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Abstract: The paper discusses how multiculturalism is realized in the present-day 
onomastic landscape when hotels, hostels and lodgings for tourists are named in the 
downtown of Hungary’s capital. Based on names collected from online maps and 
popular websites offering accommodation, the author explores some characteristic 
features of these urban names (e.g. the frequent use of peculiar generic terms and 
the presence of additional components in the name forms referring to hotel chains, 
themes or services). Special attention is paid to semantics (e.g. specifiers indicating 
the location, the surroundings, an architectural feature of the building; the style 
of the interior design; the owner of the establishment) and language origin. The 
observed names belong to different cultural layers, providing references, for 
instance, to medieval sign boards, 19th-century monarchic and Hungarian national 
values as well as images of modern globalization.
Keywords: urban names, tourist accommodation, Budapest, commercial names, 
onomastic landscape.

1. Introduction
Today, Budapest is one of Central Europe’s most popular tourist destinations, 

partly because of its classical attractions (e.g. natural beauties, historical and cultural 
heritage, urban architecture) and partly because of the entertainment facilities devel-
oped more recently (e.g. spa and ruin pub culture, culinary and dental tourism, cav-
ing tours). Most of these experiences are abundantly available in the city centre. From 
tourists’ perspective, Downtown Budapest is undoubtedly a multicultural and multi-
lingual space, temporarily or permanently inhabited by numerous foreign visitors and 
entrepreneurs, able to captivate their varied interests. The present survey attempts to 
explore some recent trends in naming different types of accommodation establish-
ments, where these visitors can stay for a while, by examining the linguistic character-
istics of names for hotels, hostels, apartments, lodgings situated in the “large” down-
town, i.e. the fifth district of Budapest.

In the onomastic literature, names for tourist accommodation establishments 

1 Work on this paper was supported by a research grant obtained from the Faculty of 
Humanities and Social Sciences, Károli Gáspár University of the Reformed Church in Hungary 
(The Hungarian Language and Professional Culture. Hungarian Linguistic Research in the Fields of 
Content Development and Technical Documentation, id. no.: 20632B800).
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(e.g. names for hotels, hostels, motels, inns, flats, guesthouses, chalets, lodges, camping 
sites) are treated in very different ways with respect to their affiliation to other types 
of proper names. In the lack of a generally accepted opinion, some authors believe that 
they belong to the broad category of chrematonyms (Marcato 2009: 210) or ergonyms 
(Sjöblom 2016: 454); others emphasize their economic relevance and categorise 
them as econyms (De Stefani 2004) or commercial names (Sjöblom 2014: 93); still 
others, more specifically, highlight their functional similarities with company names 
(Bugheşiu 2013: 89) or names for institutions ( Jehle 1996); but the idea that based 
on their localizing potentials these names should eventually be considered (micro-)
toponyms (Nübling et al. 2012) is also expressed. 

Undoubtedly, names for accommodation establishments constitute essential ele-
ments of the linguistic landscape. They are among the first names strangers and for-
eigners meet both on maps and in person, when they arrive as tourists in an unexplored 
settlement. The visibility of names for businesses, especially in urban environments, is 
also stressed by Finnish scholars: “These kinds of names are seen in the cityscape, often 
on the walls, windows or name plates of the buildings in question. From the name 
user’s perspective, these names can be compared with street names: they are planned 
names which have been given by a proprietor or authority who, with his position, is 
entitled to provide various […] official names for registration” (Ainiala et al. 2012: 
105). Apart from identifying the referent and assisting in spatial orientation, names 
for tourist accommodation facilities also act as important cultural mediators, making 
influential first impressions on newcomers.

2. Some general features of names for tourist accommodation establishments 
In fact, names for tourist accommodation establishments form a special class of 

proper names. Undoubtedly, they are commercial names, bearing a strong resemblance 
to company names. In general, they constitute a first accessible, important component 
in business communication, conveying messages from the management to the target 
group about the characteristics of the accommodation and/or the services offered. 
Thus, they create interpersonal contact between the hoteliers and the potential guests 
(cf. Sjöblom 2016: 462). 

Furthermore, an accommodation establishment becomes a recognizable entity 
through its name. The name gives unique identity to the indicated place for accommo-
dation by clarifying how it is different from other facilities. The identity reflected in the 
name, for a successful business, should be appreciated by the target audience. A well-
chosen name helps to create an attractive mental image of the tourist accommodation 
establishment. The expressive constituent in accommodation names is as important 
as the informative constituent. Names carrying positive associations can effectively 
influence choices and decisions on where to stay as a tourist. Names are good advertis-
ers in the catering trade as well; accommodation names can sell (cf. Boerrigter 2007; 
Sjöblom 2014: 96, 2016: 453, 456).

When dealing with names for tourist accommodation establishments, just like in 
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the case of any commercial names, apart from the linguistic approach, juridical and eco-
nomic aspects must also be taken into consideration (cf. Sjöblom 2016: 454). In them, 
language presents itself “as a resource and a commodity in the economy” (Sjöblom 
2013: 4). These names are ready subjects to multidisciplinary discussions, as their sur-
plus value in economy, their psychological interest and their linguistic, social, cultural, 
geographical significance are intricately interwoven. Moreover, by the present day, they 
have become essential ingredients of the urban and rural onomastic landscape, appear-
ing freely in several distinct public spaces (cf. Gorter 2014; Puzey 2011, 2016; Sjöblom 
2016: 457, 464; Syrjälä 2017). 

Linguistically, accommodation names are not necessary traditional binary 
onymic compounds. Instead, they often display complex syntactic structures, with 
each of their elements having their own functions in the name forms (cf. Sjöblom 
2016: 460). Words appearing in names for accommodation establishments can equally 
be lexemes of real languages or creative formations or quasi-words (cf. Sjöblom 2014: 
96). Although novelty and creativity are important factors in establishing long-lasting 
names, deviations from the rules of the standard language, vague morphology, irregu-
lar spelling, unconventional typography, unfamiliar sounds, non-permissible sound 
sequences are applied relatively rarely in accommodation names, as it is far more profit-
able to produce a name easy to recognize and remember (cf. Sjöblom 2016: 458–459). 
Names for tourist accommodation establishments as means of glocalisation, however, 
often involve foreignisms, abbreviations or linguistic hybridization to address an inter-
national audience (cf. Sjöblom 2013: 9–12). 

Based on the cognitive linguistic approach, the semantics of accommodation 
names, just as the meanings of commercial names in general, can be observed from 
a synchronic point of view, exploring the “relationship between the morpho-phono-
logical structure of the name and cognitive domains evoked by the referent”; or from 
a diachronic point of view, focusing on the motivation and etymology of the name 
form. Examining the synchronic semantics of accommodation names provides an 
excellent opportunity to study the processes of meaning construal in language (cf. 
Sjöblom 2016: 460–461, quotation above is taken from p. 461). Furthermore, names 
for accommodation establishments, similarly to company names, make good fodder 
for multimodal linguistic analysis (cf. Sjöblom 2008).

3. Names for tourist accommodation establishments 
in the onomastic literature

Onomastic papers discussing certain characteristics of names for tourist accom-
modation establishments have sporadically, but continuously been published since the 
1960s. In one of the earliest relevant articles, Linneman and Fether (1964) divided 
Miami Beach hotel names into two groups: conventional names that could be observed 
all over the United States (e.g. hotels named after the owner, a well-known hotel chain, 
a famous person, a place of historical interest, the location or the environment); and 
unique foreign names, conveying images of remote, exotic places “from the Riviera to 
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the South Pacific to the Alps to the Sahara to the moors of Scotland […] to make the 
tourist believe he is any place but Miami Beach”. The shift to international hotel names 
was associated by the authors with the personal experiences some stockholders had 
gained as soldiers in World War II, as well as “the country’s new position of world lead-
ership” (quotations are taken from p. 200). Linguistically, the 1960s Miami Beach hotel 
names were often formed by compounding, blending or back formation.

Many of the later papers on names for accommodation establishments categorize 
the observed name forms primarily on the basis of the meanings of their non-generic 
elements. Serianni (1978) identifies several typical semantic classes of the distinctive 
elements of hotel names in contemporary Italy: references to the owner, to the street 
or to some other geographical entity that helps localize the building, to a female name 
evoking the idea of caring, to a historical person or a literary figure, to a saint, to a noble 
family or royalties, to a plant or an animal, to concepts such as comfort, tranquillity 
or health seem to have appeared frequently in the name forms. The author discovers 
correlation between certain name types and hotel categories; and discusses the most 
characteristic French and English generics used in the names. The possible syntactic 
structures of hotel names as well as the geographical distribution of the dialectal name 
forms are also presented. Popular hotel names in France from the same era were pre-
sented in a very similar way by Giese (1970).

Rieger’s semantic classification of hotel names in Tanzania (2013) at the same 
time differentiates five basic categories: names referring to the hotel itself (its loca-
tion, owner[s], distinguishing features with respect to setting, externals, services, life-
style, activities); to nature; to the country’s culture and history; to the building (e.g. 
house names) and to some miscellaneous features (e.g. names displaying ambiguous 
or unintelligible references). An interesting conclusion of the paper is that while the 
generic elements in the name forms all over the country inform guests about the types 
of the buildings or the tourist activities supposedly carried out in the establishments, 
the preferences of the semantic reference in the distinctive elements noticeably vary 
according to regions, especially when Zanzibar and Mainland Tanzania are compared. 
Names for accommodation establishments in some popular Mediterranean tourist 
destinations have also received considerable attention recently (cf. e.g. Herling 2012, 
focusing on Mallorca).

Alina Bugheşiu (2013) examines how the names of accommodation locations in 
the multi-ethnic and multicultural province of Transylvania (Romania) reflect the lim-
inal position of the region between “the almost utopian Mitteleuropa, Central Europe, 
and the sensuous Balkan world”, with respect to geography, politics, economy, soci-
ety, culture and linguistic features (quotation is taken from p. 82). The most frequent 
semantic references in the descriptive elements of the observed Transylvanian name 
forms include hospitality, qualities of the services provided, landscape, manmade land-
marks, fauna and flora, historical and mythical/folkloric elements or figures, typical 
behavioural features of the local people, ecological lifestyle, architectural characteris-
tics and the owner’s name. Wochele compares hotel names in Romania to those in 
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Italy concerning synchronic as well as diachronic aspects and to those in the German-
speaking countries with respect to their function in advertising (2007, 2009 and 2017, 
respectively). Names for guesthouses prove to be regionally specific within the German 
language area in itself ( Jehle 1996).

Some further papers are devoted to specific hotel names. Seidler-Lunzer and 
Wochele (2017), for instance, examine hagionyms (i.e. names of saints) appearing 
in the hotel names of different European countries and conclude that in Italy, France 
and Spain, where the Catholic Church has traditionally been influential, saints’ names 
could easily find their ways to all name types, including hotel names, which are very 
often based on the commemorative hagionymic names of the streets in which the hotel 
buildings can be found. In Romania, where the present influence of the Orthodox 
Church is significant, the use of saints’ names was frowned upon in the Communist 
Era; as a result, hotel name patterns still tend to avoid it.

Rossebastiano (2013) overviews the cultural and linguistic history of hotel 
names in Torino from the fifteenth century to the present day. Several early accommo-
dation names contained religious references, e.g. to the Three Magi, protectors of trav-
ellers in Medieval Europe; to their attributes (e.g. the three crowns); to their journey to 
Bethlehem (e.g. the morning star); or to some other biblical stories (e.g. the multiplica-
tion of fish and loaves to feed the multitude) and symbols of biblical figures (e.g. Saint 
Peter’s keys). In a later era, names referring to sign boards, heraldic signs, weapons, 
plants, exotic places and available good foods seem to have equally been popular in 
the area. While in the 19th century, names in French and names in the local Piedmont 
dialect fought their fight, today, as everywhere else, anglicized hotel names prevail in 
the town. 

In a previous article, the present author overviewed more than 300 names for 
accommodation establishments in Hungary (Bölcskei 2006). In addition to the dis-
tinctive and generic components, these names often included an extra constituent – or 
supplementary element, to use Sjöblom (2014: 95)’s term –, referring mostly to the 
hotel chain in possession, to the specialities of the accommodation facilities or to the 
high quality of the services offered. At the time of the survey, almost half of the observed 
name forms displayed a word order untypical in Hungarian, i.e. the generic preceded 
the distinctive component in the names; a tenth of the names lacked the generic ele-
ment; a fifth of them had no distinctive component whatsoever. The overwhelming 
majority of the name forms included one (sometimes two) distinctive constituent(s). 
These constituents most often served to localise (e.g. by using toponyms, or references 
to geographical entities, well-known institutions, buildings nearby) or to characterise 
the indicated lodgings (by referring to externals, building materials, the former func-
tion, the owners, the vegetation nearby, etc.), but several accommodation establish-
ments bore commemorative names (e.g. involving the name of the noble family who 
had formerly owned the edifice), names identifying conventional national values (e.g. 
mythological or literary figures, historical events, national symbols) as well as names 
evoking the images of medieval sign boards.
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4. The present survey: a case study of accommodation 
names in Downtown Budapest 

The main purpose of this paper is to highlight some specific linguistic characteris-
tics of present-day names for accommodation establishments in Downtown Budapest. 
Syntactic structures, variations of generics and semantic categories of specifiers used 
frequently in accommodation names are much less typical in most other types of 
names. Thus, the major concern of this overview is to explore the relationship between 
meaning, function and form in the observed name forms.

Data have been searched on specialised websites (booking.com, airbnb.hu, szal-
las.hu), thematic maps and portals (googlemaps.hu, trivago.hu) and the own web 
pages of the accommodation facilities. As a result, a corpus of altogether 350 accom-
modation names has eventually been compiled. Approximately sixty-six percent of 
the collected items are English names; almost twenty-five percent are mixed, Hunglish 
or multilingual forms; five percent are made up of Hungarian names and about three 
percent are monolingual foreign (Italian, French, Spanish, Icelandic, Korean and 
Japanese) name forms.

In the present paper, a qualitative rather than quantitative approach is adopted, 
as data show that in this case it is more adequate to catalogue the extreme variability 
in naming practices than to focus on the frequency rates of name types that are almost 
impossible to define. My hypothesis that the class and category of the accommoda-
tion establishment (cf. the different types of low, middle or highly-priced lodgings) 
influence the style of its name will be tested in the theoretical framework of cognitive 
semantics. Understandably, the study will also rely on several concepts of urban ono-
mastic landscape analysis.

5. The typology of the names for accommodation 
establishments in Downtown Budapest 

Based on the corpus of the names for accommodation establishments in 
Downtown Budapest, collected for the purposes of the present survey, firstly conclu-
sions will be drawn about the specific linguistic structures used in the name forms 
(5.1.). Secondly, comments will be made on the more or less typical generics identify-
ing the types of the referents, with the help of a single word, e.g. Domino Hostel (a hostel 
is “a large house where people can stay free or cheaply”, CED), or a multi-word phrase, 
e.g. Boutique Hotel Budapest (a boutique hotel is “a small, stylish and fashionable hotel 
that is not part of a chain”, situated typically in a central urban location, CED) (5.2.). 
Thirdly, information will be provided on the characteristic semantic categories of the 
specifiers advertising the lodging facilities by highlighting (one of) their attractive fea-
tures, with the help of a single word, e.g. Happy Hostel (referring to the atmosphere 
designedly offered by the hostel), or a multi-word phrase, e.g. Blue River Apartment 
(referring to the location of the apartment near the Danube, conventionally accepted 
as the ‘Blue River’) (5.3.).
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5.1. Linguistic structures of names for accommodation 
establishments in Downtown Budapest 
What Paula Sjöblom states regarding commercial names in general with respect 

to their phrasing, i.e. “their linguistic structure is varied and can be quite complex 
compared to that of other name types” (2016: 453), also stands for names for accom-
modation establishments. Using the terms specifier and generic in a functional sense as 
indicated above, the basic linguistic structural patterns of the observed name forms are 
overviewed below. Name forms including a single specifier can have a single generic, 
with the specifier standing at the beginning (e.g. Boomerang Hostel, Best Choice Hostel) 
or at the end of the name (e.g. Residence Parliament); more than one generic, with 
the specifier coming first (e.g. Central Studio & Apartment, Green Bridge Hostel and 
Apartments); and zero generic (e.g. Basilica, Midnight Joker). 

Name forms including more than one specifier (i.e. more than one character-
istic feature of the referent are displayed in the name) might involve a single generic, 
preceded (e.g. Stollar City Apartment), followed (e.g. Hotel President Budapest) or sur-
rounded (e.g. Anabelle Bed and Breakfast Budapest, Hello Puli Guest House Parliament) 
by the specifiers. Name forms with more than one specifier can also have more than 
one generic, after (e.g. Jazzy Vibes Parliament Hostel & Ensuites) or between (e.g. Central 
Studio & Apartment Budapest 2) the specifiers. Sometimes the name form consists of 
specifiers only, with no linguistically expressed generic (e.g. Downtown Deluxe, Ernesto 
near to Basilica). 

A special, characteristic structure of English names for accommodation estab-
lishments begins with the definite article the and includes a single specifier in front of 
(e.g. The Downtown Hostel) or after the single generic (e.g. The Loft Budapest); or in 
front of a double generic (e.g. The Magazine Hotel & Apartments). The definite article 
the sometimes is followed only by specifiers in the surveyed name forms (e.g. The Ritz-
Carlton Budapest). 

As neither the number nor the stock of the specifiers and the generics are 
restricted in the case of accommodation names, some pretentiously informative, 
extremely complicated, structurally very unusual (in fact, not necessarily onym-like) 
name forms can also be found in our corpus, e.g. Millennium Court, Budapest – Marriott 
Executive Apartments. The name has a reference to the building (Millennium Court), 
to the city (Budapest), to the hotel chain (Marriott) and to the type of the referent 
(Executive Apartments, i.e. “luxury apartments with premiere hotel services for long 
stays and all the comforts of home”, cf. MB). At times, seeking attention results in the 
adoption of advertising tricks in the designations of privately managed lodging facili-
ties, such as addressing guests directly, e.g. Your home in the city centre of Budapest; using 
catchy phrases instead of proper names, e.g. Lovely apartments in city centre; or creating 
transitional expressions between phrases and names, e.g. Red flowers apartment near 
Kálvin tér (with reference to the interior decoration, i.e. the carpet with large red flow-
ers in the bedroom, to the type and to the location of the referent, respectively).
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5.2. Generics of the names for accommodation 
establishments in Downtown Budapest 
Generics appearing in the observed name forms constitute a surprisingly varied 

stock. Generics in the corpus can be divided into four categories. Primary generics are 
(mostly conventional) expressions broadly identifying the type of the accommoda-
tion, without giving any further specifications about the lodgings, and include apart-
ment, apartment house, apartment rental, bed and breakfast, casa, club, estate, flat, guest 
house, home, hostel, hotel, house, inn, loft, palace, penthouse terrace, quarters, residence, 
rooms, studio, suites, H. szállások ‘lodgings’. Secondary generics feature (well-known or 
invented) specialized types of accommodation facilities, such as deluxe apartments, 
design apartment, executive apartments, luxury apartment, real apartments, spa apart-
ment, studio apartments, style apartment, suite apartment, vacation apartment; rent flat; 
art hotel, boutique hotel, city hotel, fashion hotel, grand hotel, luxury collection hotel, pré-
mium hotel, suiten hotel; cinema hostel, design hostel, lofthostel; rooms de lux; design studio; 
luxury suites. Ad hoc generics indicate accommodation facilities in a uniquely playful 
way, e.g. hostAID, nest. Multiple generics combine at least two (primary) generics, as the 
accommodation establishment offers different types of lodging facilities, see the mul-
tiple generics apartment/hostel; apartments & rooms; hostel & ensuites; hostel and apart-
ments; hostel, doubles & ensuites; hotel & apartments; studio & apartment in the corpus. 

It is worth mentioning that a generic might appear in several different forms in 
accommodation names. In the surveyed name forms, the primary generic apartment, for 
instance, sometimes begins with a lower case letter (e.g. Danube apartment), more often 
with an upper case letter (e.g. Colorful Apartment), very inconsistently; sometimes shows 
up in Hungarian (e.g. Garibaldi Apartman), but appears more often in a foreign language 
(mostly in English, e.g. Blue Central Apartment, rarely in French, e.g. Appartement vue 
Danube et Parlement, in Italian, e.g. Apartamento Budapest, in Spanish, e.g. Alojamiento 
Budapest) in foreign names; sometimes it occurs in abbreviated forms (e.g. Parigi A, 
Little Corner Apt); and, confusingly enough, once turns up in a misspelt form (e.g. Hello 
Downtown Appartment – Eiffel). It is sometimes used in the singular (see the examples 
above), less frequently in the plural (e.g. Royal Danube Apartments, a collective name for 
independent apartments in 7 separate buildings). Additional variations include compound 
primary, secondary and multiple generics involving the expression apartment (see above).

A further interesting point to note in connection with the generics in accom-
modation names is that their semantics is usually quite vague. For example, in the 
examined corpus not all of the accommodation establishments indicated to be hotels 
in their names are hotels in the standard sense of the word; some are actually sim-
ply redesigned apartment houses: e.g. Altas Hotel, Hotel SasOne. Modelled on some 
established secondary generics (usually for hotels), new ones are created regularly by 
imposing the same restriction on the different types of accommodation, see city hotel → 
city apartment, city hostel, city rooms; design hotel → design apartment, design hostel, design 
studio; luxury hotel → luxury apartment, luxury collection hotel, luxury suites; spa hotel → 
spa apartment in the corpus.
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5.3. Specifics of the names for accommodation 
establishments in Downtown Budapest 
In fact, names for 5 and 4-star hotels in the corpus are quite different from those 

of the more modest accommodation establishments. In the latter group, names having 
a single specifier must necessarily be analysed separately from names displaying more 
than one specifier. The form and the language of the name obviously reveal the target 
audience.

Names for 5-star hotels of famous chains mostly consist of the name of the hotel 
chain and a reference to Budapest as specifiers, and the lexeme hotel as a generic, in an 
optional order, e.g. Budapest Marriott Hotel. Sometimes an extra specifier, an identi-
fier is also added, e.g. Kempinski Hotel Corvinus Budapest (named after King Matthias 
Corvinus, late 15-century ruler of Hungary); the type of the hotel is specified, e.g. 
Iberostar Grand Hotel Budapest (a grand hotel is usually a luxurious hotel in a traditional 
building), or the word hotel is skipped entirely, e.g. The Ritz-Carlton Budapest (NB 
the name begins with the definite article as an additional identifier), InterContinental 
Budapest. Occasionally, the name of the hotel chain is added as a prepositional phrase, 
e.g. Aria Hotel Budapest by Library Hotel Collection (a themed hotel, dedicated to music 
by the known hotel chain); or is left out from the name form, e.g. Párisi Udvar Hotel 
Budapest (preserving the still used Hungarian name of the early–20th-century ground-
floor shopping arcade instead). Names of famous buildings housing the hotel, e.g. Four 
Seasons Hotel Gresham Palace (originally the early–20th-century Budapest headquar-
ters of the London-based Gresham Life Assurance Company), or being in the vicinity 
of a landmark, e.g. Sofitel Budapest Chain Bridge (next to the bridge) can also serve as 
identifiers in these names.

Names for 4-star hotels in the corpus might also contain the name of the chain 
owning or operating the hotel and a reference to Budapest (downtown), e.g. Eurostars 
Budapest Center, Mercure Budapest City Center. Traditional extra specifiers can also be 
added, e.g. Mercure Budapest Korona (H. korona ‘crown’, in allusion to the Three Magi, 
protectors of travellers in Medieval Europe, cf. Rossebastiano 2013: 203). Apart from 
the name of the hotel chain, that of the building in which the hotel can be found is 
often included in the name forms as well, e.g. Matild Palace a Luxury Collection Hotel 
Budapest (Matild Palace is a popular former nickname of one of the Clotilde Palaces, 
built on the initiative of Marie Clotilde, Archduchess of Austria at the turn of the 19th 
and 20th centuries), Hotel Zenit Budapest Palace (a name contextually invented for 
the building, presumably by the hotel chain itself). There is also an example of a loan 
name: Danubius Hotel Astoria (the first manager of the hotel, which opened in 1914, 
allegedly worked at the Waldorf-Astoria hotel in New York for a while and transferred 
its name to Budapest). Secondary generics identifying special types of hotels are con-
spicuously numerous in the category, e.g. Bohem Art Hotel, Boutique Hotel Budapest, 
Estilo Fashion Hotel, Starlight Suiten Hotel Budapest. Specifiers expressing superiority 
are also very common, e.g. Hotel President Budapest, Prestige Hotel Budapest, Residence 
Baron Hotel, La Prima Fashion Hotel Budapest.



610  •  Andrea Bölcskei

The observed name forms suggest that the lower number (or lack) of stars of 
the accommodation establishments is very often compensated with attractive names. 
In fact, the names for (independent) lodging facilities offering mid-range, budget or 
limited services are typically more varied both in structure and in the semantics of the 
specifiers than those for elegant chain hotels. If they have a single specifier, it can refer 
to a well-known building, a tourist hotspot nearby (e.g. Residence Parliament, Apartment 
Basilika, Great Market Hall Apartment), the vicinity of the Danube (e.g. Danube apart-
ment), or a famous park, garden (e.g. The Olympic Apartment, near the Olympic Park; 
Károlyi Garden | hostAID2). 

Several such single-specifier accommodation names are derived from the name 
of the street or square where the indicated building can be found (e.g. Perczel Studio, 
in Perczel Street; Ferenciek Tere Apartments, in the square called Ferenciek tere); 
sometimes combined with the number of the building in a full or abbreviated form 
(e.g. Hotel SasOne, address: 1 Sas Street; Garibaldi 5 Apartments & Rooms, address: 5 
Garibaldi Street; Apartment B25, address: 25 Balaton Street). Not only official, but also 
informal street names (e.g. Fashion Street Studio, Fashion Street is the commercial name 
for the pedestrianised Deák Street with shops of several world famous fashion brands), 
general terms (e.g. Walking street Hostels, in the pedestrian area of the city centre) and 
slang toponyms (e.g. Little Chicago, Chicago is a slang term for the 7th district, because 
of its grid streets and high population density) are used in the name forms. The central 
location of the lodging facility (e.g. City Rooms, The Downtown Hostel, Center Studio), 
or the scenic view (e.g. Museum View Apartment) is often emphasized. The adoption 
of exotic place names usually reflects a hotel theme (e.g. Marmara Hotel, because of 
its oriental interior design). Interior design can expressively be advertised in the name 
as well (e.g. The Magazine Hotel & Apartments, because of interior design inspired by 
urban life magazines). 

First names, especially female names (probably to convey the idea of caring), 
are very typical as single specifiers in the latter group of name forms (e.g. Gerda 
Apartment), but male names are used as well (e.g. Jackquaters); also in the possessive, 
probably referring to the manager of the place (e.g. Sophie’s Apartments, Zsolt’s apart-
ment). In addition, travel or estate agencies might provide lodgings under their names 
(e.g. Hótel – Heimsferða, Immo1 Apartments). 

Positive images concerning luxurious lifestyle, relaxation or feeling at home are 
often evoked in the names (e.g. Luxury Apartment, Balance Home). Names referring to 
symbols resemble medieval names attributed to sign boards (e.g. Lion Prémium Hotel). 
Sometimes the single specifier is a positive adjective stressing what a great choice the 
accommodation is (e.g. Best Apartments). Names rooting in contemporary popular 
culture (e.g. Hostel California, cf. the Eagles’ song “Hotel California”), or displaying 
puns (e.g. B – Ace Apartments, very good apartments [ace] in Budapest [B], be smart 
[be ace] to choose them) are rare. The reference of some specifiers is ambiguous (e.g. 

2 Playful, flashy visual design (inserting a vertical bar, mixing lower and upper case letters) 
is obviously an important feature of this name.
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Ferenc’s Home, Ferenc is a common Hungarian male name and the apartment is in 
Vigyázó Ferenc Street), misleading (e.g. Hotel buda, not in Buda district), or unknown 
(e.g. KBS Apartman).

Some accommodation facilities relatively close to one another in Downtown 
Budapest bear themed names (which might easily be the sign of common manage-
ment). In the corpus, lodgings named after famous Hollywood actors can be found: De 
Niro Apartment, Fonda Apartment, Pit Apartments; as can popular music genres: Soul 
Apartment, Blues Apartment; and, most perplexingly, exotic soups: Tinola Apartment (a 
Filipino chicken soup), Lohikeitto Apartment (a traditional Finnish salmon soup), Miso 
Apartment (a traditional Japanese soup including miso paste). 

Names with more than one specifier combine the references listed above (e.g. 
Oscar’s Budapest Apartments; Downtown A15, in 15 Alkotmány Street; Bed And Bridge 
Budapest Apartments, a rental flat next to Liberty Bridge); or add to one of them 
a further reference, such as size (e.g. Mini apartman Budapest), greetings (e.g. Hello 
Downtown Apartment – Eiffel), valuable items (e.g. Amber Gardenview Studios), pleas-
ant memories (e.g. Hotel Memories OldTown), locally known places (e.g. Osiris Budapest 
Apartments, after the office of the book publisher Osiris), special connotations (e.g. 
ELTE Peregrinus Hotel, which used to be a student hostel as well as an office building 
of ELTE University in the second half of the 20th century; the name evokes cultural 
knowledge regarding journeys for education in early modern Europe and the establish-
ment is still owned by ELTE University).

Some names include an allusion to a well-known hotel chain (e.g. 7Seasons Central 
Suites, cf. Four Seasons, a luxury hotel chain); or display the name of a local accommo-
dation chain (e.g. Dfive Apartments – Danube Corso, D Five Regi Posta and Vaci, d.FIVE 
Classic Luxury Apartment). Sometimes references are compressed into blends (e.g. 
Feodorm Apartments, a first name, in all probability, is combined with the abbreviation 
of the word dormitory); or in abbreviations, not always in an instantly intelligible way 
(e.g. To MA Apartments). Unusual typography is exceptional in the names of the corpus 
(e.g. MetrOflat Apartments 1). A couple of designations purely describe or advertise the 
place (e.g. Art Deco luxury in the downtown; Luxurious Apartment Near Parliament). 

The form and/or the language adopted in the names usually demonstrate the 
target audience. A pleasant experience dedicated to younger generations is expected 
in lodgings named Apartman 4 You, Y Generation Downtown, Yolo Apartment Budapest 
(yolo is an acronym for ‘you only live once’), Hi5 apartment 67. Most accommodation 
names on Google Maps are in English to access a broad, general audience; the specifier, 
even if it is based on a Hungarian name beneficial in orientation, very often is translated 
into English, presumably to make it easier to recall the name, e.g. Bastion Hotel Budapest 
(in Bástya ‘bastion’ Street), Kecskemit palace (in Kecskeméti Street, cf. the street name 
is derived from the name of the town Kecskemét in Central Hungary, which some-
times appears in English as Kecskemit). One can also discover some Hungarian 
(e.g. Parlament Anna 2 Apartman), Italian (e.g. Apartamento Budapest), French (e.g. 
Appartement vue Danube et Parlement), Spanish (e.g. Alojamiento Budapest), Icelandic 
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(e.g. Hótel – Heimsferða), Korean (e.g. 최고집민박), Japanese (e.g. Titaru House, in 
Romanized form) name forms on Google Maps. Interestingly enough, lexically (e.g. 
Dorothy Apartman, consisting of an English specifier and a Hungarian generic) and 
syntactically hybrid Hunglish forms (e.g. Patricia és Georg’s rezidenciája, combining 
the English -s genitive on the first names and Hungarian -ja, the third person singular 
possessive suffix on the generic, cf. also the application of the Hungarian coordina-
tor és between the first names) as well as multilingual, mixed forms (e.g. Apartamento 
Bazilika Eagle Eye, made up of Italian, Hungarian and English components, respec-
tively) can also be found among the surveyed accommodation names.

6. Conclusions
Data presented in this paper have shown some special features of accommoda-

tion names. In these names, neither the number nor the order of the specifiers and the 
generics are fixed; as a result, extremely complicated, structurally unusual, less onym-
like forms can evolve. Mostly varied, but semantically vague, sometimes invented 
generics are used in different standard and non-standard forms in the names. Specifiers 
in names for 5 and 4-star hotels typically indicate the hotel chain, the type of the hotel 
or have a reference to Budapest, the name of the building turned into a hotel, a land-
mark nearby or the idea of superiority. At the same time, specifiers in names for bud-
get lodgings are usually practical and informative (referring to locality, interior design, 
management, the idea of feeling at home), or, in contrast, pretentious (referring to lux-
ury, popular culture, fun). Interestingly, clusters of semantically connected names for 
nearby budget accommodation facilities can also be observed in Downtown Budapest. 

Names for tourist accommodation establishments are undoubtedly important 
constituents of the multicultural space in today’s Downtown Budapest. These name 
forms are typical commercial names, so they have multiple functions in communica-
tion, such as giving information about the facilities, assisting spatial orientation, adver-
tising the accommodation among people from very different cultures and linguistic 
background. To achieve these goals, names for tourist accommodation establishments 
display a vast array of unique generics and a set of extremely creative specifiers, com-
bined in several various ways, leading to a potentially unrestricted number of glocally 
attractive name forms.
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