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Language Language g gg g
in in 
TourismTourism
Communication
◦ Major barrier to cross-cultural tourismj

◦ Ability of service staff to speak the language of the tourist

Overlooked as a Commodity Attraction
◦ Commonplace, Mundane Experiencep p

Taken for granted, most of the time
Similar to: Sleeping, Walking, Seeing,  Hearing, Touching, 
and our Workaday World

L   T  ?  H  T ?Language as Tourism ? … Heritage Tourism?

Language as a Language as a 
Heritage Tourism Heritage Tourism 

ResourceResourceResourceResource

Case Study: Sabah, Malaysia (Case Study: Sabah, Malaysia (BaBa!)!)y y (y y ( ))
Ethnic / Linguistic Diversity

32 Major Ethnic Groups
◦ Bornean: Kadazan-Dusun (17%), Murut. Paitanic
◦ Austronesian:  Bajau (Philippines & Indonesia)
◦ Bruneis (Malay) & Chinese

About 50 Languages 
◦ Over 200 dialects 

West Coast Bajau
= 7 dialect groups

◦ Many near extinctionMany near extinction

Illegal Immigrants:  
◦ ~900,000 (2010)
◦ 27% (+) of Sabah’s total pop.
◦ Philippines & IndonesiaPhilippines & Indonesia



1. LANGUAGE CONTEXT
a. Authentic/Historical/Heritage Language
b. Minority/Majority Language Vitality

i lTourism Elements
1. Linguistic Landscape
(Pl & Si )(Placenames & Signage)

2. Language Museumization
3 Linguist Distance in Tourism Settings3. Linguist Distance in Tourism Settings

Local Words in the Tourism LandscapeLocal Words in the Tourism Landscape

Selling 
S b h’  E  Sabah’s East 

Coast



T  T lkT  T lkTourist TalkTourist Talk

Tourism Places, Sites 
& Establishments

Cater to the Tourist’s 
Environmental Bubble

Hybrid / Fusion between 
Local Language & Tourist Language

Teaching 
D t  Local Language & Tourist Language

◦ Adaptation to the Tourist’s Language
◦ Diffusion of  Tourist’s Language

Dusun to 
Tourists at 
Sabah Tea 
Plantationg g

Form of Pidginization (“Pidgin English”)

T i  T lk (TT) T i   L  (TL)

Plantation

Tourist Talk (TT) -or-Tourist  Language (TL)
◦ = a subset of Foreign-Directed Speech -or- Foreign Talk (FT)

= a subset (or “register”) of the Host Language (HL)= a subset (or register ) of the Host Language (HL)

1. Language Context1. Language Context
Museumization at the Sabah Harvest FestivalMuseumization at the Sabah Harvest FestivalMuseumization at the Sabah Harvest FestivalMuseumization at the Sabah Harvest Festival

2. LANGUAGE DYNAMICS
a. Language in Cultural Change / Culture Drift

b. Language as Social or Cultural Capital 
c. Language as Personal Experience 

Tourism Elements
1 L i R t t1. Language in Reenactments

2. Language Brokers
3 Language Learning3. Language Learning 
(Role Transformation)



Harvest Harvest Harvest Harvest 
FestivalFestival

20122012

Harvest Harvest 
Festival 
Beauty 
Pageant 
Contestants 
in 
Traditional 
DressDress

Language Language Language Language 
LearningLearninggg

Living History Living History Living History Living History 
& Performance& Performance

Display of Display of 
Historic Period 
Costumes, 
Practices 
& Language
◦ Immersive role playing Simulacra

A Language Broker 
(“touri guide”) at 

◦ Immersive role-playing Simulacra
◦ Increasing use by museums (museumization)

the Mari-Mari 
Cultural Village, in

Kota Kinabalu, 
Sabah

Historic Reenactments
- History & Biography told in a Regional Dialect

Sabah

y g p y g
◦ Language as Living History
◦ Experiential & Subjective Experiencep j p

Linguistic Commodity / / Heritage CommodityLinguistic Commodity / / Heritage Commodity

• Heritage “Badge of Local Authenticity”• Heritage Badge of Local Authenticity
• = Sign value
• For entrepreneurial competitionp p
• Focus on consumers & tourists who will spend

• Language as a Local Cultural 
& Heritage Asset
Di ti t L   Di l t • Distinct Language or Dialect 

• Sense of place-identity (Localization)

• Language as Role Transformation
• Diaspora Tourismp

• “Roots” and self-identity seekers
• Second Language Learners 

• Business people, Cosmopolitans



3. LANGUAGE USES 
a. Language in the Political Economy

b. Language in Place Identity

i lTourism Elements
1. Language in Place Marketing
2 L i B d I i2. Language in Brand Imaging

P li i l P li i l Political Political 
Identity Identity Identity Identity 
Through Through gg
WordsWords

Place Identity Place Identity yy
through Foodthrough Food

Roti Cobra Kambing
(Indian)( )

and

Wantan Ho
(Chinese)

Selling Sabah



Language Attractions & Language Attractions & g gg g
Destination MarketingDestination Marketing

(1) Living History – as Tourist  Attraction
a)   Museumization & Language Learning

(2) In-Group – Out-Group Identities 
– as Tourist Attraction

a)   Creates “Back Regions” for tourists to explore
- Trying to Speak Local Dialects & Languages

L i  L l Di l  & L  F l & I f l- Learning Local Dialects & Languages – Formal & Informal

(3) In-Group – Out-Group Identities – as a Marketing Tool
)   C  S ll  D i i  U i  S lli  P i ia)   Can Sell a Destinations Unique Selling Proposition

b)   Need to Balance Exotic with Familiar

(4) Subtle, possibly Covert, Language – as a Marketing Tool
a)   Integrated & Unconscious part of Everyday Life Experience

F d  Pl   F i l  L l T lk - Food, Place names, Festivals, Local Talk …

Linguistic Heritage & Tourist MarketsLinguistic Heritage & Tourist MarketsLinguistic Heritage & Tourist MarketsLinguistic Heritage & Tourist Markets
Local Domestic Regional International

Awareness High Moderate Low None

Interest None Low Moderate* High*

* Varies by specific market

Marketing Low High Moderate None

Awareness
- Tourist Familiarity with Sabah’s 

Type of Tourist
y

linguistic diversity

Interest

Local – Sabahan (maybe 
Sarawak and Brunei)

Interest
- Tourist Interest in Sabah’s linguistic 
diversity

Domestic - Peninsula MY

Regional – Philippines & 

Marketing
- Intentional use of Sabah’s linguistic 

Indonesia

International – Rest of 
differences in Destination Marketingthe World

TerimahTerimah KasihKasih   BaBa!!TerimahTerimah KasihKasih, , BaBa!!

INVITATION

2nd Coastal, Island & Tropical Tourism Conference
and
6th Tourism Outlook Conference

16-18 April 2013 - Kota Kinabalu16-18 April 2013 - Kota Kinabalu
http://bit.ly/Sabah2013


