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Tourism functions as if directed by a commercial and political ʺinvisible hand,ʺ much as Adam Smith suggested for economics. The state may contribute or impede the development of tourism but unlike political history in which relatively few actors play critical roles, tourism presents thousands of actors involved in an enormous complexity of detail we may never fully assemble.
The Second World War was a major tourist event even as it occurred. It continues to be one of Europe's premiere tourist paradigms. Using the paradigm shift model developed by Thomas Kuhn [The Structure of Scientific Revolutions (1962)], this presentation suggests that tourist imagery in Europe from the time of Stendhal through the First World War formed a model dominated by the French Revolution and Napoleonic era. This model was supplanted by Hitler and the Second World War, which led to a reordering into today's European Union, a paradigm informing tourism that will probably endure until the next significant cataclysmic event or war overwhelms Europe. 
In a battle of images, German propaganda was dominant through much of World War II. One of Hitler's first acts after the defeat of France in June 1940 was to tour Paris with his personal photographer whose photo of him with the Eiffel Tower in the background became iconic. Hitler's visit and the priority he placed upon it reflected a tourism imaginary that was echoed by Goebbels, Ernst Jünger, and thousands of other German visitors, called ʺtourists in uniformʺ by Olivier Barrot and Raymond Chirat [La Vie Culturelle dans la France Occupée (2009)]. Der deutsche Wegleiter, a bi-weekly German language tour guide published in occupied Paris, expressed essentialized German imaginaries of a naughty Paris and backward France. 
The institutions and personal articulations of tourism may be understood by studying its paradigm shifts, such as the replacement of the German by the Gaullist model with the Allied victory after 1945 and the re-fashioning of tourist sites. The Maginot Line came to symbolize a head in the sand mentality in the face of impending crisis, the town of Vichy was now seen to represent collaboration with a genocidal regime, and the Normandy beaches became symbolic of the victory of good over evil. Films such as ʺThe Longest Day,ʺ (1962) and ʺSaving Private Ryanʺ (1998) disseminated battlefield images that are likely to shape the continuing paradigm for the next few decades. 
Conflict and competition between tourism imaginaries and narratives are evident in the focus on memory by Pierre Nora [Les Lieux de Mémoire (1984-1992)] and the many studies devoted to patrimony or heritage (David Lowenthal, Susan Rubin Suleiman, Johann Michel, among others). Apart from suggestions by Erik Cohen [“A Phenomenology of Tourist Experiences,” in Yiorgos Apostolopoulos, et. al., eds. The Sociology of Tourism [1996]) and Daniel Vander Gucht (Ecce Homo Touristicus [2006]), the relationship of memory and patrimony [patrimoine] to tourism has not been addressed, especially in regard to World War II. 
Based on French and German archival materials, memoirs, films, the press, and personal interviews, this presentation uses the model of paradigm shifts of the ʺinvisible handʺ to better understand the conflicts and competition between the German-dominated tourism narrative of World War II and the one that replaced it. 
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