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Intervention 1
Jean-Yves AGARD
Socio-anthropologist, Chair ACME : Arts, culture and management in Europe

Regional languages and regional development?
Translation: Kevin Halliwell

Can linguistic identities, by virtue of their markers
and their elements of differentiation, help to boost
the attractiveness of regions and / or social
cohesion ?

 Key points
In light of examples of
regions that are known for
and recognised by their
strong identity, it is
essential to put minority
regional languages at the
heart of tourism
development.
To do this, several
concepts need to be
mobilised, including
territory and identity, but
also the concepts of
authenticity and tradition.
Essentially, a postmodern
approach to tourism
development should be
adopted in order to
promote social cohesion
internally, and an
authentic experience
externally.

The debate around regional languages as a
factor in regional development raises the
emerging and often controversial notions of
identity, territory, diversity and culture. In this
context, and in order to address the issue calmly
and collectedly, it is essential to put any
emotional involvement aside and to maintain a
certain distance from current political events (e.g.
the failure to ratify the Charter on Regional
Languages) and anthropological events
(imminent disappearance of the remaining
“natural” speakers of some minority languages).
While it is now generally accepted that language
promotes social cohesion through different forms
of socialisation, particularly in terms of
identification, membership and involvement of
stakeholders in communities and across a region
(LAMBERT. et al, 1960 – FRANCARD et al 1993-94), we shall
attempt to examine whether positive linguistic
affirmation and the mobilisation of the language in
all its dimensions (symbolic, iconographic,
communicational, cultural, commercial, etc.)
promotes differentiation and enhances the
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attractiveness of creative regions as defined by
HAGOORT et al., (2008) and HAGOORT (2009).
Our analysis will focus on a specific area: the
Périgord region of France.
In areas with a strong sense of identity
(comparable to the Périgord) such as Catalonia,
the Basque Country and Brittany, there is a
strong link between three factors:
• the language is widely used
• there is a pride in belonging
• the cultural and communication policies aim to
make use of the minority language.
We now need to consider whether we can say the
same applies to the Périgord. Is the regional
language valued and used to the same extent by
local
stakeholders
(institutions,
cultural
stakeholders, creatives, economic players) as a
strategic resource, as recommended by the
definition of a “creative destination”? Complying
with this definition would require all stakeholders
to operate in strong, non-hierarchical networks in
a spirit of emulation rather than competition
(putting into practice the concept of PARATGE).
In other words, we need to assess how far
linguistic identities can act as social and
economic supports. More specifically, we shall
ask whether the Périgord qualifies as a “creative
destination” as defined by RICHARDS (2001), i.e.
as an area “where creativity has emerged as an
additional positioning device [using culture]”
(PRENTICE, ANDERSEN, 2003).

Regional minority languages as a strategic
resource ...
If we take the approach that regional languages
breathe life into the region, the following two subquestions arise:
1. Is the minority language, as the primary marker
of identity, an effective differentiation factor for
the area?
2. Does using and mobilising the language, i.e.
harnessing notions of authenticity, tradition and
sense of belonging, make the area attractive
externally (i.e. to tourists) and enhance social
cohesion internally (i.e. for the local population)?
But first we need to deal with some controversies
that stymie the debate and that we will be unable

3

to resolve here. We will address them, for the
record, in question form:
1.
Is the revival of a language, as a conveyor
of identity, solely a matter of national identity vs.
regional identity, or even particularism vs.
universalism?
2.
Is it an intractable dilemma between the “res
publica” of the modern social contract that
emerged from the 19th century vs. ethnism or
even cultural isolationism?
3.
More anthropologically speaking, are we
reviving some bad old refrains that promote a
“rejection of the other” or a plea on behalf of
“those like us”?
In contrast, can the relationship between regional
territory, language and identity also be addressed
with an open mind as a legitimate examination of
a new “post-modern societal covenant” as
MAFFESOLI (2013) and KRISTEVA (2013) suggest.

Key point
“A territory that does not speak
does not exist or has ceased to
exist”

It is now time to analyse the concepts that come
into play in the debate, following which we will
address the internal and external influences of
minority languages as a factor in developing
tourism.
When speaking of regional and minority
languages, we need to define several
concepts more precisely, not least that of
regional territory:
It is very difficult to clarify the notion of territory
since many definitions coexist, not just within
certain disciplines (e.g. economic geography,
history and anthropology), but also because of
the way it is used by the different stakeholders,
who often take contrasting objective and
romanticising approaches. Think, for example, of
the different ways one and the same name for a
regional territory has been perceived depending
on the moment in history. How does Richard the
Lionheart’s 12th century Aquitaine compare to
Aquitaine as an administrative region of the Fifth
Republic? What is the Périgord of the 21st century
tourist to the linguist who specialises in Romance
languages?
A recent study by the General Council of the
Dordogne (2013) reveals that maps covering the
Dordogne-Périgord area can show a variation of
between 100 to 200 km in all directions of the
compass, encompassing several other territories,
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deserting all or part of the current administrative
area and adding other areas and sites that are
not directly related to it.
Which map do we choose then? Which is the
most appropriate for regional development and
tourism policy?
Being fully aware that, anthropologically
speaking, the map does not define the territory,
we would tend to suggest a map of an area that
provides the greatest possible “consistency” and
includes a major criterion: culture. Accordingly,
great account should be taken of historical and
linguistic criteria (with all the complexity that
implies). In addition, we must also consider the
more contemporary or postmodern notions of
multiple cultural identity or overlapping identity,
which enable us to understand identity in terms of
an opening up rather than a turning in on or
enclosing a defined group identity.
A regional territory is also an ethnographic
experience!
When a tourist arrives in Brittany, everything
around him tells him that he is in Breton territory.
The same goes for the Basque Country. The
geography of place, architecture, signage,
colours, shops, pennants, flags and monuments;
the way people come together to celebrate the
region, along with retailers’ advertising billboards,
all speak of, express and denominate the regional
territory.
He doesn’t need a doctorate in semiotics to
realise that he has arrived in a new regional
territory; the collective imagery “tallies” with his
perceptions. If we were to repeat the experiment
for the Périgord, the result would be much less
conclusive because so many features are
missing. Signage in particular. Signs and signals
are either non-existent or not very stable,
inconsistent or do not “speak” to visitors or
residents (c.f. the Département’s logo).
Which leads me to affirm that a regional territory
that does not speak does not or has ceased to
exist!
Hence the need to feed the collective
consciousness by coming up with signs that
speak to people and offer a coherent cultural
identity. These should, in the first instance, target
regional stakeholders (i.e. locals) so that they can
take them on board and use them in their
everyday lives (both personal and professional).
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Clearly, these signs should also be meaningful to
visitors.
Similarly, the concept of identity still needs to be
defined.
While identity was often used as a synonym for
culture, AVANZA and LAFERTE have shown that
this notion has been much criticised since the
1960s (AVANZA, LAFERTE, 2005). The constructivist1
and interactionist2 approaches consider identity
as a construct rather than as a given (BERGER,
LUCKMAN, 1966; GOFFMAN, 1963). Similarly, ensuing
essentialist notions of identity3, which considered
identity as an intangible, non-negotiable given,
have been widely criticised (BOURDIEU, 1980 THIESSE
1999, BRUBAKER 2001).
More specifically, and by way of illustration, the
regionalist movements of the 1970s, particularly
in Europe, that demanded recognition of their
“historical continuity, a truer, more authentic,
older and deeper culture than the dominant
national culture”4 were accused of essentialism
by BOURDIEU (1980), and later by THIESSE
(1999). This revival of the essentialist approach is,
first and foremost, revealing of the links and
tensions between different levels of identity
(collective, social and individual). In addition, it
highlights strategies for groups and individuals
who use authenticity to embark on a historic
reconstruction of their identity.
Once seen as timeless realities, the “identity
checklist” (LÖFGREN, 89) consisting of a specific
language, flag, folklore, music and gastronomy is
now seen to be “denaturalised”, the product of a
social construct and a history in which power
struggles, control of borders and definitions of
social groups intertwine.
1

Constructivism: a sociological theory that tends to consider social reality as a process of permanent
construction and that proposes analytical models that reflect this perspective (ANSART, 1999)
2
Interactionism: this branch of sociology brings together a number of approaches that constitute
interactions (reciprocal, voluntary or involuntary actions by various actors involved in a situation or a
system that causes the transformation of the situation or system) between actors as fundamental
explanatory elements of the concrete forms and structures of situations and systems (BERTHELOT, 1999).
3
Notably in political contexts involving a strong assertion of identity (the Black Panthers in the USA, for
example).
4
AVANZA M., LAFERTE G., (2005), Dépasser la ‘construction des identités’? Identification, image sociale,
appartenance, Genèses 61, December, pp.135-136
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Key points: Critique of the term
“identity”. Following Avanza and
Laferté, we now need "to understand
how a nation or a region, no matter how
“invented” it may be, has managed to
assert itself as a self-defining principle
for a group of individuals."

If we are to get beyond these opposing notions of
identity, i.e. the essentialist views that see identity
as pre-existing and fixed, and the hyperconstructivist approaches that maintain that
identity is constructed or that “tradition is
invented”, we need to follow AVANZA and
LAFERTE (2005) “to understand how a nation or
a region, no matter how “invented” it may be, has
managed to assert itself as a self-defining
principle for a group of individuals”5.
Given these conflicting meanings, the term
“identity” ought then to be reserved for a category
of practice (rather than a scientific category),
while three new, less loaded and less
controversial concepts have been suggested by
researchers6: identification, social image and
sense of belonging.
The link between “creative regions” and
territories with a strong identity
While the definition of “creative regions”, as we
have already pointed out, expressly references
the need for a strong cultural identity (HAGOORT,
2009), the issue of linguistic identities and their
relationship with the creative industries (C.I.) has
only been addressed in a few studies (PRENTICE,
ANDERSEN, 2003; NAGY, 2008). In contrast, the regional
identities / C.I. relationship has produced a wealth
of seminal studies that have approached the
subject from a number of different angles,
including cultural policies (GOMBAULT, 2009; CAVAZZA,
2002), sociology of tourism (COUSIN, REAU, 2009),
cultural tourism (RICHARD, 2000; GOULDING, 2000
RICHARD,
WILSON,
2007),
tourism marketing
(BERGAADÀ, 2008; BERGAADÀ, LOREY, 2010), and, of
course, marketing strategy (DION, RÉMY, SITZ, 2010)7.
Two notions seem to systematically cut across
these approaches: “authenticity” and “tradition”.
However, when used to examine the relationship
between linguistic identity, regional territory and
creative industries, these concepts do not cover
exactly the same meanings, depending on the
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Ibid. p. 139
Ibid. p. 140
7
Which addresses a theme that is highly revealing of our current concerns: “regional sentiment as a
marketing lever”
6
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approach used. Consequently, and without
wishing to close off the interdisciplinary debate,
we need to provide some definitional clarification
straight away.
Authenticity: a fragile concept
Depending on the area of application and use,
the term “authenticity” can be defined as the
quality of that which is essentially intrinsically and
eminently true, or the quality of that which is
documented, certified as original or officially
recognised, when the term is applied to things.
When applied to people, it means that their
authority, experience and truthfulness are
indisputable and incontestable. It can also be
linked to notions such as sincerity, naturalness
and a lack of affectation8.
Let us now look at how the disciplines covered by
our study have deployed the meaning.
Firstly, postmodernism has had a strong influence
on contemporary anthropologists’ acceptance of
the concept, particularly as regards addressing
issues such as the weakening of “grand
ideological narratives” (LYOTARD, 1986); the return of
“local values” (along with a sense of belonging
and emotional sharing (WARNIER, 1999; MAFFESOLI,
2000, 2013); “neo-tribalism” (reaffirming the need for
proximity); “mythologising” (within a territory); and
“Babelisation and globalisation” (where each
territory secretes its mode of representation)
(MAFFESOLI 1988, 2000).
Consequently, anthropologists now believe that
“authenticity”, in the narrow sense as described
above, may not be fit for purpose, particularly
when it comes to examining the degree of
essentiality of cultures or cultural facts in the
broad sense. Indeed, the usual definition
automatically implies that the cultures are “pure”,
clearly separated and fixed in their traditions.
History shows that there is no such thing as a
“genuine” culture (GRUZINSKI, 1999). Cultural
isolates are a political illusion that does not stand
up to analysis. Mixing, hybridisation and
appropriation have always existed, and
anthropologists have even gone as far as to
create a neologism: “acculturation”9, with a view
8

As opposed to artificial, unnatural, false, spurious, insincere, dubious, uncertain, affected unreal.
According REDFIELD, LINTON and HERKOVITS (1936), acculturation is “those phenomena which result
when groups of individuals having different cultures come into continuous first-hand contact, with
9
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to replacing the fixist term “culture” and
emphasising the idea of a process of perpetual
contact that undergoes multiple influences
(REDFIELD, LINTON, HERKOVITS, 1936).
Thus, according to AMSELLE (1990), cultures are
first and foremost ethnological and historical
constructions that are often exploited for political
purposes. He goes even further when he calls
into question this “ethnological logic” that
“extracts, classifies, purifies and separates
cultures”. As an alternative, he proposes a
“Mestizo logic”, i.e. a continuist approach that
emphasises indistinction and the originary
syncretism in all cultures, a mixture whose parts
are inseparable. LAPLANTINE and NOUSS (2001)
drove the anthropologist’s nail in the coffin of a
rationalist and Cartesian mind-set that was “used
to keeping things separate.” These researchers
believe that “Mestizo intermixing does not lead to
an indistinct fusion or syncretism, but to a fruitful
confrontation”10.
In summary, for the social sciences, if the word
“authentic” in its common contemporary sense
refers to an object or a phenomenon that is
original or real, HEINICH (1999) explains that
authenticity, like identity, refers to an “external
construction of the status of the object, in
accordance with constructivist sociology.”
Authenticity
therefore
requires
evidence
(pedigree, genealogy, certificates, etc.), indices
(marks, patina, bruises, symbols, signs,
emblems, flags, labels, etc.), actions (“historical /
mythological” facts, classification, attribution,
designation of territorial origin), frameworks
(reliquaries, shrines, museums, institutions,
reference territory and landscape). But this whole
“arsenal” only reveals the fragile nature of the
concept and highlights the fact that it is the result
of a “social construction.”
This is why, as NAGY (2008) points out,
anthropologists, “generally avoid using this term
owing, of course, to its ambivalence and its
permanent reference to a “real” / “false”
dichotomy. Consequently, they employ vaguer

subsequent changes in the original cultural patterns of either or both groups”. Contemporary
anthropology sometimes presents this concept as synonymous with culture.
10
They define miscegenation as “a dynamic and destabilising readiness to understand, take on board or
encourage diversity and cultural enrichment. A necessary toing-and-froing between the need for a stable
identity and the quest for otherness.”
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vocabulary, using terms such as “symbolic”,
“significant” and “relevant”.
In management science, marketing uses the
concept to analyse consumer behaviour,
measuring the different levels of “perceived
authenticity” in experiential events involving a
specific context and object (a cellar tasting of an
A.O.C.11 wine when visiting an exhibition by a
painter in an historic family château, for example,
or when foreign tourists discover a facsimile of a
cave in the Périgord). It must be pointed out that
this is no longer authenticity in the strict sense,
but “perceived authenticity”, which implies the
notion of social representation as used in social
psychology (FISCHER, 1987; MOSCOVICI, 2000).
Thus, as HEINICH (1999) so pertinently points out
in her constructivist analysis of the contemporary
art market, authenticity is not “a substantive
quality, an essential part of the object, but a result
of the way the object is viewed.”
In this specific acceptance of “perceived
authenticity”, COVA V. and COVA B. (2001) link
the notion with the concept of origin, which is
attached to four main dimensions:
1 - temporalisation / history
2 - spatialisation / territory
3 - socialisation / tribe and local mediators,
4 – naturalisation: materials and human action.
Other authors go even further, such as CAMUS
(2002) when addressing authentication strategies.
He speaks of an archaeological world that refers
to history in terms of space when territorial issues
are involved; in terms of ritual when describing
links with small social groups (tribes); a natural
world when describing the materials used; an
inspired world for productions whose signature is
crucial; and, finally, a technical world when the
focus is on human action and procedure.
“Tradition”: a concept that goes hand-inglove with authenticity
Let us now turn to the notion of “tradition”. We
note first of all that it appears regularly in and is
closely linked to academic definitions of
authenticity. Authenticity and tradition seem to be
taken together without the relevance of the
meaning of the two terms or the semantic link
attributed to them ever being questioned
11

A.O.C. : Appellation d’Origine Contrôlée
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“Tradition can only be conceived of
in relation to modernity”
(GAUCHET, 1985)

12
13

objectively. Yet the concept of tradition has been
widely debated in the fields of anthropology,
ethnology and history. Its current meaning,
according TO HERVIEU-LEGER (1999), refers to
“all the institutions, norms, beliefs, rituals,
knowledge and know-how that are imposed on
society, groups and individuals in the name of
continuity between the present and the past.”
This helps us better understand its proximity of
meaning and close relationship with CAMUS’
(2002) notions of “authentic natural worlds
[materials and actions] or “technical world” [way
of doing things] referred to above.
From a sociological point of view, GAUCHET
(1985) only conceives of tradition in relation to the
notion of modernity12. He points out that modern
societies are governed by “the imperative of
change” whereas traditional societies are
governed by “the imperative of continuity.” For
WEBER (1921 orig., 1971), traditionalism refers to a
universe of collective meanings, which generates
the propensity to “accept everyday reality and
believe it is a standard for action.” It requires
people “to comply with a code of meaning
transmitted from generation to generation.”
Similarly, for the ethnologist BALANDIER (1988),
through tradition, the past provides a basis for
action in the present. It is a “legacy that defines
and maintains order, by deleting the transforming
action of time [...].”
Nevertheless, the past (however long) referred to
may be entirely invented (HOBSWAM, TANGIER, 1983).
These authors believe that tradition13 is not
simply repetition and that the distinctive mark of
tradition is to actualise the past in the present. It
is therefore not a fixist view, but a dynamic one
that enables the present to incorporate the
innovations and representations it requires.
BALANDIER (1988) harnesses this notion to
suggest three ideal types of traditionalism:
• “Fundamental traditionalism”, which involves
a zealous adherence to a conception and
representation of authenticity. It is a fixist
concept, based on “a” doxa, a doctrine, a
reference to a norm that is socially recognised
within a given social group. For the regional
territory that concerns us and by way of example

Contrasting the way traditional and modern societies recognise and understand change.
As we saw above when discussing the notion of identity.
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of this taxonomy, we might think of the “Lo Bornat
dau Périgord” association that emerged from the
Félibrige movement, one of whose social aims is
to promote the use of Occitan according to a
doxa and respect for an “authenticity,” but for
which their detractors accuse them of “folklorism”.
• “Formal traditionalism”, which makes use of
forms that are upheld (continuity of appearances),
but incorporates elements of modernity. In the
context of C.I., we can connect this type of
traditionalism with regional gastronomy (“Périgord
cuisine”, for example), craftwork (knives from
Nontron – the oldest safety catch pocket knives in
France), and craft art.
• “Pseudo traditionalism”, in which tradition is
reinvented or “re-constructed”. It appeases
change by giving it a customary, soothing
appearance. In terms of experiential and / or
tourism marketing, we might think of setting up
tourist attractions where tourists will be able to
fulfil their desire for “continuity” and for “stable
benchmarks of authenticity”; notwithstanding the
many critics who subscribe to a different
conception of authenticity and label such
practices as “fraudulent”. Here we can think of
examples such as the reconstruction of medieval
villages, 19th century artisan villages, or
prehistoric parks.
In summary, the position taken by contemporary
anthropologists is to consider tradition as part of a
dynamic conception of change rather than in
terms of structural stability. Thus, following a
deconstructionist approach, HOBSBAWM and
RANGER (1983) stress that “traditions are volatile,
historically dated, reconstructed for political
purposes.” BAYART (1996) continues in the same
vein, affirming that “some ‘cultural traditions’ that
are thought to be very old are very recent [...]. He
points out that harnessing tradition is in line with
the notion of “identity strategies”, where groups
and communities take ownership of images,
representations and symbols to assert their
autonomy as part of a political mobilisation
strategy (founding myth, heroes, events, places
and territories, etc.).

*Key points:
Anomie must be replaced
by a pride in belonging

Having discussed the concepts used, and in
order to provide an assessment of the current
state of play, we will now turn to the recent
sociological and historical movements that have
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served as a template for the abandonment of
regional languages and their resulting impact on
the (non- ?) development of regional territories.

“The local identity must become
an umbrella brand.”

At the domestic (i.e. French) level, years of
Jacobin-style centralising policies (which no
doubt have their plus points) have nevertheless
proposed models of “distinction”, in Bourdieu’s
sense of the term (BOURDIEU, 1978), fashioned
along Parisian lines (in culture, music and
especially television) which actually result in a
standardisation of aspirations and desires.
Consequently, most local cultural policies (at
regional level) are or were carbon copies of those
of the Parisian elite, albeit implemented with
much less funding and far fewer resources.
In addition, at a second, more universal level, the
last twenty years of intense globalisation have
accelerated the “distinction / standardisation”
process, the first consequence of which is disidentification. Globalisation, particularly as
regards cultural capital, would appear to offer an
individual and group distinction strategy based on
a land grab of the cultural attributes produced by
globalisation (especially in film, music, high-tech
and video), resulting in an “Americanised”
“Disneyfied” cultural offering that leads to a
devaluation of the local culture, its belittlement
(involving shame) and, crucially, an abandonment
of the (local) cultural capital as a source of
innovation and development.
As a result, what is deemed to be sophisticated,
distinguished, to be copied, imitated and created
appears to come from far away and definitely not
from the local environment. An artist and his work
are only valid, only worth taking into account,
worth seeking out and worth funding, if he is part
of the international elite. The trivial adage is thus
confirmed: “no artist is a prophet in his own land.”
However, alongside this movement, researchers
have noted a counter-movement involving a
postmodern approach that has resulted in the
“glocalisation” phenomenon. In this respect,
MAFFESOLI’s work (2013) on tribes confirms that
the need for a hedonistic sense of identity has
been reinforced in the aspirations of the 21st
century individual.
He announces a “post-modern societal pact”
based on a quest for affect, tradition and
authenticity in which individuals are driven by
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their appetite for experience and initiation as part
of a multi-membership identity system.
Similarly, KRISTÉVA (2013), addressing this
standardisation
of
cultural
references
(globalisation) and loss of bearings and values,
especially among the younger generations who
are experiencing a sense of “decoupling”14 from
their original communities, proposes “reliance”
through culture (in the anthropological sense) as
a creative resource, thus establishing the
relationship between identity and social cohesion.
These simultaneous movements appear to have
produced the “glocal” phenomenon, which has
led, on the one hand, at the global level, to the fall
of the great utopias15 and a flight from uniform
symbols and the standardisations they entail.
Whereas, on the other hand, at the local level, it
involves a quest for local specialities, roots,
diversity or even the exotic on the doorstep. For
the “consumer-tourist”, this means a quest for an
authentic mental imagery and experience16.
Towards action: the components of the new
societal pact
Turning to the new societal pact, it could follow
MAFFESOLI’s
approach
(2013)
and
be
underpinned by a proactive policy to improve
social cohesion through cultural leverage and
foster a sense of belonging by appealing to the
emotional
level,
including
interindividual
recognition.
Firstly, this would involve breaking with the
anomie that results from insufficient social
regulation of individual aspirations that some
individuals feel frustrated with in their local area,
and where they experience the culture from which
they come with a sense of shame or indifference;
and secondly, boosting a sense of pride in
belonging to the area, by using culture to fertilise
the land.
In short, this pact would tend to revive the desire
to participate, undertake, do and act locally,
within the region.

14

Lack of a sense of belonging.
In line with Weber’s notion of disenchantment resulting from a rationalised vision of the world
(Entzauberung / disenchantment and Weltanschauung / worldview - WEBER, 1922)
16
Postmodern re-enchantment and storytelling.
15

14

What we are talking about here, at the microsocial17 or even micro-individual18 level of
observation, is a “reconnection”19 function, i.e. a
reconciliation, which aims to satisfy a double
social demand (external and internal) by
exploiting the resources that are an expression of
the regional territory from which they originate.
Externally (addressing the tourist), this function
would provide “attraction by differentiation”, which
is itself a response to the hedonistic sociological
movement and which, as we have seen, leads
the tourist to seek out “authentic” experiences.
Internally (addressing the indigenous population),
this function would promote social cohesion
through a re-socialisation of the language, thus
meeting the need to create activities and social
bonding, by getting local players involved in and
attracting them to activities that are meaningful to
the local culture.
Essentially, deployment of this reconnection
function would provide for the regeneration of a
“worldview” (WEBER, 1922) and its associated
lifestyle (implementation of the concept of
PARATGE) that can already be sensed today in
consumers’ somewhat vaguely expressed “desire
for the Southwest”, “desire for Aquitaine”, “desire
for Périgord” and, consequently, “desire for
Occitania”...
From a praxeological viewpoint, in order to reach
our external target (tourists), it would be
advisable to move towards an original,
“authentic”20 and sustainable tourist offering.
This means using different codes, depending on
the cultural capital of the target audience, to
represent the area, offer regional atmospheres,
community experiences and regional solidarity,
as well as “storytelling” in the local language21.

17

Micro-social: in anthropology this refers to a scale of observation at the level of small social groups (c.f.
Desjeux, 2004)
18
Micro-individual: in anthropology, this refers to a scale of observation at the level of individuals acting
in a group (c.f. Desjeux, 2004)
19
The term reconnection is understood to mean: question the old ways; heal a fracture; reconcile.
20
In the anthropological sense defined above (stable identity).
21
Accompanied, of course, by a translation in the more commonly spoken languages (English, French,
Chinese, etc.).
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Internally, action is needed to train tourism
stakeholders, using local talents that can bring
cultural capital, and using local producers to
create a network effect22 (in response to the
“Locavore” movements, using place of origin
labels, for example).
There are, then, many avenues that can be
explored!
In conclusion, what we are talking about is a
hypermodern approach within the creative
industries. Indeed, in addition to handling the
concepts of tradition and authenticity,
following the postmodern approaches, there
is a need to appeal to regional cultural
identities, and therefore the regional
language, as “multiple” sources of “multiple
“development”.
For example, a Périgord research project
could show how far the Occitan language is
exploited and valued by looking into its use
by
institutions,
cultural
stakeholders,
creatives, economic stakeholders, guides,
holiday centres, etc.
Echoing the phrase used by Robert Lafont in
1990, we would venture that using the local
language would enable the region to “take
itself seriously.”

22

Creating a tourism cluster.
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