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AS VARIED AS THE CLIENTELE BREEDS:
ON NAMES OF PET BOARDING BUSINESSES!

This study explores the language of pet service industry by examining the English
names of pet boarding businesses. In particular, the naming patterns of 173 pet care
facilities (for dogs and/or cats) in a large US metropolitan county were examined.
The linguistic strategies and processes uncovered are as varied as the clientele breeds,
including phonetic substitution, metonymic projection, onomatopoeia, and foreign
borrowing. Moreover, the emotive association evoked is often conveyed through the
conceptual or connotative content of particular lexical choices. The findings on the
collective samples reflect contemporary attitude towards our fur children and point to
an increasing trend towards pet humanization and pet care premiumisation. Though
the dataset relates to a segment of the population, the onomastic phenomena observed
may still be broadly applicable.
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1. Introduction

The study of commercial names (ergonyms) is a well-established research field.
Here, the term ‘commercial’ broadly refers to any business enterprise. Names of
businesses provide an important input in the consumer decision-making process.
They can influence patronage decisions as well as improve competitiveness in
a crowded field. To that end, commercial names have been widely explored in the
literature. Alserhan and Alserhan (2012), for example, showed how commercial
names can support a company’s activities designed to enhance the reputation of
the name and build brand equity. Notably, the study provided a new classification
of characteristics of names that should or should not be used. Olivares-Delgado,
Pinillos-Laffon and Benlioch-Osuna (2016) presented the patronymic company
name as an intangible resource at the service of family branding. Coleman (1986)
examined the issue from a legal standpoint. Business names, as argued, can be im-
portant commercial assets and as such, they represent a significant investment for
which businesses expect adequate legal protection. More recently, Akbari (2019)
showed how immigrants take a pragmatic approach in selecting languages for nam-
ing their business; in particular, language selection is essentially product-oriented
and used to convey authenticity. With respect to brand names (which may overlap
with the company name), research has been carried out from phonological and
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semantic perspectives. Previous studies have examined the effects of phonetic sym-
bolism on brand name preference (cf. Lowrey — Shrum, 2007; Pogacar et al., 2014),
the enhancing function of both phonetic and semantic components in the creation
of new brand names (Klink, 2001), and the effects of bestowing foreign-sounding
names (Walkowiak, 2018).

The present study aims to contribute to the existing literature by examining an
unexplored group of ergonyms (names of businesses) as it studies the names of
services pertaining to the care of pet animals (dogs and cats), pet boarding business-
es (PBB). The subject matter is original in that the businesses providing services
to humans have been subjected to onomastic analyses, yet their animal-oriented
counterparts have never been explored in this regard. The analysis focuses on the
naming strategies and various linguistic processes present in the naming itself, e.g.
phonetic substitution, metonymic projection, onomatopoeia, and foreign borrow-
ing. In addition, the current trends to humanise animals as well as the process of
premiumisation are shown as contributing factors towards the quality and form of
the newly created names. As the discussion may shed insights on businesses that
market or promote services to pets, the study also potentially contributes to the
field of pet industry marketing.

2. The pet industry: Current trends at a glance

The pet industry is made up of products and services that help keep pets alive,
healthy, and happy. These include food, toys, daycare, training, beds, cages, and
medical services. According to a recent study by Euromonitor International, “Austral-
asia spent the most on food per dog and cat in 2020 (around USD 275), followed
by North America (USD 211) and Western Europe (USD 182)” (Rocha, 2021). In
the United States, 67% of the households, or about 85 million families, owned at
least one pet in 2020 (American Pet Products Association, 2021). On the other
side of the Atlantic, with over 110 million European households that own a cat
and over 89 million a dog (Bedford, 2021), the pet industry makes for a booming
business. Grooming and boarding facilities for dogs in the US, for example, have
been growing at a significant rate of 5.9% over the forecast period 2018-2025
(Grand View Research, 2018). With respect to the European market, the European
Union’s pet food market has been valued at US$26.2 billion and is forecast to be
worth more than US$31.5 billion in 2025 (Camara, 2020).

3. Methods

For this study, 173 names of pet boarding businesses in Los Angeles County—
the most populous county in the US—were examined. The names were obtained
from Yelp, an online site that publishes reviews on consumer establishments in
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addition to basic data about the business. All PBB names were then compiled in
an Excel spreadsheet, which allowed the researcher to search for and count the
frequency of occurrence of particular lexical items (e.g., facility type, superlative,
foreign borrowing, metonym, etc.). The full list of PBB names is provided in Ap-
pendix 1. Here, some comments are in order. First, chain businesses were counted
only once. For instance, the name Pooch Hotel is counted once even though it has
three branch locations throughout the county, each distinguished by a different city
name (e.g., Pooch Hotel Hollywood, Pooch Hotel West Los Angeles). Second, the
study also includes sitting services (in such case, “boarding” = “home”), to gain
a fuller picture of the phenomenon. Third, the data samples skew toward the canine
species, 1.e., the number of facilities catering to dogs outnumbers those catering
to cats. This is expected as cats are known to be more self-reliant, require less
training, and able to handle relatively long periods of alone time at home.

4. Results
4.1 Linguistic creativity: Strategies and processes

Names of PBB exhibit linguistic creativity through various strategies and pro-
cesses. For example, the process of blending, in which parts of words are combined
together, can be found such names as Pawtastic Pet Boarding (‘“paw” + “fantastic”)
and Petopia (“pet” + “utopia”). On the other hand, the process of concatenation
consists of two or more whole words stringed together. Names utilizing this process
include PoshPetCare and Puppreschool. The creative strategy of phonetic substi-
tution can be achieved in two ways: with a letter or with a numeral. The names
PAWparazzi and Puparazzi are play on the word “paparazzi” and derived by sub-
stituting the phonetic segment [a] with high back [o] or mid back [a]. The letter &
seems to be preferred among PBB, as demonstrated by Karl's Kitty City and Kris-
tinne's Critter Kare. The name Kat'’s Pawz N’ Clawz is eye-catching as it is pho-
netically apt. Homophony is also achieved in the intentionally misspelled name
Furree Friends Pet Services. The substitution of numerals in place of words
(Wags 2 Whiskers, Sitter4Paws) is a linguistic phenomenon also common in com-
puter-mediated language. More prevalently, the alphanumeric combination K9
(“canine”) is identified in the names of dog-only facilities K9 Loft, K9 Komfort
and Sandlot K9 Services. Punctuations uncovered include exclamation (Doozy-
dog! Club), hyphen (Camp Run-A-Mutt), and apostrophe (Kat's Sitting). Finally,
the name Dog-E-Den and iPet Club are instances of “Netspeak”.

In metonymic projection, a linked term is used to stand in for an object or con-
cept. For instance, the word “paw” (14 cases, 8%) alludes to dogs and cats rather
than, say, hamsters. Several examples are in the phrasal form [modifier + “paws”]
(e.g., Precious Paws, Sweet Paws). The name Pawsome Pet Boarding adds a whim-
sical twist to the word “awesome” while 7iffany & Paws is a reference to the
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high-end jewelry store Tiffany & Company. The body part term “tail” also alludes
to dogs and cats; they are found in the names Furry Tails and Fancy Tails. The
modifier “fancy” is an especially popular word in names of feline-related prod-
ucts, such as Cat Fancy (magazine) and Fancy Feast (cat food). The verb “wag”
(WagVille, Wag Hotels, Wagmor) is most likely associated with canines. The names
Brentwood Barks, Woof-Purr and Meowtel are onomatopoeic as “bark” and “woof”
are sounds dogs make and “purr” and “meow” are sounds cats make. The dog
versus cat distinction is further observed in the name Rawhide & Catnip. Finally,
the name Paws Claws Wings & Things Pet Services indicates that avian pets are
welcome. Additional examples of linguistic strategies and related examples are
provided in Table 1.

Table 1: Linguistic strategies and related examples

Linguistic

Strategy Examples

Pawtastic Pet Boarding (“paw” + “fantastic”), Petopia (“pet” + “utopia”),
Blending The Wagmor (“wag” + “more”), PawFection (“paw” + “perfection”),
DogVacay (“dog” + “vacation”)
Fitdog, PoshPetCare, Puppreschool, Petrock Hotel & Spa, LA Dogworks,
Dogwood Daycare & Boarding

Phonetic PAWparazzi, Puparazzi, Kat's Sitting, Karl's Kitty City, Kristinne's Critter

Substitution | Kare, K9 Komfort, Wags 2 Whiskers, Sitter4Paws

Alphanumeric

Concatenation

K9 Loft, K9s Only, K9's Only, Cage-free K-9 Camp, Sandlot K9 Services

Combination
. WeHo Cats!, Citydog! Club, Doozydog! Club, Camp Run-A-Mutt,
Punctuations Kat's Sitting, Kat's Pawz N’ Clawz
Metonymic Four Paws Day Care, Furry Paws Forever, Glendale Paws Pet Boarding,
Projec{ion Paw Friends Pet Boarding, Fun Paw Care, We Love Paws Pet Boarding,

Joyful Paws Hotel & Daycare, Loving Paws Pet Boarding

Onomatopoeia | Brentwood Barks, Bow-Wow Bungalow, Woof-Purr, Meowtel
‘Netspeak’ iPet Club, Dog-E-Den

Table 2: Alternative references and sample PBB names

Synonyms Examples
“canine” Canine Retreat
“hound” Hounds of the Hills, The Hounds Club
“doggie” Doggie Central, Doggie Daycare & Boarding, Doggie Goddess Pet Services
“mutt” Manymutts Dog Walking & Pet Sitting
“pooch” Pooch Buddies, Pooch Hotel
“rover” Rover Kennels
“Fido” Club Fido Dog Daycare & Boarding
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The coinage “furbaby” can refer to either a cat or dog. As the samples show,
names of PBB exemplify various ways to which a dog is referred, such as “canine,”
“hound,” “mutt,” “pooch,” “rover,” “Fido,” and the diminutive “doggie.” Table 2
provides sample PBB names containing these alternative references. In addition,
terms of endearment for dogs were uncovered: “best friend” (Camp Best Friends),
“buddy” (Best Buddies Pet Care), and “goddess” (Doggie Goddess Pet Services).

Names of PBB can be in the form of a descriptive expression. Among the color-
ful examples identified are the oft-heard commands for dogs such as Sit & Stay
Pet Resort & Spa and Fetch! Pet Care. For active dogs who cannot stand still,
“I Said Sit!” School for Dogs may be the name to search for; this facility offers
dog training, daycare, and boarding. Other utterance-like names are Go Dog LA,
Oh Hello Dog, and Double Dog Dare Ya. Popular expressions have been altered to
fit the context, as exemplified by Bone Sweet Bone (“bone” for “home”), Love at
First Sit (““sit” for “sight”), Ball and Bone (“Ball and Chain”), and Walk N Roll Pet
Sitting (“Rock ‘n’ Roll”). The name Pet Rush Inn includes a pun (“inn” for “in”)
and is play on the expression “Fools rush in”. Cat owners should have no qualms
with placing their beloved feline in the care of The Cat Lady. Finally, the name
Animal Magnetism Pet Professional carries a sensual undertone.

Finally, foreign borrowings were also found among names of pet boarding facil-
ities. The adoption of foreign terms lends an air of style, in addition to evoking an
image of an exotic vacation. The name Chow Bella (‘Hi Beautiful”) Pet Spa con-
tains both a homophonous substitute (“chow” for Italian ciao) and bella ‘beauti-
ful’. The name Cateau Marmont plays on the French word chateau ‘mansion’ and
implies that the business caters to an exclusive feline clientele. The name Meow-
ski Hotel includes an onomatopoeic term (meow) and a common suffix for Polish
names (-ski). The names Rancho Pet Kennels and Casitas (‘small house”) Hotel
for Cats include a Spanish term, while Viva (‘live’) Pets has a revolutionary flair.

4.2 Evocative imagery through facility designations

Names of pet boarding businesses may include words denoting the type of ser-
vice that best describes the facility or evoking images that retailers would like to
impress in the minds of pet owners. Of the various designations of PBB, the terms
boarding and daycare together account for 25 (14.5%) of the total samples. The
difference between the two designations is that in the latter case, overnight board-
ing may not be available unless specified (e.g., Dogwood Daycare & Boarding).
Besides the generic Pet Boarding Place, boarders may also include a locator on
the signage, e.g., Glendale Paws Pet Boarding. As the trend in today’s dog care
industry is toward cage-free facilities, such is the motivation behind the names
Cagefree Pet Boarding and Cagefree Day Boarding. Likewise, confining one’s
cat to a tight squeeze kennel is no longer the norm for kitty care. Names of PBB
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that specifically cater to feline clientele are Happy Cat Boarding and the quirky,
self-promoting Cats Luv Us Boarding Hotel.

Pet-sitting service (19 cases, 11%) may be an alternative to a boarder. Sitters
care for the pet at home while owners are at work, on travel, or while the pet is
recovering from an injury or illness. The names Pear! s Pet Sitting, Lara’s Pet Sitting
Services, Laura Loves Dog Sitting and Uncle Jeff's Pet Sitting & More include
the given name of the sitter or the owner of the service. The PBB name Toni s Pet
Concierge suggests premium personal care. Walking service is emphasized in the
names Manymutt’s Dog Walking & Pet Sitting, Out for a Walk Pet Sitting & Dog
Walking, and the ultra-funky Walk N Roll Pet Sitting.

The designations home and house (5 cases, 2.9%) connote warm familiarity,
comfort and security. The phrase The Dog House, which itself is a popular slang,
is also the name of a dog boarding facility. The colorful descriptive name The Best
Little Cat House may be a reference to the Dolly Parton film The Best Little Whore-
house in Texas. On a related note, the designation loft (e.g., K9 Loff) refers to an area
of a structure situated directly under the roof. Finally, one B&B was uncovered:
Mar Mel Inn-Bed & Breakfast for Dogs and Cats.

On the other hand, the designation ranch evokes the image of a large open space
where pets can roam freely and explore the natural wild, while the word camp
may evoke the image of childhood fun and adventure. Together, they constitute
5.8% (10) of the total. The name Paradise Ranch Pet Resort may appeal to those
who desire a combination of luxury and unspoiled wilderness. Whether the actu-
al facility lives up to that idyllic vision is another issue, though. Examining the
names, one finds dog camps to be more prevalent (e.g., Camp Best Friends, Camp
Run-A-Mutt, Dog Camp LA, Camp Gone to the Dogs). In fact, no “cat camp” or
“cat ranch” was uncovered in the dataset. This may come as no surprise, as cats
don’t usually socialize or run in packs.

The use of the designations Aofel and resort (16 cases, 9.2%) conceptualizes the
facility as a luxury establishment. Such facilities are generally pricier than a reg-
ular boarding facility or inn (e.g., Glen s Dog Inn). The name PetSmart PetsHotel
could be an advertisement for the pet goods company PetSmart. The name Wag-
mor Luxury Pet Hotel seems to be modeled after other names of 5-star hotels that
end with —more, such as Biltmore Hotel (in New York City) and Langmore Hotel
(in London). The designation resort further evokes the image of escapist luxury
and relaxed well-being. For owners willing to spend extra on the ultimate pam-
pering, “spa” is the keyword to look for. Spa-designated facilities (8 cases, 4.6%)
provide grooming spa sessions in which pets can enjoy the feeling of utter indul-
gence. The name VCA Kennel Club Resort & Spa, for instance, is reminiscent of
an exclusive country club with a VIP clientele.

Finally, in addition to providing general boarding services, facilities with the
designation hospital or clinic (19 cases, 11.0%) emphasize comprehensive health

50



Acta onomastica (2023) LXIV/1 STATI

care to pets. Owners can be at peace knowing that their pet, especially an ailing
older pet, is getting the best care, whether for boarding, grooming, surgery or all of
the above. Collocation with a street, city, or landmark name can be found in exam-
ples such as Grand Park Animal Hospital and Los Feliz Small Animal Hospital.
The facility VCA Adler Animal Hospital & Pet Resort sounds like the pet version
of medical tourism, which could include integrated medical care.

5. Discussion

Pets have long been considered part of the family, but in recent years that has
started to translate to actually treating pets more like people—a trend called
humanization. Pet owners care for and pamper their pets like their own children.
If finance allows, pet owners sought out higher quality foods, high-end accesso-
ries and expensive medical treatments. In the eyes of pet owners, pets deserve to
live better and owners are willing to pay more for top-quality items and premium
services for their pets. This subscription of higher end or specialty products and
services to cater to pets has been termed premiumisation. The global trend towards
the humanization and premiumisation of pets and pet care, particularly among
urban and affluent consumers, is noted in Hobbs and Shanoyan (2018). Indeed,
businesses that cater to niche products and services are on the rise and not just in
the US. Actijoy, a Czech Republic company, for instance, even introduced an in-
novative fitness tracker that can identify an animal’s movement, activity, and ab-
normalities in the dog’s behavior (Masek, 2018).

Collectively, PBB names redefine the way people view their pets by showing
how the lexicon humanises and premiumises their relationship with them. Accord-
ing to Leech (1974), affective meaning refers to emotive association or effects of
words evoked in the reader or listener. In particular, the personal feelings or atti-
tude of the speaker are often conveyed through conceptual, connotative content
of the words used. For example, terms of endearment such as “darling”, “honey”
and “sweetie” have inherent emotive quality. Stores that carry a wide assortment
of products and specialize in creating customized items are not just a “pet store”
but a “pet boutique”, a turn of phrasing with the effect of sounding more upscale.
Interestingly, cats do not wear pajama but apparently the fact is irrelevant to the
facility affectionately named Cats Pajamas. On a positive note, the name Cats
Pajamas makes a direct connotation to something highly desirable as the expres-
sion was used especially in the 1920°s for describing the very best of (or at) some-
thing.

Moreover, facility designations as a whole provide salient anthropomorphic
cues as they seem to attribute human developmental qualities to animals. In par-
ticular, they reinforce the perception of pets as miniature children. Consider how
one may talk about their pets: They get dropped off at a day care that may be wired
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for live streaming webcams so that owners can check on their pets. They are sent
to a boarding facility that provide not only lodging and meals but also customized
programs to meet the needs of the pets (e.g., dogs being put into play groups that
suit their personality). At some schools the fur children receive training—in this
case obedience training. Alternatively, parents can hire sitters who can offer plenty
of quality time in a familiar and comforting environment. As their kids start devel-
oping, parents want their children to enhance their social skills. Camps offer a struc-
tured opportunity for growth and allows, for example, dogs to meet other dogs.
By meeting new friends, they acquire social skill and even learn new skills. Though
here we are talking about pets, we really could just as well be talking about human
children. For cautious parents of older pets, a veterinary hospital with boarding
service may be an apt choice, as an assisted living facility may be considered for
aging (human) loved ones.

Just as innovative as today’s pet-related products are names of pet boarding
businesses. As shown, the study not only provides insights into the naming patterns
of PBB but also the phenomenon of pet anthropomorphism. Names of PBB ex-
hibit linguistic creativity through various strategies and processes such as blend-
ing, phonetic substitution, onomatopoeia, and punning. Metonymical projections
too are exemplified by the various ways that pets are referred to or talked about.
These unconventional, quirky forms add to the feelings of fun, comfort, health,
and in general positive expectations. The dataset also uncovers an assortment of
euphemistic terms that freely expresses the desires of pet owners who want to make
their beloved pets happy. Here, the concept of semantic field comes into play.
Lehrer (1985) defined “semantic field” as a set of lexemes that cover a certain
conceptual domain and bear certain specifiable relations to one another. It is a set
of lexemes related in meaning and is used to impress a certain image in people’s
minds. For example, the meanings of the words “heavenly”, “paradise’ and “Zen”
are linked to the theme of serenity and elicit an image of a relaxed physical state.
The lexicalized sense of vacation is “an extended period of recreation, especially
one spent away from home” (Lexico.com, 2021). Thus, if retailers want to create
a vacation atmosphere, they can use a number of words that belong to the seman-
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tic (sub-)field of comfort (“cradle”, “home”, “pajamas”), nature (“eco”, “garden”,
“meadow”), and luxury (“concierge”, “pampered”, “posh”). The designations “re-
sort” and “spa” (associated with the images of massage and premium hair styling)
further concretise the image of ‘luxury’ in the minds of pet owners.

Altogether, the series of lexicons and their associative meanings help paint an
attractive picture in the minds of potential clients. The words and concepts embed-
ded in these ergonyms function to influence buyers in their purchasing decisions.
In a field as crowded and competitive as pet boarding businesses, PBB owners can
utilize the concept of semantic field to develop their marketing strategies, as well
as to generate linguistically novel ideas to create effective promotional materials.
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To note, it seems unlikely that all US households that own a dog or a cat can
afford the prices asked for the services (some more than $100/night). Thus, this
study and its conclusions are more representative of the upper class Los Angeles
population. Though the dataset relates to a segment of the population (LA County),
the onomastic phenomenon observed may still be broadly applicable. For exam-
ple, in Nederland, Texas, one might come across a canine daycare named Pucci
Chateau, which includes a play on the luxury brand Gucci. In Rome, Italy, a per-
sonal dog sitting business—Gli Amici di Chanel—also associates itself with another
high-end brand. In Warrington, a town in the ceremonial county of Cheshire, the
No More Kennels Luxury Resort claims to be the largest and most luxurious dog
hotel in the UK, while the dog boarding Barking Mad Bristol has an onomatopoeic
name that seems to conjure up a cacophony.

On a final note, the study on PBB names may lead to other inquiries. For in-
stance, some of the salient naming patterns contrast with those of other public ser-
vice institutions for humans, such as names of churches and hotels. A brief, online
comparison reveals that relative to PBB names, names of LA churches (St. Vincent,
First Congregational, Blessed Sacrament) and hotels (Hilton, Marriott, Loews,
The Westin) can be described as more formal, commemorative, and less expressive.
Indeed, a quirky, humorous name akin to the many seen in PBB names may be
inappropriate for those types of institutions. There is an image for those (human)
institutions to uphold. Unfortunately, a full comparative study of such nature is
beyond the scope of this paper. To verify the above observations and to settle any
speculations, future studies along this line are recommended. In addition, according
to Euromonitor International, the Asia Pacific region is experiencing a positive
growth in the pet industry (Euromonitor, 2021). Pet ownership is on the rise as
residents in Asia generally live in a more atomized and urbanized living environ-
ment and many pet owners have long working hours. Melissa Francis of Tokyoes-
que, a market research firm based in London, in particular singles out Ubud no
Mori pet retreat (in Izu prefecture) as an example of how many dog owners like
to spend time with and indulge their pets in luxury (Francis, 2020). Thus, one may
wonder how the naming patterns of pet boarding businesses observed here are
different from those in the East (e.g., Japanese society). This and other potential
issues are left for future research.

Figure 1: Semantic field of “luxury”
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APPENDIX 1. NAMES OF PET BOARDING BUSINESSES

Affordable Animal Hospital

All Animals Veterinary Hospital
All Star Pet Resort

Almost Home Pet Boarding
American Pet Hotel & Dog Training
AMG Pet Resort & Clinic
Animal Magnetism Pet Professional
Avenue Small Animal Hospital
Ball and Bone

Bear’s Puppy Pack Daycare
Best Buddies Pet Care

Best Friends Boarding

Blue Cross Pet Hospital

Blue Dog Ranch

Board Walk Dog & Cat Care
Bone Sweet Bone

Bow Wow Bungalow
Brentwood Barks

Cage-free Pet Boarding
Cagefree K-9 Camp

Cagefree Day Boarding
California Cat Center

Camp Best Friends

Camp Gone to the Dogs

Camp Run-A-Mutt

Canine Retreat

Canyon View Ranch

Casitas Hotel for Cats

Cat Care Club Inc.

Cateau Marmont

Cats Luv Us Boarding Hotel
Cat’s Pajamas

Chow Bella Pet Spa

Citydog! Club

Club Fido Dog Daycare & Boarding
Country Dog Ranch

Critter Sitters LA

D Pet Hotels

Dog Camp LA

Dog & Cat Hotel

Dog-E-Den

Dog Resort

Doggie Central

Doggie Daycare

Doggie Goddess Pet Services
DogVacay

Dogwood Daycare & Boarding
Doozydog! Club

Double Dog Dare Ya
Eastside Petsitters

Eco Dog Care LA

El Segundo Pet Resort

Elite Pet Care

Family Pet Clinic

Fetch! Pet Care

Fitdog

Four Paws Day Care

Fun Paw Care

Furree Friends Pet Services
Furry Tails and Fancy Tails
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Furry Paws Forever

Glendale Paws Pet Boarding
Glen’s Dog Inn

Go Dog LA

Grand Park Animal Hospital

Green Doggie Home Boarding
Green Meadow Spa

Happy Cat Boarding

Happy Dog & Cat Boarding

Happy Friends Pet Boarding LA
Happy Paws Pet Care

Happy Puppy LA

Healthy Spot

Heavenly Pet Resort

Hideaway Kennels

Holiday Hotel for Cats

Honky Cat Hotel & Cat Café
Hounds of the Hills

iPet Club

“I Said Sit!” School for Dogs
Joyful Paws Hotel & Daycare

Just for Cats Pet Sitting

K9 Loft

K9s Only

K9’s Only

K9 Komfort DTLA

7 Karl’s Kitty City

Kat’s Pawz n’ Clawz

Kat’s Sitting

Kelly’s Training & Doggie Daycare
Kristinne’s critter Kare

La Caiada / South Shore Pet Clinic
LA Dogworks

LA/ Valley Pet Sitting

Lara’s Pet Sitting Services

Laura Loves Dog Sitting

Los Feliz Small Animal Hospital
Lots of Love Pet Boarding

Love at First Sit

Loving Paws Pet Boarding
Manymutts Dog Walking & Pet Sitting
Mar Mel Inn-Bed & Breakfast for Dogs & Cats
Meowtel-Just for Cats Pet Sitting
Moon Dogs Pet Sitting & Urban Farm
My Favorite Pet Sitter

My Pet Garden

Oak Meadow Pet Resort

Oh Hello Dog

Out for a Walk Pet Sitting & Dog Walking
Pampered Pet Hotel & Spa
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Paradise Ranch Pet Resort
Pasadena Pet Sitter

Paw Friends Pet Boarding
PawFection

PAWparazzi

Paws, Claws, Wings and Things Pet Services
Pawsome Pet Boarding
Pawtastic

Pearl’s Pet Sitting

Pet Boarding Place

Pet Rush Inn

Pet Lovers Resort

Petrock Hotel & Spa

PetSmart Pets Hotel

Pinnacle Pet Services

Plaza Del Amo Animal Hospital
Pooch Buddies

Pooch Hotel

PoshPetCare

Precious Paws

Puparazzi LA

Pupparazzi Petcare
Puppreschool

Rancho Pet Kennels

Rawhide & Catnip

Rover Kennels

Sam’s Green Paw

Sandlot K9 Services

Serenity Veterinary Care

Sit Pet Sitting

Sit & Stay Pet Resort Spa
Sitter4Paws

Sitting Pretty Dog Resort

South Park Doggie LAX Daycare & Boarding
Sweet Paws Pet Sitting

The Barkely Pet Hotel & Day Spa
The Best Little Cat House

The Cat Lady

The Dog House

The Hounds club

The Kennel Club LAX

The Meowski Hotel

The Pupper Club

The Wagmor Luxury Pet Hotel & Spa
The Wags Club

T.H.E. Westside Cat Practice
The Zen Dog

Tiffany & Paws Pet Sitting
Toni’s Pet Concierge

Total Pet Care
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Uncle Jeft’s Pet Sitting & More

Urban Dog

VCA Adler Animal Hospital & Pet Resort
VCA Kennel Club Resort & Spa

VCA West LA Animal Hospital

Viva Pets

Wag Hotels

Wags 2 Whiskers

NAZVY UBYTOVACICH ZARIZENI PRO DOMACI MAZLICKY:

WagVille

Walk N Roll Pet Sitting
WeHo Cats!

We Love Paws Pet Boarding
West LA Dogs

Wonder Dog Ranch
Woof-Purr

ROZMANITE STEJNE JAKO JEJICH KLIENTELA

Tato studie se zabyva jazykem sluzeb a péce o domaci mazlicky a zkouma nazvy
ubytovacich zafizeni pro zvifata. Analyzovano bylo 173 nazv téchto zafizeni (pro psy
a/nebo kocky) v okrese Los Angeles County, ktery je nejlidnatéjsim ve Spojenych
statech. Jazykové strategie a procesy, které analyza odhalila, jsou stejné rozmanité
jako klientela téchto zafizeni a zahrnuji fonetickou substituci, metonymii, onomato-
poické vyrazy a vypujcky z cizich jazykt. Emotivni asociace je vyvolavana skrze
konceptualni a konotativni obsah konkrétnich lexikalnich jednotek vybranych pro
dany nazev. Vysledky poukazuji na soucasny piistup k mazlickim jako k hunatym
détem a potvrzuji vzristajici trend polidstovani domacich zvitat a tzv. premiumizaci
péce o domaci mazli¢ky. Ackoliv data zahrnuji pouze zlomek populace, pozorované

onomastické jevy lze aplikovat obecnéji.
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