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Tourism,	
  especially	
  international	
  tourism,	
  is	
  one	
  of	
  the	
  most	
  canonical	
  examples	
  of	
  
mobility.	
  

Today	
  we	
  focus	
  on	
  cultural	
  or	
  heritage	
  tourism.	
  The	
  consumption	
  practices	
  of	
  a	
  
heritage	
  tourist	
  are	
  guided	
  by	
  an	
  ideology	
  of	
  sedentarism,	
  or	
  what	
  MacCannell	
  
termed	
  an	
  ‘authenticity	
  quest’.

This	
  is	
  quest	
  is	
  exemplified	
  by	
  something	
  very	
  important	
  in	
  Edinburgh,	
  which	
  is	
  
ancestral	
  tourism,	
  when	
  a	
  tourist	
  travels	
  to	
  an	
  ancestral	
  homeland	
  to	
  explore	
  their	
  
‘roots’	
  and	
  visit	
  the	
  graveyards	
  of	
  ancestors,	
  both	
  the	
  epitome	
  of	
  sedentaristic	
  
idealism.	
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Tourism	
  is	
  Edinburgh’s	
  largest	
  economic	
  sector.

The	
  high	
  street	
  in	
  the	
  Old	
  Town,	
  called	
  the	
  Royal	
  Mile,	
  is	
  a	
  perfect	
  example	
  of	
  
Burtenshaw	
  et	
  al.’s	
  ‘central	
  tourist	
  district’.

Heritage	
  tourism	
  is	
  the	
  most	
  visible	
  type	
  of	
  tourism	
  in	
  Edinburgh.	
  Products	
  gain	
  
commodity	
  value	
  through	
  being	
  indexed	
  as	
  ‘authentically	
  Scottish’.	
  ‘Place’	
  becomes	
  a	
  
packaged	
  product.
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Language	
  is	
  a	
  heritage	
  tourism	
  product	
  in	
  Edinburgh	
  in	
  several	
  ways.	
  The	
  most	
  
obvious	
  is	
  the	
  use	
  of	
  Scots	
  on	
  products	
  to	
  create	
  souvenirs.	
  Regardless	
  of	
  Scotland’s	
  
multilingualism,	
  only	
  the	
  Scots	
  language	
  is	
  constructed	
  as	
  ‘authentic’	
  in	
  the	
  heritage	
  
tourism	
  industry.	
  Everyday	
  objects	
  become	
  valuable	
  products	
  when	
  Scots	
  words	
  are	
  
added	
  to	
  them.	
  

The	
  words	
  are	
  always	
  accompanied	
  by	
  an	
  English	
  translation.	
  Unintelligibility,	
  and	
  
difference	
  from	
  English,	
  are	
  therefore	
  also	
  commodified.	
  Both	
  contribute	
  to	
  the	
  
framing	
  of	
  Scots	
  as	
  a	
  sedentaristic	
  ideal.
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Here’s	
  an	
  example	
  of	
  one	
  of	
  these	
  products.	
  The	
  main	
  Scots	
  word	
  is	
  followed	
  by	
  a	
  
dictionary-­‐style	
  definition	
  in	
  English,	
  which	
  is	
  accompanied	
  by	
  an	
  ‘example’	
  of	
  the	
  
words’	
  use	
  in	
  a	
  kind	
  of	
  hyper-­‐Scots	
  frame,	
  presented	
  in	
  bold	
  face.	
  The	
  bold	
  implies	
  
that	
  the	
  more	
  important	
  part	
  of	
  the	
  product	
  is	
  to	
  experience	
  the	
  less-­‐intelligible	
  
Scots,	
  rather	
  than	
  the	
  translation.	
  

In	
  short,	
  souvenirs	
  like	
  these	
  make	
  it	
  clear	
  that	
  the	
  Scots	
  language	
  is	
  an	
  example	
  of	
  
commodified	
  authenticity	
  in	
  Edinburgh’s	
  heritage	
  tourism	
  economy.

However,	
  because	
  of	
  Scots	
  being	
  unintelligibile	
  to	
  the	
  tourists	
  themselves,	
  the	
  
informational	
  tours that	
  English-­‐language	
  tourists	
  take	
  are	
  given	
  in	
  English.	
  This	
  shifts	
  
the	
  domain	
  of	
  authenticity	
  and	
  sedentarism	
  from	
  the	
  lexical	
  level,	
  with	
  words	
  like	
  
blether,	
  to	
  the	
  phonetic	
  level,	
  where	
  the	
  contrast	
  emerges	
  between	
  Scottish	
  and	
  non-­‐
Scottish	
  accents.
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Today’s	
  study	
  follows	
  on	
  from	
  a	
  study	
  with	
  49	
  Edinburgh	
  tourists	
  of	
  various	
  
backgrounds	
  and	
  travel	
  motivations.	
  

Our	
  results	
  showed	
  overwhelming	
  preference	
  for	
  ‘Scottish	
  accents’	
  when	
  tourists	
  
imagined	
  themselves	
  in	
  scenarios	
  of	
  a	
  Royal	
  Mile	
  touror	
  buying	
  a	
  ticket	
  at	
  a	
  train	
  
station,	
  but	
  no	
  particular	
  preference	
  for	
  when	
  they	
  imagined	
  being	
  at	
  a	
  comedy	
  show.

Regardless	
  of	
  tourists’	
  demographic	
  differences.
Regardless	
  of	
  if	
  they	
  could	
  understand	
  what	
  was	
  being	
  said	
  in	
  the	
  accent.

We	
  take	
  this	
  as	
  evidence	
  that	
  tourists’	
  accent	
  preferences	
  are	
  expressly	
  linked	
  to	
  their	
  
consumption	
  of	
  Places;	
  place-­‐based	
  indexical	
  meanings	
  are	
  sedentaristic	
  products.

How	
  do	
  professional	
  guides	
  respond	
  to	
  this	
  market	
  demand?
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Tour	
  guides	
  embody	
  the	
  market	
  pressures	
  of	
  tourism;	
  they	
  package	
  and	
  sell	
  their	
  
linguistic	
  productions	
  to	
  meet	
  market	
  demands.

In	
  a	
  heritage	
  tourism,	
  the	
  demand	
  is	
  for	
  a	
  sedentaristic	
  ideal.	
  

Linguistically,	
  this	
  can	
  be	
  conveyed	
  through	
  content:	
  the	
  telling	
  of	
  historical	
  facts	
  and	
  
stories.

And	
  it	
  can	
  be	
  conveyed	
  through	
  sociophonetic	
  indexicality,	
  which	
  we	
  explore	
  today:	
  

How	
  does	
  a	
  tour	
  guide	
  negotiate	
  the	
  Place-­‐based	
  indexicalities	
  of	
  their	
  own	
  accent?
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38	
  face-­‐to-­‐face	
  interviews,	
  July-­‐Sept	
  2013

You	
  can	
  see	
  their	
  social	
  characteristics	
  here.	
  Many	
  of	
  them	
  were	
  born	
  and	
  raised	
  in	
  
Edinburgh,	
  but	
  several	
  others	
  were	
  not.	
  

Most	
  guides	
  were	
  native	
  English-­‐speakers	
  (35),	
  but	
  several	
  guides	
  from	
  both	
  groups	
  
guide	
  in	
  multiple	
  languages.

We	
  asked	
  them	
  a	
  range	
  of	
  different	
  questions	
  about	
  the	
  role	
  of	
  ‘Scottish	
  languages,	
  
dialects,	
  and	
  accents’	
   in	
  ‘the	
  Scottish	
  tourism	
  industry’.

©  The  University  of  Edinburgh



We	
  found	
  that	
  most	
  guides	
  readily	
  frame	
  accents	
  as	
  tourism	
  commodities.	
  

Overall,	
  the	
  value	
  a	
  guide	
  gives	
  to	
  sedentarism	
  appears	
  to	
  be	
  related	
  to	
  that	
  guide’s	
  
ability	
  to	
  claim	
  and	
  commodify	
  authenticity	
  through	
  speech,	
  i.e.,	
  to	
  produce	
  a	
  
‘Scottish	
  accent’.
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From	
  this	
  perspective,	
  speech	
  forms	
  that	
  index	
  sedentarism	
  command	
  exchange	
  
value,	
  while	
  speech	
  forms	
  that	
  index	
  mobility	
  do	
  not.	
  Guides	
  who	
  express	
  this	
  
ideology	
  are	
  usually	
  Scottish.
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Edinburgh	
  is	
  itself	
  is,	
  of	
  course,	
  not	
  really	
  a	
  sedentary	
  place.	
  For	
  example,	
  
immigration results	
  in	
  an	
  increase	
  in	
  a	
  Place’s	
  cultural	
  complexity.	
  There	
  come	
  to	
  be	
  
more	
  and	
  more	
  producers	
  of	
  heritage	
  tourism	
  products	
  whose	
  speech	
  indexes	
  their	
  
mobility,	
  which	
  can	
  be	
  at	
  odds	
  with	
  the	
  perception	
  of	
  consumer	
  demand	
  for	
  
sedentarism.

<quote>

Here	
  we	
  see	
  sedentarism	
  commanding	
  such	
  a	
  high	
  economic	
  value	
  that	
  it	
  impacts	
  
hiring	
  and	
  employment	
  practices.	
  The	
  image	
  of	
  Edinburgh	
  as	
  a	
  multicultural	
  Place	
  is	
  
positioned	
  at	
  what	
  Goffman	
  or	
  MacCannell	
  would	
  call	
  the	
  back	
  stage,	
  while	
  the	
  
ideology	
  of	
  Edinburgh	
  as	
  culturally	
  sedentary	
  is	
  put	
  on	
  the	
  front	
  stage.
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The	
  contrast	
  to	
  immigration	
  is	
  emigration,	
  which	
  results	
  in	
  populations	
  of	
  people	
  
with	
  Scottish	
  ancestry	
  who	
  are	
  living	
  outside	
  of	
  Scotland,	
  whose	
  visits	
  to	
  Scotland	
  
embody	
  mobility	
  while	
  also	
  incurring	
  a	
  high	
  value	
  onto	
  sedentaristic	
  products,	
  which	
  
guides	
  notice:

<quote>
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This	
  value	
  is	
  also	
  a	
  resource	
  for	
  non-­‐Scottish	
  guides	
  with	
  their	
  own	
  Scottish	
  ancestry.

<quote>

Here,	
  Sophie	
  draws	
  on	
  discourses	
  of	
  sedentarism	
  to	
  counteract	
  the	
  perceived	
  
disfluency	
  between	
  her	
  embodied	
  mobility	
  and	
  her	
  tourist’s	
  expectations.
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More	
  typically,	
  though,	
  we	
  see	
  guides	
  born	
  and	
  raised	
  outside	
  of	
  Scotland	
  invoking	
  
discourses	
  of	
  mobility	
  value to	
  counteract the	
  perceived	
  value	
  of	
  sedentarism.	
  In	
  
other	
  words,	
  the	
  performance	
  of	
  mobility	
  is	
  framed	
  as	
  a	
  valued	
  product.	
  One	
  way	
  of	
  
performing	
  mobility	
  value	
  is	
  for	
  the	
  guide	
  to	
  align	
  themselves	
  with	
  the	
  tourists.

<quote>

Note	
  here	
  how	
  the	
  guide	
  invokes	
  a	
  contrasting	
  notion	
  of	
  authenticity,	
  using	
  the	
  term	
  
‘genuine’	
  to	
  refer	
  to	
  a	
  perspective	
  based	
  in	
  mobility	
  rather	
  than	
  sedentarism.
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Another	
  way	
  of	
  performing	
  mobility	
  value	
  is	
  the	
  discourse	
  of	
  multiculturalism.

One	
  common	
  example	
  of	
  this	
  is	
  when	
  guides	
  talk	
  about	
  how	
  they	
  work	
  for	
  
companies	
  that	
  employ	
  guides	
  with	
  non-­‐English	
  language	
  backgrounds	
  to	
  lead	
  tours	
  
in	
  those	
  languages,	
  which	
  is	
  a	
  hugely	
  profitable	
  part	
  of	
  Edinburgh’s	
  tourism	
  economy.

Another	
  example	
  is	
  the	
  case	
  of	
  an	
  English-­‐language	
  guide	
  countervailing	
  discourses	
  of	
  
sedentarism	
  to	
  construct	
  Scots	
  itself	
  as	
  a	
  multicultural	
  product.

©  The  University  of  Edinburgh



Here,	
  the	
  guide	
  describes	
  a	
  kind	
  of	
  historical	
  linguistics	
  lesson	
  that	
  she	
  enjoys	
  giving	
  
her	
  clients,	
  which	
  reframes	
  Scots	
  not	
  as	
  a	
  sedentaristic	
  ideal	
  but	
  as	
  the	
  result	
  of	
  
mobility.	
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Our	
  last	
  set	
  examples	
  today	
  are	
  about	
  the	
  theme	
  of	
  clarity.	
  

The	
  construction	
  of	
  Scottish	
  accents	
  as	
  both	
  authentic	
  and	
  unintelligible,	
  like	
  the	
  
souvenirs	
  with	
  Scots	
  words,	
  is	
  the	
  most	
  predominant	
  theme	
  in	
  our	
  tour	
  guides’	
  
metalinguistic	
  comments.	
  

We	
  focus	
  here	
  on	
  the	
  parallels	
  between	
  sedentarism	
  and	
  unintelligibility	
  on	
  the	
  one	
  
hand,	
  and	
  mobility	
  and	
  clarity	
  on	
  the	
  other.

Tour	
  guides	
  withoutScottish	
  heritage	
  predominantly	
  invoke	
  clarity	
  as	
  a	
  commodity	
  
value	
  counteracting	
  their	
  lack	
  of	
  access	
  to	
  Scots	
  and	
  Scottish	
  accents.	
  Here	
  is	
  one	
  
guide	
  from	
  Northern	
  England:

<quote>

In	
  these	
  quotes,	
  guides	
  construct	
  mobility	
  value	
  essentially	
  through	
  what	
  Lippi-­‐Green	
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has	
  termed	
  Standard	
  Language	
  Ideology.	
  

‘Non-­‐Scottish’	
  accents	
  are	
  framed	
  as	
  standard,	
  clear,	
  international,	
  and	
  desirable.	
  

Mobility	
  is	
  framed	
  as	
  an	
  asset.	
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Interestingly,	
  this	
  applies	
  to	
  both	
  native	
  and	
  non-­‐native	
  English	
  speakers:

<quote>

Here	
  we	
  see	
  that	
  English	
  with	
  a	
  non-­‐native	
  accent is	
  constructed	
  as	
  more	
  intelligible	
  
than	
  Scottish-­‐accented	
  English.
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