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1. Linguistic commodification in tourism
Monica Heller, University of Toronto, Canada
Alexandre Duchêne, Institute of Multilingualism, Switzerland 
Joan Pujolar, Universitat Oberta de Catalunya, Spain

One of the characteristics of the globalized new economy is the commodification of language and identity, complexifying and transforming modern ideologies linking language to authentic belonging, to the nation, the State and the land. Tourism is arguably the most important terrain for the development of this process, as it turns in late capitalism to greater investments in symbolic added value and to niche markets, as manifested in particular in the growth of heritage and cultural tourism. In these areas, symbolic capital developed through modern nationalist inventions of traditions, cultural practices, canons (even vernacular ones), languages and identities is mobilized as marketable. Language thereby becomes both a means of attributing authenticating value to the tourist product, and a means of selling it, requiring stakeholders to take into account the complex nature of the consumer market as well as the production one. One result is that language becomes a constitutive work practice in tourism worksites, and needs to be understood in those terms. In this chapter, we will review what is known about how these processes have been unfolding in the past few decades, why they take the shape they do, and what their con sequences are for the reshaping of ideologies of language and identity in late capitalism.

2. Tourism, multilingualism and minority language spaces 
Sari Pietikäinen,  University of Jyväskylä, Finland
Helen Kelly-Holmes, University of Limerick, Ireland
Máiréad Moriarty, University of Limerick, Ireland

The desire for “new” and “unspoilt” destinations in contemporary cultural tourism is leading to a transformation of minority language spaces and communities. Previously peripheralised and even stigmatised languages have come to have increased capital as a source of authenticity for tourists in an ever more homogenised market. While the relevant minority language may be used to market and to differentiate these destinations, these spaces are multilingual, not only as a part of the minority language community language politics and practices, but also related to tourism, commerce and technology, creating markets for various language skills. Multilingualism in such spaces is multilayered, dynamic and often contentious. It also has a history with tourism, since services and tourism have, throughout the 20th century, formed at least some part of the income earned by many people living in minority language spaces. In this article, we draw on our long-standing work in two minority language tourist destinations, namely Sámiland in northern Finland and the Gaeltacht area in western Ireland. Both of these places are simultaneously popular tourist destinations and designated areas for minority languages, and hence subject to complex and evolving language ideological processes related to access, ownership and legitimacy. 

3. Heritage and authenticity in tourism
Bethan Coupland, University of Exeter, England
Nikolas Coupland, Cardiff University, Wales

Heritage tourism commonly involves displays designed to represent - typically to celebrate and commemorate - a valued cultural past. Our particular focus in this paper is mining heritage, and how it has been developed in Wales and Cornwall to reflect their rather different, but nationally defining, industrial histories. From some historical and critical perspectives, heritage is a controversial concept. To what extent can a performative cultural display capture the valued essence of a distinctive cultural place and time? Is 'heritageisation' inevitably deauthenticating? We try to meet the theoretical challenge of modelling authenticity and inauthenticity in a heritage context. In our Welsh and Cornish data, heritage sites are promoted largely in terms of their authentic value. Visitors can 'experience' the past (e.g. by going underground, being guided by 'real miners' and engaging with material artifacts of mining) not merely observe it. Heritage sites necessarily perform authenticity, as they can only display representations or reconstructions of the past. Nonetheless, curatorial integrity strives for historical authenticity, and consumers bring their own contexts of consumption to heritage, often finding value that meets their own criteria of authentic experience.

4. Intergroup perspectives on tourism
Howard Giles, University of California, Santa Barbara, USA
Hiroshi Ota, Aichi Shukutoku University, Japan

Tourism is big business globally; it is also an arena of intercultural communication as tourists engage (and sometimes impose themselves on) host communities.  One historically-vibrant field in the study of intercultural communication is that of acculturation.  Perhaps surprisingly, tourists have been largely ignored in the acculturation literature and are a distinct acculturating group separate from sojourners, worthy of acknowledgement and further research.  Drawing on social identity theory, we and colleagues have invested effort after crafting an “intergroup” perspective on intercultural communication per se as well as designed an “intergroup communication accommodation” model for understanding acculturative processes. In our paper for the Task Force, we will focus on infusing the study of tourism (e.g., motives for becoming a tourist) with our latter perspective as well as orienting around the case studies of American and Japanese tourists abroad.

5. Tourism and social inclusion
Ingrid Piller, Macquarie University, Australia
[bookmark: _GoBack]
Tourism has become a key sector of the global economy and state investment into tourism is frequently driven by social inclusion goals, particularly job creation and economic development. In this paper I will review research on the intersection between worker identities and linguistic practices and ideologies in tourism workplaces relative to social inclusion objectives. Jobs in tourism workplaces can be distinguished into front-stage and back-stage jobs. Embodied and linguistic identities mediate access to both. In the reviewed case-studies from a variety of Asian and European tourism contexts, front-stage jobs such as flight attendants, receptionists or tour guides are usually reserved for people who are either essentialized as having a locally authentic identity or as having a globally neutral identity. By contrast, back-stage jobs such as housekeeping, cleaning or kitchen work are usually the purview of migrants who are essentialized as neither locally authentic nor globally neutral. Given the essentialist nature of access to front-stage and back-stage jobs, tourism workplaces thus largely reproduce existing local and global hierarchies and exclusions. Ethnographic case-studies of the intersection between tourism discourses and embodied and linguistic identities in actual tourism workplaces suggest that there is a conflict between the practices and ideologies operating in those workplaces and ostensible inclusion and development goals of the tourism industry.

6. Performing tourist in travel spaces 
Adam Jaworski, Cardiff University, Wales
Crispin Thurlow, University of Washington, USA

In laying claim to their identity as “tourist” and to the cultural capital it bestows, travellers must commit to an ongoing series of performances or narrative enactments. This might start in conversation with friends about potential destinations or in service encounters with travel agents; it typically ends in the “tourist haze” created as they return home with their travel stories, souvenirs and photos. Clearly organized through language, these performances are also grounded in multisensory encounters with the tourist sites – in other words, through visitors’ embodied interactions with space/place. In this paper, we therefore take a more multimodal approach to thinking about “language and tourism”, although we remain focused on social interaction and communicative practice.  Referring to allied work in anthropology, performance studies and geography, we consider tourists’ nonverbal, mediating actions in tourist sites and their mediatized (or remediating) identity displays in online photo albums. 

7. Discussant
Itesh Sachdev, School of Oriental and African Studies, England


