passing pedestrians.
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Emerson (2006) adds that signs that creep up the fronts and sides of the
buildings, announce their presence to carriage and trolley passengers down the
road. These are called “on-premise” or “on-site” signs because they advertise
the goods or services sold at the place in which the sign is located. Some signs
that occupy high-traffic areas also advertise goods or services sold elsewhere.
These signs are also called “off-site” signs, “off-premise” signs, or “billboards”
(Emerson, 2006, p. 10). Apart from “on-site” and “off-site” “billboards”
performing almost the same function, Emerson (2006) has also identified
anothet category ofisigns known as the “snipessign®, * ‘handbill”, or “poster.”
Posters are temporary printed papers that are displayed on bulletin boards, walls,
fences, and - many: other flat surfaces for advertisements. For road users, signs
are a source of communication and identification. It is also seen as a public and
omnipresentiregister of the goods and services available for purchase (Emerson,
20069

However, vaii increase in knowledge has compelled some scholars,
including,Blommaert (201pte.eonstder signs as material ferces that are subject
to and ‘reflective of soelal realities:“Blommaert' (2014) regards signs as real
social agents'that have real effects on social life. He suggests that signs serve as
agents through whieh people demonstrate their cultural practices, beliefs,
ideologies, world views, and in some cases their artistic experiences. Some
linguistic landscape studies have shown how societies — shop owners,
government agencies, lorry operators, truck pushers, and others — project their
experiences, beliefs, ideas, experiences, contestations, directives, orders, and
perspectives about life through language or signs in public spaces. It is

discovered that the message that is contained in signs, as investigated by
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researchers in LL, differs depending on the country under study. This could be
as a result of the cultural differences as well as dialectical differences that exist
among nations in Africa and the world at large (Juffermans, 2012). Therefore,
linguistic landscape studies cannot be generalized even though certain
similarities may exist among nations (Ben-Rafael et al. 2006).

Outdoor Advertising

Anthony (2007) defines advertising as one of the many marketing tools
that are used {0 attract attention of prospective customers to a business or its
product or services. In this sense, advertising IS used as a marketing
communication tool to attract the customers of a particular product or service a
company-is providing to the customers or public. One category of advertising
that is relevant for'thissstudy Is OutdoorsAdvertising. It is also called out-of-
home (O@H)adyertising and isa widelywsed. phrasethat explains any form of
advegtising that oets to consumers when they are not in_their home (Suggett,
n.d).

Also, outaipor advertisingginciudes hiflboardsgstalls, Trade-shows, and
social gatherings. It incarperates a Iotef tools and methods that draw people out
of their homes: The most common example of this type of advertising is the
billboard. However“information on. billboards should be short, precise and
attractive in order to appeal to people. Billboards are large outdoor boards used
for displaying advertisements. Due to the advancements of technology,
billboards are now assuming the form of large digital screens. This enables
advertisers to display multiple advertising products.

Although posters and flyers are usually used interchangeably, they have

several differences. Firstly, flyers are smaller than posters in size and are not
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posted on the walls like posters. Also, posters are glossier and more attractive
than flyers. Flyers by design are generally more informative since they contain
many texts. Unlike posters, flyers are easily handed out to individuals. Flyers
are often seen on university campuses and public parks. Besides, posters can be
only graphic and textual while flyers which are also called handbills are always
textual.

Finally, flyers are so named because in their early days they were thrown
out from planes to fly in the air while people picked them to read out of
curiosity. Signs that concern-marketing or advertisement is a constant device
placed on or before apremise to identify their occupancy and the nature of the
business done there or, placed at a distance, to advertise a business or its
product. The use ofssigns for advertisements dates back to early Egyptians
civilisation; the,Greeks, and as-did the Romaasswho advanced the use of the
sign by creating“signboards. Signs are everywhege now, and they come in
various forms, shapes, and purposes. Signs aré novw picking up digital forms due
to the advancement of techholegy:

Unlike,other forms 0T advertistng, signs' need to have their language
wording and*features to attract their targeted audience. Kartomihardjo (1993)
has said that advertisers often use' incomplete written discourse as they omit
some words in the sentence for a certain purpose. The relation among words,
phrases, sentences, paragraphs, and ideas in advertisements (most especially on
signs) triggers the thinking of its targeted audience to investigate the hidden
ideology. An example is “Don 't mind your wife’s food joint.” To ensure that all

forms of ambiguity are eliminated on signs for the audience to comprehend
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words of sentences one must understand the communicative purpose, context,
and type of text.
Billboards

Billboards are seen as large outdoor structures typically located
primarily on major highways, expressways, or principal arterials that command
high-density consumer exposure (mostly vehicular traffic). Gorter (2006) hints
that billboards afford the greatest visibility due not only to their size but because
they allow ercative “customising” through ecxtensions and embellishments.
Gorter ' (2006) further indicates that billooards are mostly used for
advertisements. These advertisements are designed to catch a person’s attention
and create-a memorable impression very quickly as well as leaving the reader
thinking about the advertisement after they have driven past it.

Indiseussing billboards; one is exposedstorthe many types of billboards
incluging Ypaintedidigital, “mobile; " multipirpose’ billpoards. The painted
billboards are traditional billboards usually located” by major roads sides
primarily, for advertising purpeses:™ The digital billboards show distinct and
varyingiimagery and text ereated fromcomputes’programs and software. They
are usually “designed to display runfing text, displaying several different
demonstrations from-the institution; and-also to provide several institutions with
a time slot during the day.

To make texts readable by its audience, digital billboards constantly
change texts to ensure maximum impact and wide exposure. Digital billboards
are also created with the ability to schedule advertisements remotely. In
combination with flexible real-time scheduling, it allows for a decrease in

traditional upkeep and maintenance costs. Finally, digital billboards continually
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integrate with real-time advertisement technologies to measure the audience or
serve dynamic content.

They can be placed anywhere there is heavy foot traffic due to events—
convention centres, train stations, airports, and sports arenas. As | have
mentioned earlier, billboards are placed alongside highways and on commercial
streets where they serve as the primary method of finding lodging, food, and

fuel on unfamiliar highways by both drivers, passengers, and pedestrians.

wellness information
ortenberry (2017) have
o the targeted audience
dvertising appears to be
well su a productive pathway to
r populations, enhance

1 2017).

communication modes in a single advertisement. A funeral poster on a wall uses
the combination of words, illustrations, font, and colour (modalities) to give the
reader a message and the mixing and melding of these messages represent

multimodality.
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Textual-related intercourse is another form of modality that must be
taken into consideration in the multimodality communication process. A careful
analysis of text may also be further divided into other forms of mode. The font,
font-size, style, and position of the text on a billboard, for example, may give
further meaning or importance to the message. The aural discourse which forms
the basis for interpreting is also highly multimodal. In the act of oral
communication, both verbal and non-verbal cues are used to have a complete
understanding of the information. A person’s actions which comprise
movements of the bedy and hands, and inactions which involve how relaxed or
tensed the person may serve as the mades In the analysation of aural related
discourse.

Seong-Yun(2020) states that thesrole of visualisation is now crucial not
only in exploriag large scale data but also in_presenting results from complex
analysis. There areimany modes through whieh ong'presents an idea, message,
beliefs, affiliationsysentiments, tolerance, acceptances or contestations. These
modes-can be texts, imagesgerspictures, spoken wordsy or simply a sign.
Nonetheless, two or more of these mades can come. together to communicate a
piece of information. Kornalijnslijper (2007) postulates that when images and
texts are placed together'in a mediaitheysare likely to be related.

The relatedness of text and image depends on how they complement one
another. In other words, how text and image relate depends on the functions
they perform in reciprocity — functions of images in texts and functions of texts
in images — to communicate desired information. In his groups of image
categorization, specifically in group B, Kornalijnslijper (2007) adds that there

are some types of images that repeat information in the text with an
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interpretation. Other images show the information in a structured form and are
often applied to display the information in a way that is better explained
graphically than textually. For example, maps and diagrams include other forms
that clarify the information in a more organised way.

Again, some images complement the processes or concepts contained
within the text. Additionally, other images reduce the information to its essential
element thereby making the information more compact. Finally, some images
make a piece of information plain or understandable. They can only be applied
if the contents of the image-follow the text_closely.: Despite the seemingly
general functions of text-image relations, Martinec and Salway (2005) put
forward-a mutual relationship between image and text \where they specifically
indicate that these modes interact togetherin a multimodal relation.

Againpmultimodal relations are realiseddmeases where the image serves
the text and the text serves the image, and where jfext and image are equally
dependent or'independent of each other (Kernalijnslijper, 2007). Martinec and
Salway (2005) postulate twondifferent kinds,of relations: multimodal relations-
status relatiomand legieg-semantic relation. Status relation shows the relative
status between.iext and image. This means that there can be an equal or unequal
relationship between-text and image. In-an unequal relationship, one mode is
subordinate to the other. In an equal relationship, the modes are either
independent or complementary to each other as noted earlier. In other words,
when the whole text relates to the whole image, both modes depend on each
other or modify each other equally in which case text and image complement
one another. This phenomenon has been explored in the linguistic landscape in

many public spaces.
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Empirical Review

This section of the chapter focuses on studies in the area of LL. Previous
studies conducted in this area are reviewed and critiqued. These are done to
identify the lines of convergence and divergence between prior studies and the
current study. This section specifically focuses on studies in languages available
in the linguistic landscapes of specific territories, linguistic landscape and its
function in the public sphere, and the relationship between text and image in
communicating meaning In the linguistic landscape of a given territory. In
general, this section reviews these studies in-order to identify gaps in the
literature to contextualise the proposed study. It Is structured to review studies
globally limiting the perspective to Ghana.

A study thatsegins this sectionsis*Webster (2014) who investigates
languagatin'the,publi¢ space of the:Navajo NaionsThe study argued that the
signs«i the neighbourhood of Navajo seem to teplicate a modernist vision of a
suburban, American, heighbourhood. Further, he interviewed the natives of
Navajo who reposied no ideasefawhat those signs in the public spaces in Navajo
mean. Rinallyy, \Websterieencludes that the signs In Navajo are written for an
audience in a legitimately imagined linguistic community that does not exist.
What is not clear is that Webster-has notindicated whether or not these semiotic
modes or signs are public owned or privately owned. This knowledge, if
obtained, would have helped the reader to know if the legitimately imagined
linguistic community is the vision of the government or the entire country.

Secondly, the account of which sign is either government-owned or
private-owned also reveals contestation between government signs and private

signs. Nonetheless, Webster (2014) settles with the assertion that the signs speak
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to a desire for a particular kind of audience who will recognise them at some
future time; hence, the indication of the predictive nature of signs. Nonetheless,
this complex situation in Navajo may not be so in other parts of the world.
Furthermore, Webster did not indicate the dominant language in which these
messages are written and what the role of the minority language in the public
space performs. Elsewhere, Rodriguez (2013) has explored the public space or
commercial streets of America and Spain to assess the local status of other
reading of texts that are evident to how cultural practices and beliefs as well as
historical eircumstances that are inherent and how they form an integral part of
the linguistic landscape. He; therefore, discovers that the information contained
in the signs provides the people’s technological inclination and orientation.

Rodriguez (20i3) asserts thatwthe study of Spanish in linguistic
landscaperefiects the collective wernaculagg@and® contains few linguistic
deviationsy Ultimately, ;[Rodriguez’s (2013)*Study’ reveals the influence of
technology on written language. In this ease, Images replace written texts.
However,, the study could hetwavidly reveal what thé peeple’s message is in
terms oOf theirbelief, commercial activities, lifexperiences, religious beliefs,
and how these.are communicated in public spaces. In Ghana, Anane’s (2013)
studied the shores ofithe people of Winneba has investigated the inscriptions on
canoes and further interviewed the owners of these canoes to understand the
reasons for the messages found in these inscriptions.

Some of the signs are used to promote products and services as against
others that are used to prompt potential customers to purchase goods and
patronise services. Others are designed to catch the attention of the prospective

customers. So, the above literature leads the reader to appreciate how messages
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found through semiotic resources differ in meaning and purpose based on
different linguistic communities.

Again, studies that examined language on billboards in LL focus on how
naming practices reflect the language situation of specific territories. Alomoush
and Al-Naimat (2018) have also investigated the interrelationship between
English used on signs and materiality in the linguistic landscape of touristic
Jordanian town, Petra. They specifically aim at analysing the way recurrent
practices of-identity: and numerous socio-culiural norms in the Jordanian
tourism context IS portrayed through materials that signs are made of. They
discovered that signs are written on stone and material surfaces often displaying
Englishiinuppercase letters and replicating governmental practices to convey a
sense of quality, continuity, and permanence within economic and tourism-
centred igdéolegics and'polieies:

There is thediscussion of how the English language is used in uppercase
to‘display inseriptieis.on surfaces of stones:and metals'which were practices of
governmental boglies to signifysassense of quality, continuity, and permanence
with etonomic and toursm-centrediideologiest andgpolicies. Secondly, the
English language is displayed on wooden boards ereatively to denote a sense of
freshness and newness, signs printed-and-hand-written on paper often appearing
in uppercase letters manifesting the dynamism in the linguistic landscape. This
ensures the flow of special offers and even linguistic and non-linguistic changes.

Finally, in the study emerges the most remarkable, in the researcher’s
view, evidence that indicates that monolingual English signs painted inside
social bottles symbolise important environmental, historical, and cultural

information on the ancient city, Petra, which is indicative of Petra as a
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destination for tourist worldwide (Alomoush & Al-Na’imat, 2018). This
suggests that the use of language in public spaces of most countries, especially
in African countries, has some touch of the international blend and has indicated
the effect of globalisation on the patronage and services in that landscape. The
point is that most of the studies reviewed above focus on the importance of
billboard advertising but critically missed out on the role images play in
complementing, substituting, or completing the texts of the messages on that
billboard alengside the intentions of those billbeards secking to communicate
to a targeted audience.

Similarly, other studies in Africa have explored |anguage on billboards.
For instance, Obaje and Dibaguriaya (2017) who have conducted a study to
ascertain the iImpactoiglobalisation onitheisocio-linguistic landscape of Nigeria
have argued:

Globalsation s an irreversible process that is likely to affect
the language and values Nigeriashold (p. 45)
They argued that'the governmenizand civil seCieties must radically take
action tQ/withstand thegsk and Chalfenges (including the dying of
minority languages) and embrace the ‘opportunity which globalisation
process offers.

In Botswana, Sankoloba-Molokomme (2009) investigates the use of
language in and around the parliament of Botswana by drawing from the
linguistic landscape that is found in that area. Then the question which arises is
“Why the use of English as the prominent language in the public space of a
location where the majority of people speak Setswana?” What messages are

contained in images that are different from the texts on these signages?
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Sankoloba-Molokomme (2009) demonstrates that these questions can better be
answered by inclined readers. He observes that the signboard of Botswana’s
Parliament is placed in between trees. The board is taken mostly by the image
of Parliament which is used as its logo with its motto in English ‘Our Parliament
Our Pride’ occupying most of the board followed by the Coat of Arms. Several
scholars argued that the dominant of English in the public space of most African
countries could also be attributed to the impact of globalisation apart from some
colonial histerical facts.

The process of globalisation has thrown light on more than a few
cultures and the interpretation of those cultures. It is in this light that Yarullina
(2015) specifies that globalisation as a process has affected the world including
some European couniries. Supportivelyp©baje (2017) opines that globalisation
is an irreversible process.. There. areharcasgaffected by the process of
globadisatien inctuding culture as well as ajllanguage'so much so that the choice
ofEnglish language,other than other languages has reflected in company names,
shap sighs, schoolg, nationakmewspapers, parliament,£hurehes, and even some
homes and-onithe langtiage on billboards in many countries across the globe.

YaruMina (2015) proves that the evasive spread of the English language
continues to post a threat to the preservation and promotion of native languages
and cultures. Furthermore, the wide and ‘unregulated’ use of the English
language may also present linguists with yet another challenge of correcting
translation of some lexical units of the language. Put differently, globalisation
has presented us with increasingly complex sociolinguistic realities that
challenge traditional barriers to investigate language in societies. The role LL

studies plays in this context is to show the light on the use and effect of the
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English language in the locations where local languages dominate as far as
languages are concerned.

Studies on LL have often focused on the theme of globalisation on the
linguistic landscapes of specific territories (Obaje & Dibaguriaya, 2017;
Takhtarova, Kalegina & Yarullina, 2015). Obaje and Dibaguriaya (2017), for
instance, have investigated the impact of globalisation on the socio-linguistic
landscape of Nigeria by arguing that globalisation is an irreversible process that
is likely to affect the language and values Nigeria holds. They propose that the
government and cCivil societies must take action to withstand the risk and
challenges of the endangered or the dying of minority languages as these are
posed Ny globalisation, but to embrace the new opportunity which globalisation
has to offer.

Usingadifferent approaeh, Alomoush aadAlI=Naimat (2018) investigate
the iaterralationship between English used on signs and materiality in the
linguistie, |andscape,of tourist Jordanian town, Petra. he results indicate that
thelEnglish language Is usedunuppercase todisplay signs en surfaces of stones
and metals. These are the practices ofgovernmental bedies to signify a sense of
quality, continuity, and permanence’ with economic and tourism-centred
ideologies and policies. The study also finds out that the English language is
displayed on wooden boards creatively to denote a sense of freshness and
newness.

The languages on billboards seem to perform many functions which
include revealing themes and establishing relationships between LL and
marketability. In a study conducted on three markets in Ibadan — south-western

part of Nigeria, Ayantayo (2016), for example, mentions that marketers use
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billboards as a tool to attract customers to buy their products. Additionally,
Ayantayo discovers that the roles of linguistic landscape in promoting sales
include making the name of product or service familiar, prompting potential
customers to purchase, creating awareness of brand or service image, catching
the attention of people, displaying available products, and showcasing the
qualities of products or services.

However, not all studies conducted in the field of LL focus on
inscriptions on billboards or stones in public spaces. Gatugbe’s (2006) study,
for instance, examines the significance of inscriptions of vehicles in the Cape
Coast town of Ghana: She found out that the inscriptions on vehicles in Cape
Coast give insight into- many: different areas of life. To prove his point, Garugbe
(2006) | categoriseswtihe inscriptions “interfour (4) main areas: patriotism,
proverbslifemand religion. Later, WVan Dijk (2009) also researches into car
decarationyin Ghama. He (Van Dijk) argues that insgriptions on most Ghanaian
vehiclesiare textsithat.are mostly incomplete becauseof thexlimited spaces on
thelvehicles. LikesGatugbhe, ManBifk (2009),groups inscriptions on the vehicles
into themes of, religion, interpersonal’slogans, and other slogans that are not
classified.

The interesting thing is that the studies reviewed so far, first of all show
that the English language is dominant on billboards in some public spaces in
Africa. Secondly, the languages on billboards contained organised thoughts in
public spaces with an embodiment of customs, social commitment, life
experiences, religious orientation, and revelation of people’s culture through
LL. This has compelled Zhang (2010) to champion the proclamation that

language is not only the key to understand the culture of people, but also the
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obvious characteristics to label the culture of people. He indicates that one kind
of language may contain special words or terms to indicate some particular
matters in its own culture.

Similarly, Tan (2011) who focuses on street names, school names,
names of buildings, names of metro stations, and names of tourist attractions
examines the use of place names in the linguistic landscape of Singapore. His
findings indicate that English dominates in naming practices in Singapore.
Interestingly,. Singapore has been noted for being a country where four
languages are accorded the official language status.

Sankoloba-Moelokomme: (2009) explores the symbolic and functional
values of signs and languages found in-and around the Parliament of Botswana.
This study falls withinsmultimodal relations'as its objective analyses the visual
languagarastdisplayed in and around the saidgparliament. Here, the analysis
lookssat the visibility and clarity of language and information or messages on
the signage beforennterpreting the distribution and freguencyrof each one of the
languages on thessignage. totherwords, the researgh explores how text and
image relate on the signages to give information while considering whether
other institutions such as the embassies, International companies, organisations
and one of the oldest'and busiest-matts arewithin the vicinity of parliament, and
how their presence is captured in the linguistic landscape.

In his study, Sankoloba-Molokomme (2009) discovers that English is
the most prominent language on signages in and around the signage of
Botswana followed by Setswana. Moreover, English is mostly found to be used
with Setswana. This signifies the peaceful coexistence of both languages.

Again, he discovers that images or signs have no special effect on texts on these
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billboards. Even though prominence is given to English on signages even in
informal settings, the majority of those who frequently find themselves in
parliament, and the civil servants, heads and members of private institutions and
organisations, and journalists in Botswana speak Setswana.

Most studies conducted in the field of LL in Ghana concentrated on
cities and towns, including Anane (2019), and Tomekyin and Nyame (2018)
who investigated linguistic situation in Ajumako in the central region and
Winneba as-well. Their study is primarily focused on discussing language
competition in the public space. They established that Efffutu or Awutu being
the home language of the people of Ajumako and Winneba is totally missing in
their public'space so much so that the English language dominates the public of
these two communities:

However, languiage s not.only visible cadillboards, as postulated by the
above.writers. Some researchers, including Nyamejand Tomekyin (2018) who
have alse studiedsifie linguistic landscapesof Ajumako and Winneba in the
Central' Region ofiGhana expleredithe language competition in these districts as
they pay.much, attention te inscriptions on vehigles in the various commercial
lorry stationsin both Ajumako and \Winneba to study languages present in the
linguistic landscape*of Ajumake and Winneba, and to account for whether or
not the languages visible in the public space are the reflection of the languages
spoken by each community along with the uniqueness of these communities.

Nyame and Tomekyin’s (2018) study reveals the frequent use of both
English and Fante in both communities. However, their research failed to
account for languages on billboards which, if accounted for, would have

represented another perspective of people’s thoughts and their linguistic
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practices in the research area. Anane (2019) has bridged this gap by looking at
the language used on canoes, the motivation behind the choice of such
languages by the owners of these canoes, and the meaning the inscriptions
convey to people of Winneba and Ajumako in the Central Region of Ghana.

Anane (2013) shows that inscriptions on the canoes are written in
languages such as English, Fante, and Ewe. Secondly, the people reveal their
religious orientation, their life experiences, figurative expressions, and even
advice others.through the inscriptions on these canoes. An example of some of
the religious inscriptions include God with us; He Is not asleep; Oh God save
me and many more. Inscriptions on life experience include Witchcraft is stupid.
Those inscriptions on figurative expressions are One man no chop; We will not
fight but we will chopsin Nigeria, Ayantayo (2016) investigated languages on
billboards¥inuthree streets-of \INigeria Whereghe observes that the English
language Is dominant in these streets. He alse hintgd that LL is used as a tool
for promoting sales,on the streets of Ibadansin South-\West Nigeria.

Anane’s (2019) researehmsbased onsthe assertion that many languages
come into‘contact in thisarea and he'hopes to baek this assertion with evidence.
The findingshave shown that Tanguages such as Fante, Twi, English, Ga, and
Eve, are visible on the canoes along. the shores of the aforementioned towns.
This implies that the speakers of Fante, Ga, Asante, and Eve (Ewe) live together
in the said district and have projected their languages on the canoes as such to
express themselves in their language. These people, having come from different
linguistic backgrounds, send a message of tolerance, peace, and unity in

diversity.
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The study further indicates that Fante is the dominant language among
languages used to write the inscriptions although Winneba is an Effutu-speaking
community. Furthermore, Anane (2019) argued that the people of Winneba
express, share their experiences, sentiments, thoughts, opinions to others
through these inscriptions. Greater above these are many kinds of research in
the linguistic landscape that have accounted for visibility of language in public
space, and people’s culture, feelings, hopes, and sentiments are expressed
through these languages. There seems to be a thin voice on how images on the
canoes studied by Anane (2019) and Tomekyin(2018) complement of provide
additional information to the texts discovered on the canoes and cars.

They also fail to reveal how different these inscriptions are from one
another, so that the reader IS educated enshow canoes having Eve inscriptions
are differentfrem canoes having Twi inseriptionssThese, if done, will give the
readgi,extensive exposure to the various ethnic groups and how they express
their beliefs, thoughis, and experiences through these inscriptions. Nonetheless,
thelstudies aboveshave confirmediand ackneWwledgedsthe mational character of
Ghanaransgpeace, and h@spitality.

While - Tomekyin and Nyame®(2018) studied language in public in
general within two communities; Ajumake and \Winneba, Anane (2019) focused
on the shores of Winneba, paying attention to inscriptions on canoes. He aimed
at looking at the language used on such canoes, what motives these choices of
language sought to achieve and the meaning that such inscriptions convey to the
people of Winneba. Unlike Tomekyin and Nyame (2018), Anane (2019) goes
beyond which language is present or absent among the people of Winneba to

look at what message is entailed in the language the people use. Unlike
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Tomekyin and Nyame, Anane (2019) claimed that Fante is dominant on canoes
at the shores of Winneba.

In another region of Ghana, Tuffour and Asamoah-Poku (2020)
conducted an ethnographic investigation into the linguistic landscape of
Kumasi, the capital city of the Ashanti region of Ghana, to investigate the
languages that are used on writings on stores on the streets of Kejetia. Their

study primarily used a bottom-up approach to analyse data from the public

ests stores owned by
revealed that the local
English language. The

is more of an index of

dominates. A knowledge of thisawould have led the researcher to compare this
study to Tomekyin and Nyame (2018), who concluded that in cases where
English and Fante are represented on the same space, English dominates or is

given a priority.
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It is easy for the current researcher to agree with Owu-Ewie (2017) at
this point that, sixty years after independence, Ghana still grapples with the
issue of which language to use in education. It may be necessary to look at the
issue of language fluctuation even in public spaces to confirm or find a base to
demonstrate a growth away from Ansah’s (2014, p. 45) claim that there seems
to be “many tensions and paradoxes that arise from bilingual education policies
in multi-ethnic/multilingual communities which stem from a conflict between
policy 'decisions that are rooted in particular linguistic tradition and the
sociolinguistic realitics” as witnessed in Tomekyin and Nyame (2019), and in
Tuffour and Asamoah-Poku.(2020).

This flux, according to Ansah (2014) may have been caused by the
instability 1n government leadership orsmay have been as a result of possible
tensions'between set ©bjectives-and.the“implementation of those set policies.
Despite these vibrant studies in LL across warious'regigns in Ghana, the LL
studies reviewed inyGhana so far are conducted 1n other regions and towns of
Ghana but very little or no“researeh™(in LL)4S seen t@'have been conducted in
the VVolta-regien. Theratis'therefore no evidence'ef LL study in Ho, the Volta
Regional capital eity of Ghana. This creates such afacuna that needs to be filled,
and the current study=is purposed for-this:

Studies reviewed showed that there appears to be an emerging
scholarship on linguistic landscape (LL) with a majority of these studies focused
on urban settings. Most of these studies focus on multilingualism, where they
highlight the dominance of English in the public space, compelling some
minority languages to die. Other studies including Quayson (2012) whose study

focused on analysing cell phone billboards on Oxford Street in Accra looks at
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the street of Accra as a transcript of dynamic transformation of discourse
ecologies.

For some studies in LL, there was the need to focus on inscriptions on
signs like wristband, hotels, cars, canoes and other inscriptions that appear on
public surfaces. Such works include Fosu’s (2015) study which seeks to analyse
inscriptions on wristbands worn by students of the University of Cape Coast.
Fosu’s study indicates that the wristbands worn by over sixty students of the
University of Cape Coast are mostly in English and they reveal themes such as
soccer, advertisement, academics, religion, love and relationship and designer
fashion labels. Secondly, it.was found that students of the University of Cape
Coast ‘express  their church  affiliation, religious  orientation, love, life
experiences and social-orientations through the use of wristbands.

Qthersseholars of LL teek a critical loekiat street names, identifying
themeas important systems of identification™m towns (Kumi, 2014). Kumi’s
wark seeks tQ reveal naming system in Adrica, paying particular attention to
straet names in Agona Swedrustewnship. He selected names in terms of their
specificity.ane, generiCiy*so that theimeanings4of-the'names as well as their
respective histories are revealed. This helps in identifying certain changes that
occur in certain street_names. like Apabir (a name of a god and its shrine),
Bebianiha (a place used for the treatment of contagious diseases), Washington
and Owane (Settlers of Denkyira). These names are classified into descriptive,
inspirational or proverbial forms.

Secondly, the names revealed five different forms of typonymic forms
which are specific only, generic only, generic and specific, specific and generic,

specific and preposition and the last one being generic and specific and
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adjective. The field of LL exposes one to such a rich knowledge in the area of
naming practices, socio-cultural scholarship as well as religions. These studies
are carried out, using different signages as windows. The purpose is to explore
similar studies in LL that focus on analysing language on public space. This is
because the current study seeks to add to the literature on LL. Inscriptions on
billboards, and other surfaces have been an area of interest for a number of
researchers in Ghana (Adjei, 2016; Kumi, 2014; Fosu, 2015; Quayson, 2016);
Nyame, & Tomekyin, 2018; Anane, 2019).

Quayson (2014) reveals the historical account of the people’s material,
social and esoteric life, which can be seen through languages that are visible in
public spaces of the city. The geographic layout of Accra is traced to the politics
of land} politics thatiay:Claim on the ownership and claims to ownership of the
land. This“history is said. to-contradict themplanned development under
colomialisp. The'distinetion between ‘multietlturalism’_and multiethnicity by
Quayson, (2014) 'was. not very clear butshe suggests some “multicultural
accommeodation™as seen ontbillbeards on Oxtord Street im Accra. He suggests
that inscriptions on bilbeards in Oxford Street have some improvisational
character that is traceable to the local cultural mediations that are said to have
historically been drawn upon.  Even though Quayson (2014) may be seen to
focus on cell phone billboards, his research covers other signs such as slogans
on lorries, cars, pushcarts and other mobile surfaces. He first argues that these
signs are a distinctive feature of Accra and of many African urban
environments. Secondly, the billboards hint at the history of social urban

structure. Finally, inscriptions on the billboards invoke some rich relationships
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between tradition and modernity, security and religion including local and
transnational circuits of images and ideas (Quayson, 2014).

Similarly, studies, such as Ohemeng (2020) investigate ideologies of
political cartoons in Ghana. His study, using multimodal critical discourse
approach, found six themes based on common issues that dominated political
discourse in Ghana. The study identified themes such as political process being
the dominant theme in the data since the period chosen for the study “marked
the peak periad in the elections as several issues were published in the media
that bordered on preparations.and organization toward the clections” (Ohemeng,
2020).

While some scholars of LL in Ghana concentrate on ethnicity and
culturalism, others focus on errors of inseriptions on billboards and how they
reflect thellowsstandaid of English inGhana. Femexample, Adjei (2014) carried
out aa,analysis errors of inscriptions on billboards'in the University of Cape
Coast communityssrhe study revealed four marn ewrors on sixty billboards.
Adijet’s study justified the“presence of the €rrors found on the billboards by
indicating that, language wsed on biflbeards arequsually words and phrases so
they usually*do not require agreement, but Quayson (2014) indicates that the
use of words and ph¥ases on billboards is‘as a result of economy of space.

It is thus expedient to say at this point that, whether the form of the language
used is a phrase, a word, or a sentence, it is important to craft the language such
that the reader or targeted audience understands the message of the sender. In
other words, the process of transmitting information to a recipient must be done
through a channel that is easily decoded by the receiver (Sekyi-Baidoo, 2002).

Similar to Adjei (2014), Quayson and Ofori (2016) conducted a study in the
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Amamoma community with the aim of finding out how educational
environment (University of Cape Coast) can affect the theme of inscriptions on
shops. Quayson and Ofori (2016) assert that shop owners in Amamoma
community have inscriptions that demonstrate various themes such as the theme
of identity, ownership, inspiration, classic professionalism, reverence to God,
and academic. It can be inferred that the expression of one’s religious affiliation,

academic tolerance, life experiences, and relationships by the students of the

Univer ~Cape'C study is a confirmation of Adjei’s
(2014) the students and Fosu’s

study t

Inally, Essegbey (2009) studied the Tinguistic landscape of Accra and

39.8% (Essegbey, 2009, 7120 e above studies reviewed show that there
is a growing interest in the study of Linguistic landscape of many cities in
Ghana. This development is vital because they help readers to understand how
Ghana is ethnolinguistically integrated and to further know the state of

indigenous languages in Ghana.
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Chapter Summary

This chapter reviewed the underpinning theories employed for the study,
concepts, and empirical studies, and conceptual framework. The theories used
included the Visual Grammar Theory by Kress and van Leeuwen (1996) and
the Roman Jacobson’s Theory of Language Function. The researcher also
reviewed prior studies related to the current study. Most of the studies reviewed

only partly considered the topic the current considers. The relevance of these

at they all focused on
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CHAPTER THREE
RESEARCH METHODS
Introduction
This chapter presents the research design, research site, the population
and sampling, the procedure used in data collection and the analytical

frameworks adopted for the analysis of data. Other issues that are discussed

include (a) data analysis procedure, (b) ethics and validity, and (c) challenges

content analysis. The content analysis makes use of a wide range of analytical
techniques to generate findings and put them into contexts. Marsh and White
(2006) posit that analytical constructs in the content analysis may be derived
from (a) existing theories or practices in academia, (b) experiences or

knowledge of experts, and (c) previous researches. These three constructs

63

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

originally put forward by Kreppendorff (2004) suggest that a researcher can
easily combine pictures and texts to convey one or more than one meaning.
Research Area

The research site is discussed in terms of language, place, and people.
The discussion comprises the language of the people of Ho. The section
comprises the languages that are spoken by the people of Ho, and how their
sociolinguistic behaviour is influenced by other languages that surround them.
Secondly, there 1s a discussion of how the people of Ho became part of the
German colony and how they were later incorporated into the British Gold
Coast colony. A further discussion has also captured the territorial development
of the people of Ho and the surrounding towns.

The Volta Region has Eve as a major language spoken. Other languages
spoken inthewregion include Adele which,is spekenby the people of Nkwanta,
Akyode which 15'spoken by the people of Shiare, Buem which is spoken by the
people of JasikanyBodada, and its immediate surrounding villages, Nkonya by
thelpeople of Akleba, Delo"andsNkrtbo by the peopleof Pusupu, among others.
DespitcithtseRistence ofimany languages in the MoltaRtgion of Ghana, Eve is
widely spokenin the Region; hence, making it an““‘umbrella” language spoken
across and parts of Tago, Benin; and Nigeria. Ansre (2000) asserts that Eve is
widely spoken across southern Togo by extending to the Benin border. The
language traces its roots to the ‘Gbe’ (meaning language) family of Niger-
Congo. Like few “umbrella” languages, Eve has about four (4) major dialects;
Ga, Twi, Fante and Eve. Gavua (2000) posits that one of the ways to clearly

understand the genesis of these varying dialects is to group them into coastal
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and or southern dialects. For example, Anlo and Avenor including Watsyi
indigenously characterise Evedomegbe.

Ho was part of the German colony of Togoland until World War | when
it was occupied by the British. Ho later became the capital of the League of
Nations mandate of British Togoland until that entity was incorporated into the
British Gold Coast colony which subsequently became Ghana. The town was
initially inhabited by the people of Hegbe (now Heve) followed by the people
of Banakoe. These two groups lived alongside each other with individual
chiefdams. The first known chief of the Bankoe peaple was Afede Asor I,
known'in his private life as Akorli'(Ansre, 2000).

The chief of Heve was Anikpi | 'who was known in his private life as
Adzah ‘Doe. Later,"Ahoe and Dome joined their settlement but came to play
leading réleéstinythe scttlements’ development. khepeople of Dome became the
rulingsclass unti"the emergence of moderntday chieftaincy which they ceded to
the Bankoe people:

Geograpmgally, HoMisstheseapital city of the Ho Municipal District and
the Volta'Region of Ghana. The city ltes betwgen Motint Adaklu and Mount
Galenukui. The population of Ho Muanicipality s about 218,650. About 62
percent of the population restdes in-urban localities. The Municipality shares
boundaries with Adaklu and Agotime-Ziope Districts to the South, Ho West
District to the North and West, and the Republic of Togo to the East. Ho has a
total land area of about 2,361 square kilometres representing 11.5 percent of the
region’s total land area (Wikipedia.com). Major towns and villages that
surround Ho include Ziavi, Klefe, Shi, Tokokoe, Taviefe, Atikpui, Nyive,

Hodzo, Tanyigbe, Akrofu, Hoviepe, Akoepe, Kpenoe, Sokode, and Juapong.
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Figure 1 below is the map of Ho
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Population and Sampling

The target population for this study is 90 billboards within three
commercial streets in Ho. The purposive sampling method is used to gather the
data. Kumar (2011) opines that purposive sampling allows the researcher to
choose data based on what will provide the best information to achieve the
stated objectives of the study. The criteria for selecting the streets and the
billboards are guided by Gorter (2006). Following the direction of Gorter (2006)
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that billboards afford the greatest visibility and for adverts, three commercial
streets within the Ho Municipality are selected for data collection.

These streets include Civic Centre Traffic Light to the Ho market, Ahoe
Junction to Ho Market, and Anlo Kordzi Road leading to Civic Centre to the
Barracks Junction. The selected streets are mostly busy ones since almost all
visitors who either enter or leave the town use them. Most shops in Ho are found

on these streets; hence, this makes the streets busy always. In other words, the

ly engaged. For easy

on the three selected

ree selected streets in Ho

Civic Centre Stree 0E , Anlo Kordzi Road

Source: Field Survey (2020)
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Data Collection Procedure

As a method of collecting the data on the three streets, an android phone
was used to take pictures of billboards on the three commercial streets selected.
This was in line with Gorter’s (2006) view that the researcher taking pictures
follows a (public) transport axis to be sure of a focal geographical area for data
collection. Shortly after identifying the three commercial streets in the research
area, there was a significant approach in collecting the data. The researcher did
not encounter.any problem taking these pictures because the days selected for
taking the pictures were mostly Sundays. This became an advantage for the
researcher since there were.no major commercial activities on Sundays, except
for those who attended church.

Days when thesresearcher had tostake pictures of billboards when the
shop ownersmof these billboards. were present, permission was taken
immediately from-the shop owners and the purpose of data collection explained
to‘them. I he colleeiion of data became convenient sugch that'the researcher had
no fissues,to contend with.“Fhegresearcher focused on‘the languages displayed
on the hillboaids in these"commercial streets to ungerstand the unity that is
exhibited and the health of sharing the'same space by these signpost owners in
the display of their SIgRPOSIS.

Validity

Validity is about the fact that the instrument and its measurements
accurately measure what they are intended to measure (Hair et al., 2018). To
ensure instrument validity and the validity of the study in its entirety, the
researcher made sure that data collected were of high quality and devoid of

dishonesty. Also, the measures used for the current study were founded on items
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tested and used in prior studies to measure the current constructs of interest.
Further, criterion validity, content validity, construct validity, face validity,
discriminant validity, and convergent validity are given attention.

Furthermore, to ensure the generalisability of the findings, both internal
and external validity were ensured. The criterion validity ensures how closely
the current text results agree with already existing and widely used tests (Taylor
& Geldenhuys, 2019). Also, to ensure that texts are representative and cover all
important aspects of the study constructs, the content validity is as well ensured.
Furthery, 10 ensuresconstruct™ validity, indicators and measurements were
constructed to give cognisance of important established knowledge. The
instrument-(android phone) contains only relevant items that measured the
constructs under Sstucly:

To ensuie result generalisabilityy, extesmalrand internal validity were
consigered. External validity ensures that the findings are generalisable to the
study population (Saunders et al., 2017). External validity comes in two ways:
population and eselogical Validity=The population validitysenhanced this study
due to the'large sample'size used. Asfar as billbeardsen the three commercial
streets are coneerned, this was done by generalising to the defined population.
Ecologically, the findings of the study-€an be generalised from the current
study’s locale, Ho Municipality.

Analytical Framework and Data Analysis Procedure

The researcher examined 90 billboards for the purpose of analysing the
inscriptions on the billboards. All billboards captured on the three selected
streets were critically observed by the researcher to determine whether the

pictures taken were worthwhile and whether the inscriptions on the billboards
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had answers to the research questions. Krippendorff (2004) asserts that for data
to be meaningful, it has to be well organized and explained. For this reason, the
billboards were labelled according to the names of the three streets selected to
enable the researcher to identify which billboards belonged to which street. This
helped in determining how different one street was from another. The research
questions guided the analysis of the billboards.

Analytical framework

Analytical framework offers several opportunities for the organization
of research. It also provides “the basic vocabulary of concepts and terms that
may be used to construct the kinds of casual explanations expected of a theory”
(Coral & Bokelmann, 2017). This section discusses the analytical formwork that
is deemed suitableforsanalysing languagesfunctions on billboards in Ho. The
first researchrquestion'will be answered By usiagdinguistic landscape theory as
a guige. Throughtthe linguistic landscape theory jas opined in the previous
chapter, the studywill reveal the languagessused in the selected billboards and
their relative impartance {0"the;audience.

AlSe, Wacobsonig* function 0f language “18¢"adopted as analytical
framework to.guide the analysis of the data. As discussed earlier in this study,
Jacobson’s theory oflanguage functionis'one of the models that explored how
language is used to achieve different effects among communicators. For
instance, smile, nod and wave are considered as capable of performing phatic
function (Tribus, 2017). Therefore, with Jacobson’s model as framework, the
researcher will categorize the verbal and non-verbal messages into their

language function. This analytical framework will aid in providing adequate
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answers to the research question two on function of the languages used in the
billboards in Ho.

Aside from Jacobson’s model as framework, this study employs Kress
and van Leeuwen (2006) theory of reading images as analytical framework to
guide the analysis of the data. Kress and van Leeuwen (2006) designed a visual
grammar theory that reflects how visual communicates independently or
together with words to send a message to audience. Kress and van Leeuwen
(2006) f advanced three meaning of visuals, thus, compositional meaning,
interactive meaningsand representative meanings

Using this as analytical framework, the researcher will consider the
various .semiotic resources used in the billboards as communicating the
compogitional meaning: The compositional meaning communicates the
physical irépresentation of.semiotic resourcesgin®the text and how their
arrapgement in the text communicates meaning/ For_instance, a semiotic
resources that IS placed at the center hassinformation value over semiotic
resources,that is placed at thesmargin. Also,the interactivesmeaning deals with
how the semietic resources In the t@xt communicateswith the audience. The
semiotic resources could be placed in such away that they are given good and
services or demanding good and-services. For instance, Kress and van Leeuwen
(2006) opined that an image of a person smiling at the audience gives the
message the advertisers are associating positive feeling with their product. The
final meaning that is discussed in reading images is the representative meaning.
The representative meaning discusses the relative importance of the character
or semiotic resources used in the text. For instance, using religious character

could be a way of communicating the religious faith of the advertiser.
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Ethical Considerations

According to Afrifin (2018), “Ethical considerations are essential in all
research area, but it is more important in qualitative research in particular.”
Afrifin (2018) asserts that for the process of obtaining ethical consent, the
researcher ensures that the consent should be given freely, subjects must be
made to understand what is being demanded of them. Again, participants need
to be adequately informed about the research, comprehend the information and
have the power of freedom of choice to allow them decide whether to participate
or decline.

To ensure strict compliance with ethical standards of research, a clause
has beenintroduced in the introductory paragraph of aletter which would assure
the shop owners of anenymity and confidentiality. Specifically, the shop owners
present atthetime thedresearchertook pictures gibillboards were informed that,
if anyahing,was published from this research, no infermation supplied would be
identifiable to themSince only aggregatedsdata will be reported in this study.
Additionally, thelappropriatestimesfor taking/the pictures was mutually agreed
on between the respondentsand the researcher. Shop:owners had the liberty to
opt-out of thesurvey atitheir discretionior will.

Limitations

The researcher uses an android phone to capture the billboards. In the
process of collecting data, some shop owners hesitate to allow the researcher to
capture the billboards of their shops. This has caused a delay in the data
collection. The researcher had to go back to the field to continue with the data
collection the next day. Additionally, some of the billboards were so tall that it

was difficult to capture the texts and images on them. The researcher had to
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climb nearby objects to be able to capture the texts on tall billboards, with its
attendant risk.
Chapter Summary

This chapter has discussed the research design that is used for the study.
The qualitative research design was supported by the quantitative research
design to enable the researcher discover hidden messages in the semiotic

resources on the billboards. The research community is clearly defined with a

ommunity. The chapter
ta. Photographs of all
n were taken. Further,
vere presented. Finally,
s provided to enable the

at was followed by the
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CHAPTER FOUR
RESULTS AND DISCUSSION
Introduction
This chapter presents an analysis and discussion of the data gathered.
Specifically, the analysis addresses the objectives of the study, which involve
the languages that are visible on billboards on the selected streets in Ho, the

functions languages on billboards perform in Ho, and how text and image relate

to co cate pSed s a mostly qualitative

juantitative form to aid

e language distribution

S question, the researcher

depicted either Eve ”Q’B!.ﬁ ye with majority of the monolingual
billboard inscription being in the English Language. Table 3 below presents the
sample percentage of appearance of each monolingual inscription in the

billboards.

74

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

Table 3: Monolingual Language Billboards

Language Number of % number of  Number of % Number of
billboards languages inscriptions inscriptions
Eve 6 6.7 6 21
English 84 93.3 285 97.9
Total 90 100 291 100

Source: Field survey (2020)

ages that are displayed
on bill - e 3 i - guages are commonly
the table (1) that the

anguan ant languan public space of Ho. The

possible by incorpora NQB'S ges in the inscriptions on the billboards.
The billboards mostly serve specific purposes, however, incorporating some
minority languages makes the people who identify with that language
represented in the community. Gorter (2012) stated that being visible may be
as important for the minority languages to be heard as well for the reason that

people’s culture is embedded in their language.
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The dominance of English on billboards in Ho does not give a true
reflection of the spoken languages in that town. Inversely, the town is
indigenously an Eve-speaking town. This has been so in that when one meets
individuals on the street, the major language one could hear from the fellow is
Eve. Therefore, this finding is in line with Mirvahedi (2016, p. 196) who
asserts:

The linguistic landscape is not always a fair representation

of the linguistic repertoire of the people living in a

geographical space, but rather language choice in the LL is

developed by the state and/or the people to portray an

image of a place they desire and aspire to.
It also brings to bearihe idea of Prah(2010) that the indigenous languages of
Africa remainges thef'spoken discoursesratheisthan written discourse. This,
accakging 'to Prahi(2010), is low literacy level of the pegple in the indigenous
languages, unlikesenglish language whichus well dogumented worldwide and
hasbeenxecognised as an officialdantuage o Ghana. n essence, the dominance
of Enghishias partly because 1t is the'language that mest of the inhabitants can
read and writegadwvertisers prefer to reach their target audience in the language
that is generally understood:

Analytically, the items from the general lexicon are generally
unproblematic. For instance, billboards with the following inscriptions— New
Vision Co-operative, Seasons Travel and Tour, Dress Up (Exclusive
Technology Development), Talk of the Town Kitchen and Bar, Mighty
Enterprise, Give Thanks Boutique, Emmanuel Enterprise, Graceland

Homeopathic Clinic, and Grace and Glory Business Centre— are identified as
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English monolingual signs and their languages are purely English, while
billboards with the following inscriptions— Agbeehia, and Agbenorxevi are Eve
monolingual signs. In instances where the inscriptions contained personal
names like Divine Mensah Ventures, Bertha's Jewellery, Samjay Enterprise,
Amivi Special, I follow Edelman’s (2009) model of identifications.

Edelman’s examination is based on the analysis of personal names
which concludes that a researcher does not consider proper names as foreign
languages even though the analysis gets an incomplete picture of the linguistic
landscape in terms of multilingual characterisation. Moreover, the possibility of
translating names, however limited, shows that names ¢an sometimes be part of
specificlanguages. Many: other linguistic landscape researchers, although they
do not account for that:ehoice, have assigned proper names to their language of
origin (Edelmas, 2009, p. 152). 4; therefore, acknewledge both place or personal
namgs,asseciatedwith a linguistic group as having a source in that language.

ThereforepAgbenorxevi Enterprise isiclassified@s both Eve and English
bilinguahnames far it containssewePersonal mame Agbenorxevi which precisely
means “thehwing bird™yet 1t encourages one tothopefor the future as well as
English code‘Enterprise which encourages one to'invent. Therefore, this could
be interpreted as futtre inventiveness. Hereafter, | can say this name gives clue
to the futuristic progression of the business set. There is also another name,
Amivi Special. In the Eve language, a female born on Saturday is called Ami
(Ama for Akans) while a male born on Saturday is called Kormi (Kwame for the
Akans). In situations where you add ‘vi’ to any Eve name, it signifies that the

bearer of such name is the younger of two siblings.
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Meanwhile, the term, ‘vi’, means ‘small’ rather than ‘little’. This fully
implies that when the newborn is named after another Saturday born in the
family, in which case, the name becomes little Ami (Amivi) or little Kormi
(Kormivi). However, in a situation where three people are born on that same
Saturday, the elder one would be called Amiga (for female) and Kormiga (for
male), the middle one will bear the name, Ami (if female) and Kormi (if male)

while the younger of them bears the name Amivi (if female) and Kormivi (if

rial representations of

rative Union Limited.

Figure 2: Graceland Homeopathic Clinic
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Figure 3: New Vision
Source; Field survey (2020).

Table

mher of % Number of

ptions inscriptions

88.9

111

100

Source: Field surveyW |

The above table presents bilingual signs captured on the signposts on the
three streets of Ho. Here again, the English language dominates the total number
of languages found on the signages. Eve, which is the indigenous language of
the people of Ho, comes second in terms of availability of languages scripted
on the billboards. However, there is an indication from the inscriptions that two

languages are used together on a single Billboard, a combination of Ewe and
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English language. Both languages, English and Eve, are placed together on the
same billboard to serve one purpose, to identify with the people of Ho
specifically and others given that the official language of Ghana is English.

Despite the fact that both languages are used together by the owners of
the billboards, where we have an indigenous language and standard English on
the same billboard serving the same purpose, two or more indigenous languages
(such as Ga, Twi and Eve, or Ga and Eve) are not put together on any billboard
within Ho. Subsequently, it could emphatically be concluded that the people of
Ho in this regard are identified with English and Eve languages only than any
other lacal languages: The blend of Eve and English to achieve a purpose on the
billboards reflects the dynamism within the LL of Ho rather than as oppositional
categories (Macalistery2010). This findingis in line with Romaine’s (2007, p.
1) assertion that, ‘multilingualism ismot the abegration or minority phenomenon
manysEnglish speakers suppose it to be. It Is,0n the contrary, the normal and
unremarkable necessity for the majority of the world’ sfpopulation.”

The Enghgh languagesisshe official Janguage©f Ghana; therefore, it is
not surprisingsthat it is‘represented at'both natienal and regional levels. Ho is
made up of different people from different linguistic backgrounds, considering
the trade activities that make Ho a focal'point of business. The neighbouring
country that has direct access to Ho is Togo, a country with French as an official
language. Ho engages in trading activities with Togo also. But then, the French
language is not displayed on any signage selected in the public space of Ho.
Nonetheless, the multilingual nature of Ho and the display of English as the
major language in the public spaces confirm yet another assertion of Romaine

(2007) that, usually, the more powerful groups in any society can force their
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language upon the less powerful. This finding agrees with Tuffour and
Asamoah-Poku (2020) who state that there was combination of languages on
the same store. The languages were Twi and English language. It further
confirms Tomekyin and Nyame’s (2018) study which highlight the dominance
of English in the public spaces of Winneba and Ajumako, over Fante, even
though the said communities were predominantly Fante speaking communities.

Also, Ben-Rafael et al. (2006) found that English language was used

d Arabic, to reach the
eing used with the Eve
s of the languages that
isible in the billboards.
ave sign languages such
al or bilingual but were
re linguistic landscape
ords, pictures, or

These signs were

landscape. It is inte g 16 come across certain billboards that project the
people’s religious orientation, experiences in life and their social orientation.

Some of these billboards are presented below.
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Figure 4: Pictures depicting faith and believe in religion
Sourcet Field survey (2020)

Rigure 5 indicates the religious orient_afion of‘ the people of Ho. The
signage aboveare not church signposts but business ones. They indicate the
presence of ‘@ busingss, display some items available,and, direct prospective
cusiomers to the focationg of the shOps™ThHe above Billboard is that of an
electrical s-hop thatudisplays oadgets such as a riee cooker, stove, ceiling fan,
plugs, and many othets, In addition to e pictures displayed on this signage is
a picture of a rendvvhed Bishop,-T.B-Joshua, a founder and general overseer of
the Synagogue Church éf all Nations in Nigeria, who directs his index finger
with a smiling face at the items displayed on the signpost. The presence of a
pastor’s picture on the signpost of a shop together with electrical gadgets
demonstrates the owners publicly displayed, unshaken religious inclination and
affiliation. Further, given the charitable and sociable nature of the Bishop, it is
interpreted that the shop keeper is sympathetic and open to customers. This may

have implication for the business in terms of pricing and profit-making
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processes since customers are moved by such owners. This can be affirmed from
the smiling face of T. B Joshua.

Looking at the picture from the aspect of multimodal description, what
has “Hallelujah” got to do with any business? This is questionable! What has
the image of the popular Bishop got to do with the images of the electrical
gadgets? This is another question one could ask. The advertiser, however, has
in mind two messages that are working together to sell the business products to
the target audience: the products and the religious faith. \\hile the display of the
products at the centre of the billboards showcases the most important message
being communicated to the audience (viewer), the placement of the portrait of
the renowned preacher, T. B. Joshua and the name of the shop, Jesus Palace,
communicates the reiigious beliefs of thesowner. It is also a marketing strategy
to attracti@allfaithful followers of the Jesus as welli@s'the renowned preacher to
buy the preducts:

Through the religious signs or images, the owner communicated the
businessias well"as religiotusymessage equally to achieve his advertising goal.
As Kress‘andwan Leeuwen (2006)argued, visual mode has the potential to
communicate meaning independently.fIn this case, the picture of the preacher
and the name Jesus<in the biltboard cemmunicates a religious message to
viewer. The transaction of the preacher with finger pointing to the products
seemed to suggest he is recommending the products to the potential buyers who
will smile after purchasing the products. Through the religious and business
products, the owner appealed to the logic and emotions of the target audience

equally using the verbal and visual mode.
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Other billboards are seen to reveal some local Ghanaian foods that are
patronised by Ghanaians and some foreigners. The second billboard below
reveals some of the rich Ghanaian local foods that are largely patronised by

Ghanaians.

[

displays the pictures of
foods such a s ilapi soup, fried rice and chicken,
spring rolls, waakye, tems displayed on this signage are the
popular Ghanaian dishes of food that are cherished and consumed by most
Ghanaians. It is interesting to note that displaying the popularly consumed food
in public is part of the cultural display of a given society. The above signage
also demonstrates the poetic language of Jacobson’s function of language. The

main text written in all uppercase letters and boldly presented seeks to address

its self, not the addressee, or the addresser but the signage itself. Moreover, the
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centre which is considered most important in reading images is dedicated to the
dishes rather than inscription. This implies that the author is aware that the
audiences are conversant with these dishes and do not need any description to
understand them. This brings to bear the fact that linguistic landscape in the
public space tend to be less inscriptional when the images communicate the

well-known thing to the audience. The images in essence become more than

thousand words to the viewer. Below is another example of billboards giving

signages are that of eateries, they equally show the image of the types of food
prepared with names that show prestige. In other words, other signages depict
Ghanaian heritage and culture. An example of such signage above is that of a
Ghanaian-based company called Kasapreku Company Ltd. The image found on

this signage is strong, but the beautifully swarthy looking lady who is well
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dressed in traditional clothes around her neck with her earring and a beautiful
bead around her hair and makeup on her face.

It is not surprising, however, to see such a described figure on an
African-based company that produces local drinks like Alomo Bitters. Apart
from the display of the beautiful image is a slogan that advises you to “celebrate
your roots.” This is a clear conative function of Jakobson’s (1960) function of

language. The signage is oriented towards the addressee. The addressee is being

admonlshe’dj—,to_ celebrate his or her root— the African origin of course; hence,
the repnesentatibﬁ of the beautiful dark-skin Womén. The advertising product is

also in dark colour in front of the,,ngman._ Figure 7 below is a Billboard that was

seen tolproje

Figure 7: Graceland Homeopathic Clinic billboard
Source: Field survey (2020).

The “Graceland” footprints to a mansion Elvis bought in 1957 in
America. The house has 23 rooms stretched out over 17,000 square feet situated
on over 13 acres of prime Memphis real estate. This house has become the
second most visited residence in the United States of America apart from the
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White House (Simpson, 1986). Graceland is an inspiration and symbolic of the
American dream. Many great artists in America around the year 1957 through
1986 regard Graceland as heaven. This makes Simpson (1986) assert “I have a
reason to believe we all will be received in Graceland.” Scholars avow that the
use of the word “received” by Simpson is a tipoff substituting “heaven” for
“Graceland.” This in turn means “I have a reason to believe we all will be

received in heaven.” This statement has become the most popular confession of

olic name (Graceland

s are characterised by

These multimodal elements, even though expressed in the same
language, play vital roles in conveying a piece of holistic information about the

projections of the companies under discussion.
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Not contending this illustration, the motive behind the use of English in writing
the clinic’s names may be related to Spolsky and Cooper’s (1991) view that
demonstrates that sign producers will write signs in a language that they assume
their readers can read. This could as well be based predominantly on economic
reasoning. Even though the Ewes are indigenously herbalists and traditional
practitioners, but none of the Billboards reflected indigenous herbal practices.

This could be the result of urbanisation and modernisation which are changing
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Looking at the figure above, it could be exempiified that Spolsky and
Cooper’s (1991) view is explained better. For this reason, a conclusion can be
drawn that the name givers are aware of the linguistic and cultural diversity of
their audience. Thus, to accommodate and attract many customers as possible,
they name their goods and services such as New Vision Co-Operative Credit
Union Limited in a language that they believe is readable by a large number of

people. Therefore, naming companies in English, instead of indigenous
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languages, is important as it enables visitors, particularly tourists, to read and
understand.

Notwithstanding that, it could be ascertained that the name givers are
promoting the colonial master’s language while they refuse to develop the
native language which the United Nations wants to promote. It would
emphatically be said that the use of English language is particularly true of

Ghana since “almost every literate person whosoever reads, writes or listens to

the rad 7 >t language™ (Obeng, 1997, p.

ascertain the linguistic
ictures, when used tto

istic resources used to

tended meaning.

region where Tuo Z8 the most pre d food. This coupled with the names

of shop owners or advertisers communicates the complete message to the
audience and necessarily reflected the linguistic landscape of Ho. The names
that are found on the billboards are categorised into themes based on their

potential meaning.
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Table 5: Messages found in the Names (inscriptions) on billboards

Messages Number of % signage ~ Number of % of

signage messages  inscriptions  Inscriptions

of each of each
message message
Religious Perspective 22 31.2 105 34
Advice 2 1.8 7 2.3
61.8
1.9
100

representation of the general orientation of the residents of Ho.

However, the majority of the billboards that talk about the theme of
religion is bottom-up billboards with a total number of 90 inscriptions forming
96% of the total inscriptions on the billboards. Additionally, 3 inscriptions

representing 2.3% of the billboards pictured on these streets depict advice to the
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public while 1 inscription representing 1.2% of the billboards captured depicts
figurative inscriptions.

Additionally, there is a record of the coexistence of Twi and English on
Billboards in Ho. This is represented by 0.7% in the Ho Municipality.
Nonetheless, English is the most dominant language in the public space of Ho.
Akindele (2011) avers that the use of different languages in the billboards also
reflect power, status, and economic importance. He further observes that all
over the multilingual'world signs tend to include English as one of the languages
not just in the capital cities but also in provincial towns and villages (Schlick,
2003). 'Some of the causes of the spread of English are colonialism and
globalisation.

Globalisationsas” a process ispusually defined in economic terms
constituting®marketsy production, ~andy consumption. Complementing the
globadisation of English, the English language can pe explained in this context
to'serve as a linguasiianca. In'this regard, English becomes a common identified
language.for the'geople IN"Hegtefacilitate gommunigation. By using English,
businesses.aim at increasing their sales, and thus the presence of English is
motivated byseeonomicireasons as in the case of foreign and local investors in
Ho. The use of English also raises 1ssues of identity and power and thus can
have consequences for the balance between the different languages in
multilingual situations (Pennycook, 1994; Fishman, 1996; Phillipson, 2003).
For instance, speaking of the English language in Ho and many other parts of
Africa has its characteristics that identify the speakers with the upper layers of

the society (Akindele, 2011).
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As discussed earlier, the two main classifications of billboards in the
linguistic landscape are (a) the top-down (government billboards) approach and
(b) the bottom-up (individual businesses) approach. In the data, | found out that
many of the billboards are privately owned (bottom-up billboards) while only a
few are government or state-owned. The top-down billboards mostly give
information and directions to the general public, in some of the billboards, for
example, the researcher found that the billboard directing its targeted audience
to the hest place to seek justice. The billboard again gives a piece of educative
information to the targeted group as to why people should not take the law into
their hands.

The bottom-up billboards form the majority. of the data gathered.
Therefare, to qualifysthe language inseriptions on the top-down billboards, 1
have alsgrobserved that the top-down billeoardhasithe following attributes: (a)
they are casy toread; (b) they are devoid of spelling mistakes; (c) they are
devoid ef ambiguity. in the text or /Jdanguage; (d) they have effective
corresponding of'gicture anektexiyand (e) they have referential function mostly
with edueairve,and dir8Etiemn orientation.

Moreaver, the bottom-up billboard has its characteristics which are as a
result of their designs..The individuality-in its design has led to its many design
orientation. Observably, the bottom-up billboard has some characteristics such
as (a) individual ownership as it is not regulated by the state or government; (b)
prestige where its designs are subject to the whims of the business; (c)
advancement as it is promotionally oriented; (d) attitudinal orientation where it

mostly has conative and poetical functions; and (e) non-conformity as its
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pictures and text may not always correspond, for example, the picture found in
figure.

Conclusively, it is found that Ho is a bilingual town because English
language and Ewe are seen to share the same Billboard to communicate to the
public. There are also monolingual languages such as Ewe only, or English only
on billboards in Ho. There were other Billboards that were not categorised under

neither monolingual nor bilingual billboards but they revealed that the billboard

1| orientations. Finally,
govern - vate bi same space to educate,

direct 3

search objective of this
a primary reference
eneral or targeted

eferential, emotive,

Referential

Firstly, it is @ /ed th ‘31'.5 ary purpose of most of the billboards
captured is to advertise goods and services, except for some government
billboards that seek to educate the general public on their rights as citizens.

Below is a billboard passing information on Barbering occupation
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the barbarer is added on the billboard for customers to call should they need the

service of the barbarer. The presence of pictures of people who are being shaved
by the barbarer adds evidence to the referential function of language.

As Juffermans (2012) argues, the use of visuals is effective in
communicting meaning to illiterate population than texts. The dominnce of

referential function is not new since Tribus (2017) reports that the referential
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function tends to be prominent in writing than other functions of language.
Moreover, Juffermans (2012) disocvered that the referential function especially
the addition of contact numbers and services or products offers as certainty and
confidence in the entity that is refered too. Nevertheless, there is the use of
poetic function of language in the billboard above in that the designers used the
words “Hair Kurt” to achieve aethestic function rather than referential function.

This is because the word “Kurt” is the pidgin version of cut or shave that

themselves. Since the
e advertisers use the
ith the target audince.
some sound effect with
\zizi. Therefore, the use

ect in the billboard. For
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in that, the use of the words “In loving memory” in cach cpitaph depicts the

feeling relatives go through after the demise of their loved ones. In some of the
epitaphs, the advertiser adds scriptures such as “HAPPY ARE THE PURE IN
HEART, FOR THEY WILL SEE GOD, MATTHEW 5:8” and “Blessed are the
dead who died in the Lord. Rev. 14:13” as part of the inscription to reflect the
faith of the departed ones and their convition about the next world. The
advertiser used conative function of language in the sentence “WE DEFINE

96

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

ART...” In the speaker’s use of ‘we’, it is explained that the ‘we’ is exclusive
of the audience and relates to the owner and workers there. Moreover, the “WE
DEFINE ART...” equally performs a phatic function of language because it
calls on the audience to complete the structure with their preferred information.
This is relevant because through the phatic function, communicators are able to
continue or discontinue communication. Phatic utterances are vital in

establishing solidarity among communicators (Tribus, 2017). The use of the

sentende “We define art...” depicts some level of solidarity between the speaker

D GRAPHICS =

Figure 11: Ediben Photos and Graphics
Source: Field survey (2020)

This billboard is a text intensive billboard that uses language to achieve
different functions as spelt out by Jacobson’s model. In the first place, the

referential function is evident in that the advertisers disclose their name as
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“EDIBEN PHOTOS AND GRAPHICS” as well as a list of services they offer
to customers. Through the text, the advertiser communicates the services to
include photography services such as instant passport pictures, funeral pictures,
glass picture framing video coverage, flyers and stickers, comb binding
wedding cards among others. Through images and text, the advertiser provides
sufficient information of what they do as well as the quality of what they do. As
part of the referential function, the advertiser provided contact information for
interested customers to call for his or her service.

Aside from the referential function, the advertiser also uses the emotive
function of language in the structutes “EDIBEN! WE MEET YOUR NEEDS”.
The use of exclamation mark at the end of the word “EDIBEN!” and the
sentence Indicate someremotional attachment the speaker is assigning to the
words. Itieoule,be said that.the EDIBEN’ isused'as mild interjection in this
sensgsto cammumnicate the feeling of the speaker and equally elicit emotional
response, from thesspeaker. There is also -a'poetic function»in the use of the
alliteration in thevgentence “*WEMEET YOUR NEEDDSY’ The recurring use
of the vowel ‘e’ createsiasound effeepthat addsde the'beauty of the language,
thereby, makipg the language perform ‘@poetic function.

From this billboard (Figure 11), the dominant language function used is
the conative function and this is not surprising because the billboard is intended
to market the services of the advertiser and that is largely done through the
referential function. Notwithstanding this function, other functions such as the
emotive and poetic function are used to create emotional attachment as well as
beauty respectively. Tribus (2017) argues that the emotive function of language

promotes subjective appraisal of situations, positive appraisal of situation as
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well as culturally appropriate responses to situation. In this light, it is obvious
that the emotive function communicates the positive appraisal of the advertiser

about his or her products or services to the potential customers.

be seen from Ihe blllbaard it |s'e\/|der1t that the,- advertlser the school,

communlcates, the nathe of the schaol as “SONRISE CHRISTIAN INT.
SCHOOL COMPLEX’3~and ‘the educa‘t‘i'orlal services they offer include pre-
school service, that is nursery and kindergarten, primary and junior high school
services. The billboard, in performing the referential function, added the
location address of the school as well as contact number and email for interested
members to contact them.

Moreover, the school has a computer training center with internet

facilities for admitted students. It is, therefore, succinct that the billboard is
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loaded with referential function of language because the advertiser clearly
communicates their name, services as well as location and contact information
with less emotional or poetic appeals. One word in the billboard, thus
‘SONRISE; tends to have a poetic effect. This is because the use of the word
‘son’ has the phonetic effect of ‘sun’ which is associated with rising. Therefore,
to use the word ‘SONRISE’ creates an imagery in the mind of the reader of a

sun rising as in at dawn till it brightens in noonday. Through the play with the

ser is able to achieve a
ed is transferred to the
ts. In this billboard, the

over other functions of

as MTN, airteltiGo, and Vodafone Company Ltd. Below is an example of a
billboard of airteltiGo, a network company that has outlined its services in the

public domain as a way of marketing, hence performing the conative function.
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clients. Furthermore, there are government (top-down) signposts with

inscriptions that seem to educate or advise the public on the citizens’ rights
alongside the available government offices and their locations in Ho

Municipality.
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Tellingly, the company billboards and signposts captured serve the
referential purpose by directing their targeted audience to the locations of the
company’s office or location. The picture below is an illustration of a top-down
billboard which is educating the people of Ho. This demonstrates the state’s
responsibility towards its citizens by using platforms such as billboards to

educate the public.

shops and companies. Others are government signposts or public (top-down)

billboards which are mostly geared towards educating citizens on their civil
rights, government projects, or locations of government offices available in the
municipality. What is evident in the texts found on the billboards seen in the
three selected streets comprises references of symbols that lead to the people’s

belief systems, culture, and social orientations.

102

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

Trosdal (1995) alludes that some of these symbols refer to socially
established concepts by which readers must only abide. He argues further that
the linguistic symbols have both connotative and denotative meanings.
Emphatically, the connotative meaning relates to general abstract concepts that
are represented by, for example, leaves, trees, shapes, and others. Even so, the
denotative function or meaning is the concrete item the language users, for
instance, the billboard owners, in this case, apply to the connotation meaning.
By showing how rooted the people’s faith in Christianity is, some of the images
found an signposts are images of international preachers.

The reference here gives a footnote to the people’s sense of tolerance
and acceptability of all kinds of people irrespective of the social or religious
background. Regardingstexts found on‘these'signposts, some of the shop names
are madaupofpropernamessueh asAmivi. Thisalludes to the naming practices
that aike commonamong the inhabitants of Ho'Munigipality. Many other images
that arencvident feund on ‘signposts i Mo demonstrate 'ihe continuity of
Jacobsetks refercutial funCtiongmgt®Xts and uhages.

The ‘phatic funetion serves to establish; prolong, or discontinue
communication. Vlad jand Billy (1999) argue that phatic communication
provides a good basisfor explaining (&) what the speaker has said be it matters
less than that which has been said, (b) utterances that are more or less phatic,
and (c) phatic interpretations which become more likely when the social
relationship between the interlocutors or communicants is in doubt. In a further
argument, Vlad and Billy reveal that, by identifying a systematic
correspondence between particular situational settings which constitute or have

a casual conversation at a food joint or a bus stop, phatic communication can be
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described. This may avoid silence as well as establish and maintain a good
atmosphere of sociability in social function settings.

The aspects of the paralinguistic, as witnessed earlier, form part of the
communicative act which are usually used to conventionalise expressions about
particular topics. As this had been reflected in the data collected for this work,
many images found on some of the signposts are images of globally known

individuals like President Obama, the former president and the first-ever black

president of the United States of America; Prophet T. B, Joshua, a well-known
preacher; Michael Tyson, a boxing legend; and other well-known public figures

who ate considered people’s favourite. This act establishes some sort of

Figure 15: Image of a Pastor and Electrical Gadgets placed together
Source: Field survey (2020)
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The projection of a well-known pastor side by side with electrical
gadgets on the same billboard connotes social agglomeration. This in a way
could spark some mental reactions which may include drawing the attention of
the public who could be the potential buyers to the billboards. Apart from the
advertisement of products, the presence of the picture of a renowned religious
leader on the same billboards gives the impression that the owner of the
billboard is affiliated to a certain religion and can promote the religion by using
religious figure’s pictures or images.

In relating the notion of metalanguage_to the nation of other languages
like “technical language™ or “artificial language,” Stall (1975) argues that there
is not /major or upfront distinction between types of languages alongside
whatever may be regarded as the remainder of the language. Technical or
artificialJlanguages oOr expressions. arey developed: differently in different
languagesi The seape of these notions is, t0 s6me extent, relative as it depends
on. the interest andgpreoccupation of the users of thedanguage. In an inferred
interpretation, ovigers of Stgnpesisean decide to add any expression to texts or
picturesfound,on theseisignposts that'might net necessarily form part of the
official langtiage @f their country.

Some of the‘inseriptions-found on'the billboards do not denote English
names nor Eve names. They are therefore, artificial languages invented by the
owners of these signposts either to attract customers or to show prestige.
Metalanguage is a special terminology that is employed to describe how
multimodal texts work. For example, the grammar for six semiotic systems
provides a metalanguage for discussing how texts convey meaning. The picture

scripted as “MACNYO ENT” on a billboard below is typifying artificial
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language invented by the owners of these signposts either to attract customers’
attention or to show prestige. The first part of this inscription, Macnyo, does not
seem to be an English nor Eve word even though the second part “enterprise”
has been shortened to give the viewers the indication that the signage represents

an enterprise.

-

a2 /. < o\

3

o BT

stove, blender, and other kitchen gadgets. These images summarize what would
have otherwise been stated in words, yet, the signpost owners follow a common
trend as they provide the demands needed by the clients with pictures.
Thereafter, they communicate to their clients that cooking could be easy and
more appealing once they visit their shop. The provision of a set of these gadgets

makes one easily recognise what purpose these images serve and the target
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market. It is evident, therefore, that billboard owners in Ho develop varieties of
writing styles to help viewers understand their message.

On the above billboard, the owner develops key features of a text such
as the purpose, the audience, the structure, and or the grammar. Using
metalanguage on billboards provides billboard owners with the opportunity to
persuade, educate, and inform prospective buyers.

Regarding expression of emotions, ideas and feelings are evoked
through language. These expressions may be triggered by instances where one
wants t0 show their satisfaction towards some; for that matter they become
happy, lor express dislike for something. Other times, the context helps best in
the interpretation of what a particular expression means. Rudy and Pamorska
(1990) postulate thaisihere exists a relationship between language and emotion
that are viewea,from iwo angles; the firstibeingdanguage having been seen as a
perfogmative act“(Emotive). It can be assumed that individuals experience
emotions, and thatshaving emotions has itS.ewn accompaniments that influence
a particular communicative'sitwaiion. Rudy&nd Pamarskay(1990) indicate that
this is likely to,take placeextralinguistically, for@xample, proximity, “in terms
of suprasegmental and prosodic features, and in terms of linguistic lexical and
syntactic” (p67).

Crystal (1992) adds that “emotive function means getting rid of our
nervous energy when we are under stress e.g. swear words, obscenities,
involuntary verbal reactions to beautiful acts or scenery, conventional
words/phrases e.g. God, My, Damn it, What a sight, Wow, Ugh, Ow”. Rudy
(1990) also retreats that the emotive function “tends to produce an impression

of certain emotions, whether true of feigned, the purely emotive stratum in
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language is presented by the interjections so that an expressive (emotive)
function intends only to vent some feeling, or perhaps to evoke some feeling
from other people”.

Based on the definitions above, there is an example of emotive function
in the billboard below where we see an inscription that reads Victory Photos,
instant passport picture and telephone numbers. In addition to these inscriptions

are photos of faces of females smiling with joy and one posting for a picture in

a glaml)rou$ attire. One can infer that the joy that is exhibited through these
signifyfreedom éince_ photo studios are places where people are encouraged to

ignore their problems and smile for pictures to reflect their true selves. People

in these situations are encourage : emotions of happiness.

Figure 17: Billboard of a photoshop
Source: Field survey (2020)
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activities, its services and what they have to offer the public at large. The

inscription that is placed first on the billboard is ‘pride’ of the hospital stated in
red ink which may signify authority and urgency (Trosdal, 1995). The
inscription written in block letters states; We are the health specialist in
providing safe and effective natural support for restoring holistic health and

wellbeing (Acute and chronic diseases). In this statement, the owners of this
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clinic imply a message that is likely to inspire the readers of this information
that their health care issues are taken care of once they visit this clinic.

Through this utterance, the clinic assures its attendants of the safest
medical treatment and a peace of mind. In order to obtain a message of absolute
assurance across to the public, the owners of the clinic employ linguistic units
such as the definite article ‘The’ to mean, we are the ultimate. We are the only
specialist in Ghana, before us there is no one, and beyond us there is no one.
This act I1s able to get a potential attendant thinking and probably be able to try
out the services of this clinic following what is projected on the billboard of this
clinic.

The second inscription is the logo of the clinic, followed by the name of
the clinie. The namewof this clinic may beitraced to Elvis Presley’s Graceland in
Americajthessecond most visited place inAmegicaapart from the white house,
wheges they Americans belicve they, will be'received in ‘Graceland’. What
amazes ‘the researcher is how. healthcaresbillboards” seemy to have similar
marketing strategies that empleyseonvincing’language to get a desired change
in the consumer’s behayiotr, the reason beingthat, people who are sick and
need healthcare may barely have the luxury of sound mind to think and make
sound decision concerning Which hospital they should be taken to and which
healthcare treatment they are given. Kann (2007) asserts that,

With economic pressure and competition for healthcare
expenditure growing, hospitals and individual physicians
will continue to look to advertising healthcare services as a
means to raise revenue. Yet patients are fundamentally

different from other types of consumers. Given the typical
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patients’ combination of vulnerability and inequity of
knowledge, it is clear that healthcare consumers deserve
special protection from advertisements that play to
ignorance.

Regarding the poetic function of language, this function emphasises the
message for its own sake. This language function focuses on how a particular
linguistic code is used. Jacobson (1960) refers to the reflexive language or
metalingual language as “code.” The poetic function foregrounds textual
features making a text more self-referential. In the work of Waugh (1980),
poetic function focuses more on the message and it Is related to the field of
poetry ‘where the emphasis on language is more relational and expressive
(Sapeirs, 1986). Thespeetic function of language helps the readers to experience
two mainiféatukes of @esthetic: distance and relation

It ¥ the ‘case that the function of flanguage’ detaches its readers from
reality by. immersing them into an imaginaryworld of.characters. This function
is witnessed on seme billboardsawithin the HO wheresictures that depict what
seems tQ-be heaven are displayed™on churchSignposts. This suggests that
Christians are.not of this world, however, they are only but passing through this
world. So, their focus'should'be -on heaven. This statement simply detaches the
viewer from the world of reality to a world that is not physically seen.
Referentially, the content of language in poetry has embedded in itself contents
that refer to ideas, beliefs, and the culture of a people.

Expressively, poetic language helps in recognising new ways of forming
words, phrases, sentences, and structuring discourse and other conceptual

experiences. This then suggests that any linguistic element found on signposts
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in the Ho township that does not necessarily conform to the rules of grammar
or the everyday use of language can be subject to poetic interpretation.
Similarly, poetic language may also be characterised by figurative language and

poetic devices such as pun, metaphor, alliteration, and oxymoron.

Figuré 19: Billbbard-with Inscription Emm“aniJI-e J
Source: F_'ield sUVey(2020) S

i Iéi'gure 1§',"th_e inscription_-EMMA‘:\NUl,E' ENTER‘PRISE is written on
a Billboar.'d'with thé ém.ma‘nule- writ£én in Wh‘ite and tﬁe enterprise in red. Short
(1996) postuléteé fhat deviations éUch as th"is are a linguistic phenomenon that
has an important psychélégical effect on readers or hearers. In further posits,
Short (1996) illustrates that, if a text is deviant, it becomes noticeable or
perceptually prominent. Henceforward, this psychological effect is called
foregrounding. Elaborately, the main name of the company EMMANULE in
the picture above is wrongly spelt, while all other inscriptions written in English

on this signpost are correctly spelt.
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This single act of wrongly spelling the main name of the company draws
the researcher’s attention to the billboard above. The focus on this Billboard
draws the researcher’s attention to the products on the Billboard and further read
what they deal in. It can therefore be stated that the owner of this shop employed
poetic diction to attract potential customers or the public at large to the billboard
to look at the products displayed on the signpost in question. The word

emmanule is self-referential to confirm one of the functions of poetic language

that \Waugh (1980) has already postulated.

N
SIGR@ voswnen oF ¢ s
Tel* ¥ B

com

Figure 17 above is another example of poetic art employed on the
signpost. This signpost with the inscriptions bears names and images of some
renowned pastors in Ghana together with a foregrounded text, “Greater Works.”
The text is written in different coloured inks like pink, green, sea-blue, purple,
yellow, and indigo.

The inclusion of the aforementioned colours in each letter of the phrase

makes the phrase stand out among the other texts in other words. This
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foreground of a painting will usually appear large with the rest of the objects in
the picture because of conventional perceptual “rules” of perspective. Once
more, this will normally be thought of as a constituent of the subject matter of
the painting (Short, 1996). Hence, the picture in Figure 16 above with the text
written in different colours is foregrounded. Furthermore, Figure 16 has a
cluster of billboards that represent different companies with different messages.

A closer look at one (milife INSURANCE) would compel the reader to notice

ered as an intentional
ention to the targeted

s form part of a whole

themselves.
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However, Waugh (1976) hints that there are other signs like phrases,
clauses, sentences, utterances, discourses, which are not usually codified as
such, but the structures and the possibility of their formation is provided by their
code. This finding may be linked to Quayson (2014) who considers the use of
phrases and words by the owners of billboards as a result of ‘economy of space’.
In this case, the limited space compels the producers to compete for attention
through a careful use of crafty words that are able to communicate to the
targeted audience and achieve an intended purpose.

Text and Image Interaction.on Billboards in.Ho

This final stage of analysis and discussion seeks to explore the final
objective of this study by analysing how text and image captured on the
billboards communicateito the public. Muitimodally analysing data to reveal the
relationship that exists between texts and imagestused on the billboards, the
reseakcheriadoptsKress and Leevwen’s (2006) Gramnmar of the visual language
as‘an analytical framework. The adoption ef'this frameworksis in line with the
researcher’s thirdybjectiveswhielsascertainsshow texgandimage are combined
to communicate information in a Weitten formé Befarehand, Barthes (1967)
whom Kress'and Leevwen (2006) have cited argues that the meaning of images
together with other semiotic codes like dressing, food, symbols, drawings, and
S0 on, is in most cases related to and, in a sense, dependent on verbal text.

In Barthes’ (1967) language, images are thought of as being too
“polysemous.” Therefore, they are opened to a variety of possible meanings.
So, the text must accompany the image, in a way, to arrive at a possible
meaning. Consistent with Barthes’ (1967) claim, Kress and Leeuwen (2006)

postulate that there is a distinction between an image-to-text relation where
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verbal text extends the meaning of the image. Nevertheless, Kress and Leeuwen
further elaborate that, in some cases, the text solely depends on or “relay” the
image for an extension of meaning; hence, new and different meanings are
added to make the message complete. In other words, and in some cases, the
text that depends on the image has the same meanings restated differently to
give the message a more precise or definite meaning. Therefore, elaboration is

the only process that differentiates the two elements (Kress & Leeuwen, 2006).

entiating elaboration, it
irst, the text constitutes

Orm to achieve what the

xts can elaborate the text to
serve a decorative ose “andior information. Illustratively, this is
epitomised on the billboards which bear the inscription, Avenor Rural Bank,

having an image of a green tree on it.
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Figure 21: A billboard of an eatery
Source: Field survey (2020)
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Figure 21 above is made up of different components constituting a text
appearing as the name of the food joint. This image explicitly presents on the
same billboard a cook dressed in her uniform who carefully observes the food
items in their raw forms and the images of different dishes of food prepared for
consumption. The possible interpretation as a cook is inferred from the coat she
is wearing and the care taken towards the food in front of her. The text
“marvelous dish” is grammatically structured such that “marvelous” is an
adjective that precedes a noun which is the dish to mean the food is marvelously
delicious. Besides the creations of the text, the image that accompanied the text
seems to answer possible questions such as “What makes the dish marvelous?”
“What goes into the preparation of the dish?”” “Who prepares the dish?” “What
ingredients are useditoprepare the dish:?swhat nutritional value to these foods
serve?

Answeringthese questions, Muyonga (2017) noted that Africa continue
tof_faceserigus “nutritional” problems amhich include uneernutrition, iron
deficiency, and vitamin A“defieiency. He added thatfundernutrition in Africa
also comes along with 1S own diseases and health conditions such as
‘Kwashiorko®,-Owvernutrition and obesity are worrying behaviours with their
associated consequences ' such- as- diabetes and coronary heart diseases
(Muyonga, 2017). Africa is blessed with different kinds of food ranging from
vegetables, fruits, cereals, edible insects, small fish species, mushrooms,
legumes, sesame, tuber and root crops, with enormous health benefits including
lowering of serum cholesterol, anti-carcinogenic, anti-diabetic and anti-
inflammatory, cardiovascular disease prevention and anti-hypertensive

properties (Muyonga, 2017).
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Figure 21 reveals a cook dressed in white who takes a critical look at an
ingredient which is used for the food on one side, and the images of various
foods prepared are presented on another side of the billboard. This suggests a
propagation of healthy eating habit by the owner to the general public. The
billboard also reveals to the public some popular Ghanaian foods including
Banku with Okro soup, Fufu with soup, Jollof Rice and Chicken. The foods
written on the billboards confirm Muvonga’s point that because of the strenuous
nature of the-.works most Africans engage in, they usually prefer heavy food that
gives them enough physical strength to keep working.

From the images and the texts presented on the billboard (figure 21), it
could be concluded that they equally have functional roles. This is what
Martinec and Salway:(2005) articulateraspwhen the text and image are equal in
their funetional, rolesy they serve a.complementary purpose. The image of a
decently deessed dietician who is carefully ebserving the_hygienic looks of the
foad and, the'presence of ingredients suchsas ginger elaborates the text to be
complete,and move meaniNGfula(lress & Van, 2006),

The viewer position of the caok is diregtly facing the physical viewer
(audience). This, according to Kress ‘and van Leeuwen (2006), is a way of
exchanging goods and services through-the interpersonal meaning. It suggests
to the viewer that the diets are specially prepared to provide the needed nutrition
they desire. Also, the placement of the cook at the left corner means that it is in
the given region, meaning the audience are already aware the food is prepared
by nutritionist. However, the placement of the dishes in the centre
communicates the varieties available for target audience. A combination of the

pictures of the food resonates with the words of the billboard that the food is
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marvellous. The word ‘marvellous’ suggests that the food tastes extremely
good. Through this combination of image and words, the complete message of

the advertiser is communicated with ease.

Figure 22 N@B!% . . an eagle appearing first and then
followed by a text. This is a demonstration of Barthes’ (1967) point which
reveals that, when the image comes first, then the text constitutes a more precise
message as well as restating in a definite form to accomplish what the image
seeks to communicate. In the Figure 22, the image which is the logo of Ghana
Commercial Bank consists of an eagle symbol and combines a logotype of

beautiful colour pallets. The eagle signifies strength and higher heights, in this

120

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

context, financially. Also, the eagle aligns to the symbol on the coast of arms of
Ghana. This gives expression to a new image of dynamism and freshness as
well as the enduring relevance of its Ghanaian and African heritage. Meanwhile,
the Ghanaian financial system has been rendered ineffective due to some
economic turbulence that has hit the Ghanaian financial system (Danmont, Le
Gall, & Leroux, 2004).

This turbulence discussed in 2004 resurfaced in 2019 where the
government-ordered that most microfinance companies fold up; others merged
together to restore financial decency in the Ghanaian economy. This led to a
loss oft confidence in the banking system by many Ghanaians. The task for
surviving banks is how they can restore the confidence in the people while they
also focus on creating-asgood public imager(Aryeetey and Senbet, 2004). Steel
and Andah(2005) sugoests-that flexible regulatery'€nvironment can encourage
innomation, while'the banks focus on other product/and services that can serve
a different marketmniche not reached by other financial{provigers.

The use of the looowandsname of the bank.at the top region of the
billboard reiterate the brand qualitiesthat are known toithe audience. Moreover,
the billboards.designed with the bank ¢olours to further communicate the brand
features for all viewers of the billboard. Instead of using words to describe the
services the bank is rendering, the advertisers decided to use the various logos
of the services such as western union, vigo among others as ways to
communicate the digital international banking transfer services the bank is
running. The bank also indicates their availability all day and night by using the
number 24/7 which refers to 24 hours and 7 days a week. This abbreviation is

familiar to the viewers of the billboard. Hence, in an attempt to economise in
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the use of words in billboards, the advertisers adopted the abbreviation as
perfect communication. Through the colors, the images and abbreviation, the
bank is able to communicate their corporate image and services to the target

audience.

Figure 23 is aB WO telecommunications companies: Airtel
and tiGo which merged as one company. The text “One Big Family” has its
accompanying image made up of the entire billboard. On this billboard, the
colour of tiGo appears under the name Airtel while the colour of Airtel appears
under the name tiGo. Airtel-tiGo is a telecommunication company in Ghana

with several customers (Steel & Andah, 2005). The merging of these companies

as a unifying company as demonstrated by the image makes the company better
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and stronger with a 22 percent market share than formerly. Here, text and image
are put together to communicate such a deep and educative message of
togetherness and unity-in-strength to the public.

Again, the demonstrative function of the text has in it a covert
informative function (Kress & Van, 2006). It is observed that the colours—
blue, red and a little bit of white— of the company as boldly displayed cover
major parts of the billboard while the text is written in different colours such as
white, red and blue. This presupposes that the company Is more concerned about
its colaurs than its image which is exhibited somewhere in a white portion of
the signpost. The colours could be alluded to what one big family means and
can do. This goes to confirm Martinec and Salway’s (2005) text and image
relations that eithersone” of them hastequal or unequal relations. In unequal
relations,fonemmode—+ the text=, in this casegsupports a big image of the
company as it 1s1agated on the streets of HoftEWnN.

AirtelIs written at the blue columnwith their ariginal colour while tigo
is written, at the wed colummswhieh™1s theirsoriginal colour. The white which
symbolizes-pukity, freedom and serenity (Kwakye-Opong, 2014) becomes the
uniting factor.that brings these two telecommunication giants together to form
one big family. Theviewer is, therefore, introduced to the new brand colour of
the big family which shows the combination of blue and red with a little white.
Through the colours, the vibrance, purity and coolness of the networks are
communicated easily to the viewer with difficulty.

The presence of English, Twi, and Ewe in the linguistic landscape of

Ghana can be said to symbolize interethnic communication and national
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integration. Nonetheless, there is an impression of low vitality of indigenous

languages in linguistic landscape of Ho because of the dominance of English.

Chapter Summary

The analysis of the results has revealed that the visible languages on the
billboards in Ho are English language, Eve and few appearances of Ga and Twi.
Moreover, the semiotic resources are cogent in communicating the business

messages, the religious affiliation as well as the cultural heritage of the town.

odes aided the advertisers to
ell as emotive appeals

on the billboards were
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CHAPTER FIVE
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS
Introduction

The previous chapter was concerned with the analysis and discussion of
the data collected. The analysis of the collected data presented, the languages
that were available in the LL of Ho, the communicative functions that were
embedded in the billboards, and how text and image related, were discussed.
The current-chapter presents a summary of the findings of the research. It
provides some Implications ‘and conclusions drawn from the study and
recommendations for further research.

Summary:

The researchussstructured into five.chapters. The first chapter introduces
and givas'thesbackground-of the ‘studya Thedoackground has discussed the
linguistic Ylandscape as a fast-developing field wnder_sociolinguistics that
investigates language in public spaces. |tjproceeds to give a language situation
in Ghana. More sQ, the statementsof the preblem, research questions, and the
significance of.the study.are also provided. Some related literature on the topic
under discussion are discussed. This {is done by discussing the visibility of
language with the linguistic landscape.-A discussion of how text and image
relate to communicating is presented. Furthermore, the effects of LL on
globalisation are discussed to appreciate the literature on how globalisation is
affecting language choice among countries, town, and villages across the world.
The Chapter Three discussed the methodological issues such as the research
design, research site, research instrument, data analysis procedure, ethics, and

validity as well as challenges encounted and surmounted. Chapter Four focused
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on the data analysis and findings. Finally, the Linguistic Landscape Theory,
Language Function, and Visual Grammar Theory are used as the analytical
framework in analysing the data.

Key Findings

A total number of three languages—Eve, English and Twi— were
identified in the public space in Ho with the dominant language being English,
followed by Eve. The inscriptions in the English language are boldly written in
uppercase on.some billboards to show dominance and prominence. A total
number of ninety (90) billboards with eighty-five (85%) of the ninety billboards
havinglinscriptions in English-only was observed. In cases where Eve and
English-languages are inscribed on the same billboard, the English language
seems to dominatesinsterms of numbersof words, thereby making the Eve
language@minerity.

There is a'sense of hybridity in English'and Eve language in the Ho town.
Eve and I wi'are nei.put together, as compared to that.of the eoexistence of the
English and the BEwe languagessenany of the pillboards'eaptured. In cases where
Twi islocated, it is eitherstands alane or coexists with English. This is not
surprising as*Ho Is dominantly an Evesspeaking town. Although there are few
Twi-speakers among-them, the sense of hybridity is not seen between Twi and
Eve on billboards in the public space of Ho.

In respect of the second research question, the second section of the
analysis focused on the messages that were found in the semiotic resources that
are located on billboards in Ho. First of all, government billboards, company
billboards, and private billboards are all observed. Nonetheless, the government

billboards (top-down) and private billboards (bottom-up) seem to engage in
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quite different activities in terms of commercial and public initiatives. While
private billboards focus on marketing their products and services, the
government billboards focus on educating the citizens on their judicial rights.
Moreover, some private billboards have inscriptions that project religious
messages, life experiences, and advice to the public as well. Some religious
inscriptions include Emmanuel (God with us), Mawufemor (God’s way), and
some others.

On the other hand, some of the inscriptions give pieces of advice
example, “Justice is-your right.” In the same light, some bottom-up billboards
have inscriptions that are made up of Eve names. These names reveal some of
the Eve naming systems, for example, Amivi is-a female born on Saturday in
Eve. Where there iSsasfemale Saturdaysborn'in the family already, the one that
comes afterthe first isreferred to.as Amiviiwhilethefirst one is Amiga or simply
Ami gl helyvi and¥ga are synonymous with*the English junior and senior,
respectively. 'So, Ewve naming system is revealed in the linguistic landscape of
Hol

Theanalysis alsetakes a closelook at how textand image interact to the
billboards in‘eemmunicating on the audience. It’is observed that the people of
Ho replace texts withiimages onr biltboards in some cases. In other cases, they
complement text with images. But in most cases, they combine text and image
to communicate information to the public. Some billboards have inscriptions of
images of an African lady who is dressed in beads and traditional African wear
with an accompanying text that reads “Celebrate your roots.” In support of that,

some companies such as Airtel and Tigo have merged as one and have both
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images merged on the same billboard with an accompanying text “One Big
Family” which signifies unity, peace, and security.
Implications of the Study

The key findings in the present study have raised a number of
implications in the area of theory, scholarship, and practice. Taking cognisance
of the study objectives, it became necessary that the researcher adopt three

theories which also doubled as frameworks that guide the analysis of the data.

) dedication of an entire
e theory, the researcher
cation of these theories

guistic landscape from

ind Ewe and Twi

expects to see one or two billboards that show French inscriptions to either
direct, or educate any French speaking person. The researcher wishes to draw
attention to national planning and language policies to these developments for

the sake of ensuring, not only national, but international cohesion.
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Recommendations

This study has added insight into how the indigenous languages are less
prominent in the study area’s public space because of the frequent use of English
language. The researcher recommends that policy makers consider
promulgating a policy document that could encourage advertising agencies
especially billboard designers to include the indigenous languages or Ghanaian

based signs so that our cultural heritage in terms of language is preserved in the

landscape of the major

s different people with

through a multimodal perspective. This chapter presented the summary of the
study, the key findings in relation to the research questions, implications of the
study, recommendations and suggestions for further studies. The suggestions

were based on the findings of the study.
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Source

Source

Source

Source

Source

Evangelical Presbyterian

University College, Ho

Graceland Homeapathic

Clinic Ho, V/R.

Edibem Photos and

Graphics

Universal Capital (FNGO)

Franklin Computers

Christ Prince of Peace

Divine Mensah Ventures

ICQM

Timeless Laundry and

Talk of the Town

School General Cleaning Available
Jesus Palace Electrical Grace & Glory Busigess Marvelous Dish Amivi Special Vesta Motors CO. LTD
Ventures Centre
The Lords Pentecostal Give Thanks Boutigue GG HOBranch SLS Spareparts Last Shop Dress Up
Church International
Sonrise Christian Int. School Emmanuel Barbering A.D.B. Agriculture Phezluk Multimedia GH. Seasons
Shop Development Bank LTD
Fruitful Living Sanctuary Hallelujah Ent. Longrich Office Chigo Bertha’s JEvellery
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Christ Prince of Peace Schoo God Dey MTN Commercial Signs BolMeds Dental Clinic
International Central Gospel Mighty Enterprise AirtelTigo Ho 76. Home Depot Afede High Street
Church

Agape Harvest Institute Bless Photos Royal Fast Bob Coffie Hardware Store | Independence Avenue

New Life Gethsemane

Ministry

Gods’ Time Boutique

Green Day- Group (GH) LTD

Verna, Dorllah

SIC Life Company

LTD.

King Solomon’s Chariots

Kingdom 105.9FM_Ho

Adehenu Street

Verna, Geo- Beni Ventures

Milife Insurance

ICGE

Win Boost

Tarso Hotel

Maffor Company Limited

Bloomberg

Amenuveve Ent.

Verna, Victory Always

New vasion Ce-opeyative

CreditNJnioptimited

Best Option Roofing &

Glazing System

Star Assurance

Only the Mighty Computers

Du Ga Bia

City Office

Agbehia

Societe Generale Ghana

Mawufemor Hair Do

Access Bank

Passport Application Centre

X- Tigi Mobile

Fidelity Bank

The Church of Pentecost

Amasha

Alomo Bitters

Sokode Special Chop Bar

Advans Ghana
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Perez Chapel Int. Ho.

GTP Xormse

No Parking No Loading

Green Acres

Genesis Dangote House
Amen (H) Metropolitan
Lord Zizzy One Big Family
Victory Photos National Investmé

Bank

Great Provider Enterprise

Tsito Dunenyoza

Tinattett Herbal Centre

Cele Cosmetics Hair Salon

Dedeede

SamJay Enterprise

Eddytop Electronics
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APPENDIX B: PHOTOS OF BILLBOARDS

148

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

PYALS y: Z
b<z007s | 1.

o= ol \

149

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

O 001 AM X08 0.4
HRSTSENSO\ EESETOEISOAT

150

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

o king
$0LOMONT)

151

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

INTRIC AGENCY

anwWARl
,_.4 ‘Em .

; ToL $4825609 1L
| e——r

152

Digitized by Sam Jonah Library



© University of Cape Coast https://ir.ucc.edu.gh/xmlui

153

Digitized by Sam Jonah Library





