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UPPER SILESIAN NAMES OF GASTRONOMICAL
FACILITIES INSPIRED BY THE LOCAL DIALECT
LEXICON — BETWEEN GLOCALIZATION

AND COMMERCIALIZATION

The article is a form of introduction into a complex issue of creating artificial depen-
dencies between the local culture and the culture of consumption, which exploits, for
the sake of commercial aims, the cultural heritage of the region. This synthesis con-
cerns the naming tendencies peculiar to the creation of Upper Silesian gastronomical
facilities and services named by the local dialect lexicon. The selected chrematonyms
(consisting of 54 nominations) were collected between 2018 and 2021 in the urban
sphere of Upper Silesia and in websites. The names were described from the pragma-
linguistic and cultural-linguistic perspective, considering the regional and commercial
determinants of their creation. On the basis of the analysis some conclusions were
drawn. They refer to the permeating of two opposing naming tendencies — the tradi-
tional and innovative one, which emerge from Upper Silesian names created by the
use of various methods and techniques. The varied onymic material showed many
traits of consumptionist culture, which the Upper Silesian names of gastronomical
facilities manifest in their structure and semantics.
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1. Introduction

Upper Silesia is a unique geographical space, which can provide a researcher
with diversified materials for describing the functioning of the territorial variety of
the Polish language! as an inherent element of the cultural heritage of the region.

The colouring of the Upper Silesian subregion has been shaped by many deter-
minants which have permeated each other in the historical process. Among them,
the superior significance should be attributed to: topography, the complicated geo-
political situation, economic and industrial development, cultural and ethnic spe-
cificity, the microcommunity’s strong feeling of language identity and its attach-
ment to tradition.

L ¢t e.g.: Rospond, 1959; Borek, 1960, p. 95-106; Rospond, 1970; Bak, 1974; Borek, 1977,
p. 78-87; Borek, 1980, p. 33—47; Borek, 1991; Pastuchowa — Skudrzykowa, 1994; Rospond,
1998; Zargba, 1988; Skudrzykowa — Tambor — Ubran — Wolinska, 2001; Miodek, 1991;
Kowalska, 2002; Tambor, 2006; Borek, 2007, p. 163—168; Czastka-Szymon, 2011, p. 40-48;
Czastka-Szymon — Synowiec, 2011, p. 25-40.



STATI 184 Acta onomastica LXIII/1

The communication practice of contemporary authors of culture texts shows
that creating the networks of understanding between group members and the send-
er takes place through references to regional values: the local dialect and other
components of cultural belonging, the conceptualization of the microcommunity’s
world and its axiological system. These references (persuasive communication
behaviours) are exploited in new commercial versions — therefore, they can both
be considered as an attempt to strengthen regional values and the identity of local
communication environments and be interpreted as a form of glocalization and an
alternative to post-modern culture. The application of a different analytical-inter-
pretative perspective, based on the assumptions elaborated by cultural and anthro-
pological linguistics, verifies the glocalization arguments indicated by authors of
commercial messages and makes the evaluation of this phenomenon ambiguous
or unfavourable (oppositional).

An insightful observation of the Upper Silesian communication and language
reality enables one to formulate a standpoint concerning the ways in which persua-
sive messages affect regional users. Secondary transfers (recorded in the commu-
nication space) of regional axiological paradigms into marketing communication,
which the authors of this strategy recognize as a way of promoting Silesian cul-
ture, reveal the real mechanisms of using the cultural heritage of the region. What
emerges from these acts is the process of revising both the values maintained by
generations and the local dialect as the microcommunity’s subcode. These elements
of the local identification are artificially modified and contextually distorted for
consumerist needs. As regards the dialect itself, the process of shifting the mean-
ings of lexical units takes place, as well as their desemantization.?

The observed tendencies enhance the creation of commercial expressions,
particularly the most rapidly developing class of marketing chrematonyms® — the
names of gastronomical facilities, which comply with the regional space in a very
special way.

The postulates addressing the necessity of some research into commercial needs
(as components of consumerist culture®) inspired us to study the marketing chre-
matonyms in the Upper Silesian communication space. The conducted synthesis
is compliant with the framework of this research.’

2 Luc, 2019a, p. 85-100.

Cf. the classification of utilitarian chrematonyms suggested by Gatkowski, 2011a, p. 51-53.
The significance (for the onymic system) of the studies on new onymic categories was men-
tioned e.g. in one of Robert Mrozek’s syntheses, cf. “The discovering of regional-local and
environmental motivational elements in globalized naming acts (within rapidly developing
and normatively untamed chrematonymia, which refers to a complex of names associated with
various institutions, firms, trade and service facilities and cultural-civilizational products)
might also become a non-marginal research task” (Mrozek, 2007b, p. 76).
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1.1 Research goal

The article is aimed at examining the naming tendencies in the case of gastro-
nomical facilities® (bars, bistros, pastry shops, inns, cafes, clubs, restaurants, tap-
rooms) which have a dialectal component in their name and, at the same time, it is
aimed at confirming that these creations, representing the glocalizational motiva-
tion as a part of the commercial one,” manifest the features of consumerist culture
in their structure.

The starting point in the undertaken discussion is an attempt to find out whether
the exploitation of Upper Silesian dialectal materials should be regarded as a way
of gaining clients, which is a specific form of onymic game with a regional user,
or rather as a way of ennobling and promoting the region that enables the preser-
vation of the dialect owing to exposing its value.

The answers to these questions will be possible due to an analysis of 54 com-
mercial names, noticed in a direct observation of the Upper Silesian urban space.®
The analysed lexical items constitute 9% of chrematonyms of the discussed type
in the examined territory.

1.2 Analyzed material

The marketing chrematonyms collected for the analysis constitute a group
of names with considerable formal and functional diversity. The heterogeneity of
these creations and the naming techniques used in forming them have determined
their division into four subcategories. Firstly, this results from their connoting the
meanings accumulated around certain semantic fields and, secondly — from their
(persuasive or pragmatic) function. Following this criterion, the following groups

The article is compliant with a few other syntheses in which the issue of using the Upper Si-
lesian dialect as a persuasive tool of marketing communication has been signalled (cf.: Luc,
2019b, p. 387-417; Luc, 2020a, p. 37-46; Luc, 2020b, p. 147-159; Luc, 2020c, p. 147-164).
Synonymical expressions were used in the article for the names of gastronomical facilities,
cf.: marketing chrematonyms, commercial names, commercial onymic creations, marketing
names, commercial terms, utilitarian onyms, onymic noticeboards.

In the context of the discussed phenomenon, the notion of glocalization is interpreted as
“adjusting global products, goods, services, values and their promotion to the requirements
(conditions) of the local market” (Miszczak, 2013, p. 19-32); it is a form of including locali-
ty into the global system and of globalization into the local one (Kucinski, 2011, p. 38-39).
Commercialization can be considered as intentionally prepared communication and language
strategies directed towards a user and aimed at achieving economic goals and at intensifying
the supply-demand market.

In 2018-2020, the data was collected in the naming space of such towns as: Bytom, Chorzow,
Jastrzebie-Zdroj, Mystowice, Katowice, Piekary Slaskie, Pszczyna, Ruda Slaska, Rybnik, Tychy,
Wodzistaw Slaski.
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were distinguished among the names of gastronomical facilities motivated by ele-
ments of the local dialect: a) names with evaluative exponents; b) names promoting
cuisine specialities; ¢) names characterizing and localizing the promoted facilities;
d) metaphorical and abstract names. This distinction was to become a basis for
presenting two clashing naming tendencies: creating traditional (conventionalized)
names and creating innovative (creative) names.

In the field of creating chrematonyms driven by dialectal lexicon, the formal-
creative, associational-connotative and conceptual types of motivation are dealt
with. They are all subordinated to the superior cultural motivation,’ based on some
subregional paradigms and determinants of the local microcommunity’s commu-
nication.

1.3 Research method

Upper Silesian marketing chrematonyms are described from the perspective of
cultural linguistics and pragmalinguistics. At the same time, the regional determi-
nants (co)occurring with the creation of these chrematonyms are taken into con-
sideration, as well as a complex set of factors typical of consumerist culture.

The preliminary overview of the naming material revealed that the class of pro-
per names, described in the functional-utilitarian context, showed many qualities
of consumerist culture, manifested in the sphere of language. The dominating ten-
dencies are the following: polysemy of the message, emphasis on puns, valorization
of the message, broadened semantics of lexemes, semantic irradiation, onymic
popularity of some particular language units which enhance the creation of names,
a trend towards shortness (economic effectiveness) of linguistic means, creation
of serial name models, the compilation of language exponents which come from
different varieties (styles) and/or have different origins, creating hybrids and speci-
fic lexical collocations, emotionalism, ludic character and verbal tricks. The signs
of consumerist culture are manifested not only in the sphere of language but they
also refer to the cultural and axiological knowledge associated with the region of
Upper Silesia.

The analysis showed that the described names of gastronomical facilities were
single-component and multi-component names, which came into being through
proprialization and trans-onymization (secondary use of anthroponyms, various
geonyms and ethnonyms) without any additional morphological exponents, as well
as the names resulting from formal language creation, formed with the use of pro-
per naming techniques. The analysis of the names of gastronomical and service
facilities confirms that the material for these names is provided by: the indigenous

Cf. Gatkowski, 2014, p. 66-71; Gatkowski, 2015, p. 171-180.
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lexicon derived from Upper Silesian dialect, the vocabulary (to various extents)
assimilated in the Polish language, and the words of foreign origin (used as the
exponents of collocations and forming peculiar forms of name hybrids).

1.4 Analytical assumptions

The collected naming material shows that — in the creation of subregional
names — a significant role is played by the structures that identify the kind of the
conducted services by containing the semantic component indicating a “place”
(bar, bistro, karczma ‘inn’, restauracja ‘restaurant’, szynk ‘taproom’; cafe/kafyj
‘café’'?), or indicating a “product” (e.g. café ‘coffee’, kawa ‘coffee’, wino ‘wine’),
also such that stem from the dialect (kartofel ‘potato’, klapsznita ‘sandwich’, masz-
kety ‘sweets’, nudle ‘noodles’, otberiba/oberiba ‘kohlrabi’, szpajza ‘dessert made
from eggs’, sztamfer ‘potato masher’, zelter ‘mineral water’, zym/ft ‘mustard’)."
The repeatable model of creating these names causes that the descriptions which
they comprise can be defined as traditional.

In opposition to traditional naming descriptions, some modern descriptions
can be indicated, which have been written into a few marketing onyms containing
a lexeme specifying natural or man-made places. The structural components used
in their creation — the units that are strongly evaluative in a non-onymic way, such
as: buda ‘kennel’, kopalnia ‘mine’, rancho ‘ranch’ and also inspired by foreign
lexicon, cf. street, broaden the meanings of the specified referent and give value
to both the object and the quality of the promoted services.

Within the both opposing tendencies, the presence can be spotted of a “pro-
duction cycle” of names,'? as well as repeatable preferences in choosing units that
enable their identification and promotion — and which at the same time strengthen
the onymic trend'® towards some particular lexemes, structures and semantic com-
positions. This reveals the qualities of consumerist culture.

2. Names inspired by appellative vocabulary

Names inspired by appellatives (classified into four formal semantic groups,
see points 2.1-2.4) strongly emphasize the motivational-structural naming models,
which are “implemented within the language system but, in many cases, go beyond

10" Cf. kafyj ‘cafe/coffee shop’ (SGS, 2008, p. 124).

These words mean in order of appearance: potato, sandwich, sweets, noodles, kohlrabi, dessert
(egg-based one), potato masher, mineral water, mustard. A detailed origin of the words is
provided in Footnote 25 and the following.

12 Cf. Graf, 2005, p. 51.

13 Cf. Jaracz, 2002, p. 177-185.
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its word formation norms as a result of being subordinated to the relevant onymic
specificity in the process of creating names, which is not deprived of innovative

possibilities”. !

2.1 Names with evaluative exponents

An overview of marketing chrematonyms, originating from appellatives, shows
that most of them have been formed with the use of evaluative dialect exponents
that can be categorized as firmonyms. What can be regarded as peculiar in this
group are five dialectal expressions: bujny, fest, gryfny, maszkety, szykowny, used
as the element in the following names Bistro Szykowna ‘good-looking bistro’,'
Bujna ‘the vigorous’,'® Fest Bar ‘celebration bar’,'” Gryfine Lody ‘beautiful ice-
cream’, Gryfio Karczma ‘a beautiful inn’,'® Gryfiry Kafyj ‘a beautiful café’ Gryfny
Kebab ‘a beautiful kebab’, Lody Rzemiesinicze Gryfie ‘good-looking craftsmen’s
ice-cream’,"” Kawa i Maszket ‘coffee and sweets’, Kawa i Maszkety ‘coffee and
sweets’, Maszkieteria ‘a place for eating sweets’,” Rarytasy i Maszkety ‘delicacies
and sweets’, Same Maszkety ‘only sweets’, Restauracja Szykowna ‘a good-look-
ing restaurant’. Most of these units which evaluate in a non-onymic way have be-
come the foundation for creating creating some thematic series of names, which
“apply particular semantic fields and spheres as a reference point™?!. As a result,
the series reveal some specific tendencies in composing names. These foundations
are clearly a part of the list of trendy onymic slogan-like phrases. Yet, in a seman-
tically elaborated context, they apply a universal character and connote positive
meanings (i.e. valuing, evaluating a product/service, exposing, distinguishing and
improving their quality).

Dialectal lexemes used in some acts of proprialization acquire new, secondary
meanings. For example, in the communication practice of the Upper Silesian com-
munity, the words gryfnie, szykownie are used mainly for describing a person’s

14 Cf. Mrézek, 2007b, p. 21-28.

Cf. szykowny ‘1. beautiful, handsome, good-looking; 2. fit, resourceful, agile’ (SGS, 2008,
p. 286). Further in the text, the source abbreviation (SGS) is used for explaining the dialectal
sense of some components of names and it is fully developed in the final part.

16 Cf. bujny “vigorous, strong’ (SGS, 2008, p. 47).

17 Cf. fest < Germ. fest ‘1. holiday, celebration; 2. strongly, powerfully’ (SGS, 2008, p. 84).

8 crf. gryfny < Germ. Griffig “agile — handsome, good-looking’ (SGS, 2008, p. 194).

Cf. some names of facilities housing beauticians’ and other services: Gryfny Chop, Gryfno
Frela, Gryfno Frelka, Gryfny Pazur, Gryfio Wela, Studio Szwarno Frelka, Studio Kosmetyczne
Gryfno Dziolszka, as well as the florist shop Gryfno Bluma Pracownia Florystyczna and retail
sale shop Gryfino butla.

Cf. such names as: Maszkety Eli and Manufaktura Psie Maszkety.

2l Cf. Siwiec, 2021, p. 182.

20
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appearance or skilfulness in performing certain activities. However, used as com-
mercial modulants of names, they cause various semantic modifications.

Value-providing names confirm the existence of other tendencies in the model-
ling of structures and in profiling their semantics. One of the lexemes most fre-
quently used by authors of marketing names is the dialectal expression fajrant.?
Applied as a persuasive name-creating operator, it convincingly encourages the
recipients to use (after work or during a break) the gastronomical offer of the facility
Fajrant, where traditional casseroles are served, or of the restaurant No i (‘and’)
Fajrant in Katowice. In the latter name, the modulant in the form of a particle no
(— ‘finally; at last”) functions as a temporal phrase (and enhances the message).

Some other names (hybrids) are value-providing: Zicherka® Cafe (cf. zicher
‘surely, safely’ (SGS, 2008, p. 335); also ‘to do something well, in an appropriate
time, compliantly with expectations”) and Gryfno* Cafe, which promotes a high
quality of services. Another interesting name is the ambiguous conglomerate
geSzynk* (— ‘many pleasant things are waiting for you at our place’), which
represents a form of onymic play with the local user.

As regards Upper Silesian names formed with the use of dialectal appellatives,
there are many structures derived from the semantic field ‘mine’ and forming
a series of commercial expressions, cf. Czarna Huta, Biata Gruba (in the Silesian
dialect < biolo is a semantic counterpart of the literary Polish word biafa, whereas
comes from the Silesian dialect),?® Karczma Bida ‘coal powder inn’,*’ Restauracja
Sztygarka ‘mine foreman room restaurant’,® Sztolnia ‘gallery’, Gwarek Restauracja
‘miner restaurant’,? Szynk Szola ‘shaft lift taproom’.*° By appealing to the sym-
bols of Silesia, these onymic signboards expose the region and mining traditions
and might in this way suggest the type of recipients (miners and their families).

22 Cf.fajrant < Germ. Feierabend ‘1. the end of a working day or of a job; 2. a break at work; rest’

(SGS, 2008, p. 81).

Cf. zicherka: 1. Germ. Sicherheitsnadel ‘a safety pin‘; 2. Germ. Sicherheits lampe; zicherlampa
‘a miner’s lamp signalling the presence of methane’; 3. Sicherheit ‘safety [...]" (SGS, 2008,
p. 335).

24 Cf. gryfny < Germ. griffig ‘agile — handsome, good looking’ (SGS, 2008, p. 104).

25 Cf. szynk < Germ. Schenke *inn, bar, taproom’ (SGS, 2008, p. 286) and gyszynk < Germ. Ge-
schenk ‘present, gift’ (SGS, 2008, p. 106).

Cf. the words said by the owner: “We have an idea of an interesting place, an interesting
climate, we have an idea of a tribute to the mining tradition. Finally, we have an idea how to
combine the Silesian and Polish culture. Notice that it is not «Bioto [the dialectal version of
«biata» — L.L — M.B] Grubay but «BiataGrubay. This is done on purpose, in this way, we com-
bine different worlds” (Zygtowicz, 2016).

27" Cf. bida — mining ‘coal powder’ (SGS, 2008, p. 37).

28 Cf. sztygarka ‘mine foreman’s room’ (SGS, 2008, p. 283).

2 Cf. gwarek < arch. ‘miner’ (not used any more) (SGS, 2008, p. 106).

30" Cf. szola < Germ. Schale ‘scales, a mine lift’ (SGS, 2008, p. 276).

23

26
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2.2 Names promoting cuisine specialties

What is manifested in the group of marketing chrematonyms derived from Up-
per Silesian appellatives are several names of gastronomical facilities, associated
with conceptual motivation permeated with the associative-connotative one, which
inform about the offered gastronomical specialties, cf. Bistro Nudle®' w Zotzie?
‘noodles in sauce bistro’, Jagta® ‘millet’, Kawa i Maszket** ‘coffee and sweets’,
Kawa i Maszkety ‘coffee and sweets’, Klapsznita®® ‘sandwich’, Szpajza®® Bistro
‘egg dessert bistro’, Sztampfer’’ ‘potato masher’, Zelter*® ‘mineral water’, Zymfi*°
Grill Bar ‘mustard grill bar’. Among this type of names, a diminutive formation
was spotted, in which duplication of phones was used, cf. Kartoffelek ‘little pota-
to’, as well as a name hybrid Ofberiba®® Grill and Restaurant ‘kohlrabi grill and
restaurant’.

Due attention should be paid in this group to two onyms into the structure of
which a persuasive operator ino ‘only’ has been incorporated, cf. the name of the
café InoCafe*' and of the restaurant inoWino. The dialectal exponent in the form
of the valuing particle ino (ino ‘only’ — ‘primarily means limitation, distinguish-
ing, distinction’) in its onymic sense expresses a higher (than expected) degree
of intensity, it enhances the description, pointing to the exclusiveness of serving
some specialties, and provides value to the quality of services. A similar semantic
effect is introduced by the operator same ‘only’ in the commercial name of the café
Same Maszkety, where it means ‘only, solely’, while maszkiety (strongly evalua-
tive, value providing lexeme) means ‘something sweet and delicious’.

2.3 Names spatially characterizing and localizing the promoted objects

The collected list of commercial names of Upper Silesian gastronomical facil-
ities comprises 10 formations (in)directly addressing the places where they are

31 Cf. nudle < Germ. Nudel ‘noodles’ (SGS, 2008, p. 191).

32 Cf. zolza < Germ. Sauce ‘sauce’ (SGS, 2008, p. 338).

3 Cf. jagly ‘millet’ (SGS, 2008, p. 119).

34 Cf. maszkecié, maszkieci¢ < Germ. Naschkdtzchen ‘sweets; eat a lot of sweets’ (SGS, 2008,
p. 171).

Cf. klapsznita < Germ. Klappe = a lid + Schnitte = a slice — ‘a sandwich made of two slices
of bread with some additives between them’ (SGS, 2008, p. 134).

Cf. szpajza < Germ. Speise ‘pudding — egg cream’; < Germ. Speisekammer ‘a pantry’ (SGS,
2008, p. 277).

3T Cf. sztamfer ‘potato masher’ (SGS, 2008, p. 280).

38 Cf. zelter < Germ. Selter(s)waser = selcer water ‘soda, mineral water’ (SGS, 2008, p- 332).
3 Cf. zymft < Germ. Senf ‘mustard’ (SGS, 2008, p. 340).

40 Cf. oberibaluberiba < Germ. Kohlriibe ‘kohlrabi’ (SGS, 2008, p. 300).

41 Cf. ino “only’ (SGS, 2008, p. 117).

35
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located. This function is fulfilled by: prepositional phrases (formed with the use
of prepositions na ‘on’and u ‘at’), e.g. Szynk Na Winklu ‘taproom on the corner’,*
Szynk u Fojermana ‘taproom at the fireman’s’# (the facility is located in the fire
station building).

The names that characterize the aim of facilities (the ones with formal-creative
motivation) represent word formation neologisms, constructed with the help of
locative formants -eria, -nik. Two of these structures contain expressions derived
from the dialectal lexeme kartofel (potato), cf. the compound Kartofelbuda*
(kartofel + buda — “a place where potatoes are processed, served, sold in different
forms; a place the specialty of which are potatoes’), the formation Kartofelnik®
(cf. the explanation of the meaning above), as well as the names of two patisseries:
Maszkieteria in Tychy and Maszkietnik in Wodzistaw (‘a place where maszkiety
are served; a land of sweets’).

In two names which characterize the facility, expressions concerning their in-
terior design have appeared, cf. the hybrid Cafe Byfyj ‘cupboard café’*® and the bar
name Tyjka*’ (‘a buffet counter in a taproom or an inn’), as well as some expres-
sions with the exponent from the semantic field ‘kitchen appliances’, cf. Restau-
racja Tygiel ‘melting pot restaurant’® and Tyge! ‘melting pot’. The names with
tygiel (with associative-connotative motivation) might trigger some metaphoric
meanings (cf. tygiel ‘mixture of tastes’, ‘mixture of cuisines’ or ‘mixture of cul-
tures’).

2.4 Metaphoric and abstract nouns

What can be classified as metaphoric onymic formations are 9 chrematonyms
of associative-connotative motivation, which evoke various metaphoric and abstract
associations.

Two of them — the names of the restaurant Drach ‘akite’® and of the café
W lufcie ‘in the air’** semantically refer to dreams, travelling, a sense of lightness,
which are translocated to the type, quality and taste of the promoted dishes.

42 Cf. Winkel, winkiel < Germ. “a right angle, a sharp turn’ (SGS, 2008, p. 311).

4 Cf. Fojerman/fojemrmén < Germ. Feuermann ‘a fireman’ (SGS$, 2008, p. 88).

4 Cf. buda < arch. ‘the outer casing of a mine shaft; street fair stall’ (SGS, 2008, p. 47).

4 The names Kartofelnik and Maszketnik, formed with the suffix -nik, which is typical of dialects
(cf. Cyran, 1977, p. 29), are elaborate spatial terms.

46 Cf. bifej/byfyj < Germ. Biiffet ‘kitchen cupboard’ (SGS, 2008, p. 37).

47 Cf. tyjka < Germ. Theke ‘a counter’ (SGS, 2008, p. 298).

4 Cf. tygiel < Germ. Tiegiel ‘a pot’ (SGS, 2008, p. 298).

4 Cf. drach < Germ. Drache “a kite’ (SGS, 2008, p. 71).

0 cf. Iuft < Germ. Luft “air’ (SGS, 2008, p. 160) and the phrase w lufcie — “in the air’.
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One of the names contains a part of a saying used in the colloquial communica-
tion of the Upper Silesian microcommunity W antryju na byfyju (< W antryju na
byfyju stoi szolka tyju, which means ‘there is a glass of tea on the cupboard in the
hall”). This creative procedure confirms an onymic game with the regional user.

A special role among metaphoric names should be attributed to the commercial
phrase Kopalnia Smakow ‘a mine of tastes’, into which two meanings have been
‘smuggled’: the metaphoric one (— ‘an unlimited amount of taste sensations
brought out from our kitchen”) and the cultural one, which refers into the symbols
of the region (a mine).

What seems abstract in this group of utilitarian onyms are two names of res-
taurants. One maintains a verb form — Hajcujemy ‘we keep fire, we put into the
oven’,’! the other a hybrid form, cf. Fajrant®® Street Food. The former refers direct-
ly to the activity of cooking (also to possessing a traditional coal oven) and meta-
phorically — to heating the sense of taste of potential clients. The latter promotes
the urban lifestyle (it is worth to taste something in the city after work or during
a break, to have a good time, to rest).

Some different creation techniques were used in the names of facilities con-
taining dialectal elements of pejorative meaning, cf. Karczma Rajcula “a chatter-
box inn, a big talker inn’>* and two names of restaurants Od Dobrej Heksy ‘from
a good witch™* and Wrazidlok ‘a nosy man’.> Dialectal expressions in the form
of insults comprised in names of gastronomical facilities draw attention of recip-
ients and are easier to remember.

A similar creative mechanism was used in two other names in which the func-
tions of distinctive elements are fulfilled by negatively imbued dialectal lexemes,
cf. the name of the restaurant Bajzel ‘a whorehouse’*® and the pub Flinta ‘a gun’.>’
The ambiguities which these names hide and the strong emotionally loaded con-
notations (especially bajzel, colloquially understood as a ‘whorehouse’ but here it
means a ‘house of culinary pleasures/taste sensations’) directly refer to the ludic
function and humour.

S Cf. hajcowaé < Germ. Heizen ‘keep fire in the oven’ (SGS, 2008, p. 108); in the context of

gastronomy hajcujeny means ‘we put into the oven’.

Cf. fajrant < Germ. Feierabend ‘the end of a working day or of a job; a break at work, rest’
(SGS, 2008, p. 81).

Cf. rajcula insult “a woman who talks a lot, a gossiper’ (SGS, 2008, p. 242).

3 Cf. heksa < Germ. Hexe ‘a witch; also an insult’ (SGS, 2008, p. 112).

35 Cf. wrazidlok ‘a nosy type; an insult — someone too much interested in other people’ (SGS,
2008, p. 313).

Cf. bajzel < Germ. Beisel ‘a bar’, from Hebr. ‘a whore house; a huge mess, disorder’ (SGS,
2008, p. 30).

ST Cf. flinta < Germ. Flinte a gun’ (SGS, 2008, p. 87).
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The semantically and structurally heterogeneous names derived from dialectal
appellatives, classified into subgroups 2.1-2.4, confirm that all those productions
(despite the tendencies in their creation and regardless of the techniques used to
form them) can be regarded as an effective tool serving the consumerist culture,
the paradigms of which they follow and the properties of which they faithfully
reproduce. What turns out to be specific in forming these names are serial name
sequences which are subordinated to certain structural and semantic models. On
the other hand, what becomes characteristic are the occasionally composed struc-
tures, compliant with the colourful category of utilitarian chrematonyms and with
the onymic system.

3. Conclusions

The synthesis, introducing the complex problem of creating dependencies be-
tween the local culture and the intentions of creators of the consumerist culture who
use the regional cultural heritage (the dialect) as the marketing material, requires
formulating some linguistic conclusions.

The persuasive ways of translocating the Upper Silesian dialect into the com-
mercial onymic space provisionally strengthen the glocalization tendencies to keep
the regional values written into the framework of economic benefits.

The analysed names have some qualities of consumerist culture and the dialect
itself is used as a commercial tool in naming acts. Secondary (contextual) use of
dialect — the use of its systemic properties — heads for the persuasive valorization of
geographical space and the ennoblement of the Upper Silesian microcommunity
(as an important element of supply and demand). At the same time this use en-
hances the undertaking of onymic games with the regional recipient and enriches
the repertoire of the Polish consumerist language.>®

The structurally and semantically heterogeneous naming material in the form of
marketing (dialect motivated) chrematonyms discovers two clashing tendencies
in giving names: the conventionalized (traditional) one and the creative (innovative)
one. Both maintain and strengthen the pragmatic functions that are subordinated
to the concepts of post-modern culture.

The presented examples of names confirm that “chrematonyms are a meaning-
ful symptom of the contemporary/modern culture in the local and global scale™
and that chrematonymy is a heterogeneous class as regards formality or semantics
and motivation.®

8 Cf. the consumerist Polish (0z6g, 2001, p. 202).
3 Cf. Gatkowski, 2017, p. 68.
0 Cf. Gatkowski, 2011b, p. 186.
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The collected register of chrematonyms confirms a tendency to a certain serial
(foreseeable) character of naming. It is manifested in: cliched names, the creation
of particular naming models, the onymic trend towards certain popular lexemes —
skeleton key words (serving as the basic exponents of commercial names and
duplicated lexical collocations), and using the vocabulary from similar semantic
fields. On the other hand, in the collected resources of onyms — there are occasional,
unconventional, extraordinary, surprising names, as well as such that are untypi-
cal in their form and sense, which combine elements of opposing meanings and
lexemes derived from various language styles or genetically different bases.

Both the overview of the naming technique — onymization — and the naming
convention dominating among the analysed onyms have made it easier to indicate
several tendencies in creating serial names. As the structural analysis shows, the
dominant ones are the following:

= descriptive names comprising a few elements with often repeated (trendy)
lexemes, cf. fajrant, gryfuy, maszkety, kartofel, which confirm the pheno-
menon of onomastic irradiation;

= names created with the use of the semantic component ‘a place’, containing
structures of traditional descriptions, cf.: Bistro Szykowna, Gryfno Karczma,
Restauracja Szykowna;

= formations which contain the exponents from the semantic field ‘mining
traditions’, cf.: Karczma Bida, Sztolnia, Szynk Szola and strong value pro-
viding (or depricating) lexemes, cf. Bajzel, Bujna, Kawa i Maszkety, also
metaphorical ones, cf. Drach, Hajcujemy, W lufcie;

= names composed with a prepositional phrase, cf. Szynk Na Winklu, indica-
ting the location of the facility;

= names forming a series of onyms with the same connotative meaning, cf.
Bujna, Gryfno Karczma, Gryfny Kebab, Restauracja Szykowna.

What appears in opposition to the conventionalized names which have been
subjected to innovative procedures are some names which surprise with their un-
conventionality:

= formations containing pejorative dialectal bases, cf. Bajzel, Wrazidlok, which
attract recipients’ attention,
= name hybrids, cf. Fajrant Street Food, Otberiba Grill Pub and Restaurant,

= names comprising the semantically opposing dialectal units, cf. U Dobrej
Heksy, or lexemes originating from the general variety of Polish which form
some peculiar forms of collocation, cf. Biata Gruba, Gryfna Lama;

= commercial onyms in which the desemantization of dialectal exponents has
occurred through the broadening (developing) of the meanings of Upper
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Silesian referents, cf. bujny, gryfny, ino, maszkety, szwarny, (con)textually
adjusted to the intentions of marketing communication and serving as a uni-
versal onymic substitute;

= marketing chrematonyms in the form of rhymed verses, cf. /noWino and re-
gional sayings such as W antryju na byfyju;

= formal language creations formed with the use of various methods and tech-
niques, cf. the conglomerate geSzynk;

= neologisms in the form of compounds characterizing the aim of the promo-
ted gastronomical facilities, cf. Kartofelbuda, as well as diminutive forms,
e.g. Kartofellnik.

The presented naming motivations and techniques, typical of creating com-
mercial names in the urban space, confirm the global tendencies associated with
the ways of naming Upper Silesian gastronomical facilities.

The strategy of applying dialectal items in creating marketing chrematonyms
can be regarded as a form of the commercialization of local culture. The judgement
of this phenomenon has been determined by the modification of Upper Silesian
values. The analysed names reflect the quality of the rendered services and pro-
moted delicacies. They illustrate the tendency to attribute persuasive meaning to
marketing chrematonyms — the meanings which are subjected to secondary valo-
rization and revalorization.
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HORNOSLEZSKE NAZVY GASTRONOMICKYCH ZARIZENI{
MOTIVOVANE NARECNi SLOVNi ZASOBOU -

MEZI GLOKALIZACI A KOMERCIONALIZACI

Clanek je uvedenim do problematiky vzniku umélych zavislosti mezi mistni kulturou
a spotiebni kulturou, ktera pro komer¢ni ucely vyuziva kulturni dédictvi regionu.
Autorky ptedstavuji trendy tvofeni nazvi objektl v oblasti pohostinstvi na tzemi
Horniho Slezska (v Polsku) vyuzivajici nafecniho lexika. Analyzovana chrématony-
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ma (54 nazvu gastronomickych zafizeni) byla v daném regionu zaznamendna v le-
tech 2018-2020. Tyto nazvy byly nasledné hodnoceny z pohledu pragmalingvistiky
a kulturni lingvistiky se zohlednénim regionalnich i komer¢nich Ciniteld. Na zakla-
dé rozboru bylo zjisténo vzajemné pronikani dvou protichiidnych nazvoslovnych
tendenci: tendence tradi¢ni a inovac¢ni. Rozriiznény onymicky material umoznil na-
jit ve struktufe i sémantice nazvi hornoslezskych gastronomickych zatizeni prvky

konzumni i tradi¢ni kultury.
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