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pour une peuple adulte: indépendance et autonomie de l’O.R.T.F.”94 In the poster, she 

appeared on the television with a large white blank space over her mouth, symbolizing 

the silence of liberty. 

 Marianne is identifiable in a poster with De Gaulle as well. Under the text, “C’est 

moi l’ange exterminateur,”95 De Gaulle stands with his foot on the body of Marianne, a 

representation of De Gaulle killing the spirit of France. “L’ange exterminateur” 

referenced both a 1962 film by Luis Buñuel in which people were psychologically 

(though not physically) locked in a music room96 and a statue by sculptor Josep Llimona 

in the “Cementerio de Comillas" in Comillas, Spain.97 

 

Fig. 25: Josep Llimona, El àngel de Comillas, Ayuntamiento Comillas, 

http://www.aytocomillas.es/comillas/opencms/contenido/GaleriaDeFotos/ComillasActual

.html 

                                                 
94 “No white rectangle for an adult people: Independence and autonomy from the 

O.R.T.F.”500 affiches de mai 68,125. 
95 “I am the exterminating angel.” 500 affiches de mai 68, 107. 
96 El ángel exterminador, directed by Luis Buñuel (1962; New York: The Criterion 

Collection, 2009), DVD. 
97 “Heritage in Comillas” Tourism Comillas, accessed 11 November 2014, 

http://www.turismocomillas.com/heritage.html. 
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The art in the poster references the statue — De Gaulle shown with one leg raised and a 

sword in his right hand in the same style as the statue — but the idea of the words is most 

likely referenced to the movie; that is, the proletariat is only psychologically trapped in 

their own poverty, but they physically hold the key to their own liberation. 

Fig. 26: L’Atelier populaire des beaux-arts, Adhérez au parti de la peur, Vasco Gasquet, 

500 affiches de mai 68, 58.  

Fig. 27: L’Atelier populaire des beaux-arts, Propagande gaulliste, Vasco Gasquet, 500 

affiches de mai 68, 99. 

Fig. 28:L’Atelier populaire des beaux-arts, L’intox vient a domicile, Vasco Gasquet, 500 

affiches de mai 68, 118. 

 

 The “Atelier populaire des beaux-arts” particularly liked appropriating symbols of 

De Gaulle’s Fifth Republic as well as the symbols of the companies for whom the 

striking workers were employed. The symbol of the 5e République was the familiar “croix 

de Lorraine” that symbolized the Free French resistance inside of a “V” shape — 

presumably representing both the roman numeral V and a “v” for “victoire” — which 

represented the administration and the oppressive gaulliste régime. The Ve République 
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symbol was used to demonstrate the power of the state and the “parti du peur.”98 The 

“croix de Lorraine” was also used by itself to represent the state, and was more often 

utilized for its more convenient shape. In many cases, the croix de Lorraine represented 

the indoctrination of the state; for example, one poster was simply the cross with a screw 

in literally screwing itself into the silhouette of a human head, while another poster made 

antennas to resemble croix de Lorraine as a comment on the propaganda of the radio. 

Fig. 29: Getty Images, Tommy Smith and John Carlos Raise Their Fists, Universal 

History Archives 

Fig. 30: L’Atelier populaire des beaux-arts, Poing, Vasco Gasquet, 500 affiches de mai 

68, 156. 

 

 A favorite allusion of the posters was that of the clenched fist, a symbol of the 

power of popular revolt that became infamous in the 1960s, and in particular during 

1968. The 1968 Summer Olympics in Mexico City saw the political firestorm that was 

unleashed following the “Black Power” salute of track runners Tommie Smith and John 

Carlos. Tommie Smith insisted in his autobiography, however, that the salute was not a 

“Black Power” salute, but a “human rights” salute — both Smith and Carlos wore the 

                                                 
98 “Party of fear.” - Two instances: 500 affiches de mai 68, 58. 
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emblems of the Olympic Project for Human Rights.99 The symbol eventually became one 

of the symbols of the Socialist International, stemming from the newly formed Parti 

socialiste, to be discussed below. 

 The clenched fist can be seen most prominently in the posters with the heading 

“JOURNAL MURAL,” which was a kind of revolutionary newspaper spread across the 

walls of Paris. The journals murals were marked at the top with the familiar “factory” 

symbol, with the clenched fist rising out of the top of the smokestack.100 This factory 

symbol was the symbol of solidarity with striking workers, and the protests used the 

posters to create a unified front against De Gaulle and the CRS. Another famous instance 

of this clenched fist symbol occurs in the pair of posters tagged “Le poing de non retour” 

(see above). In many cases, this was a return to a pre-WWII sentiment; the clenched fist 

had been a symbol of the Communist party in Germany, in opposition to the “Hitlergruß” 

salute of the Nazis. The protestors seem to juxtapose themselves against the authorities in 

1968 in the same way as the Communists in Germany opposed the National Socialists 

and Nationalists in the 1930s. 

 Due to the Situationist concept of détournement, or the turning of capitalist 

slogans and corporate logos for use in radical revolution, the cultural artifacts from 1968 

were meant to be as visually and culturally appealing as the advertisements of the era. For 

example, one poster took the familiar double chevron symbol of auto maker Citroën, 

flipped it sideways, and made the symbol resemble the “Hitlergruß” salute (under the 

                                                 
99 Tommie Smith, Silent Gesture: The Autobiography of Tommie Smith (Philadelphia, 

PA: Temple University Press, 2007), 22. 
100 500 affiches de mai 68, 30-31. 



 

43 

tagline “Citroen[:] patronat faciste”).101 Comparing Citroën to Nazis through the 

manipulation of its iconography is another instance of interesting attribution of Nazi 

ideology onto an entity that fought to resist the forces of the Third Reich, even instating 

slow-down and sabotage policies on vehicles produced for the Wehrmacht.102 Shaming 

Citroën was not a part of the shaming of the previous generation for collaboration then, 

but was being shamed for using what the protestors saw as fascist tactics to stop protest. 

 Fig. 31: L’Atelier populaire des beaux-arts, Citroen: patronat fasciste, Vasco Gasquet, 

500 affiches de mai 68, 63. 

Fig. 32: L’Atelier populaire des beaux-arts, Renault Flins, Vasco Gasquet, 500 affiches 

de mai 68, 70. 

 

One interesting sign used the helmet and goggles of the CRS and made the face choke on 

a wrench that read “RENAULT FLINS,” which was an auto factory in a Parisian suburb 

that was also on strike. By using this imagery, the protestors were implying that the strike 

at Renault had thrown a wrench into the system that the CRS represented. 

                                                 
101 “Citroën: Facist employer.” From 500 affiches de mai 68, 63. 
102 John Reynolds, Citroën 2CV (Somerset UK: Haynes Publishing, 2005), 27-29. 
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 While the protestors used “détournement” to produce the visual media of mai 68, 

they also drew on popular images such as Marianne to create the basis for a popular 

revolt. The protestors also created a new visual medium from which later protestors could 

draw. The concept of détournement would be used in graffiti later as well— most 

famously by the enigmatic artist Banksy, who uses corporate emblems such as that of 

Louis Vuitton, Burger King, McDonald’s, or Disney to express anti-corporate ideas. 

 

Fig. 33: Banksy, Burger King Graffito, Gabe Bergado, “40 Powerful Photos Show Why 

Banksy Is the Spokesman of Our Generation,” http://mic.com/articles/103360/40-

powerful-photos-show-why-bansky-is-the-spokesman-of-our-

generation?utm_source=huffingtonpost.com&utm_medium=referral&utm_campaign=pu

bexchange_facebook. 

Fig. 34: Banksy, Twitter post, 27 April 2014, 2:31 PM, 

https://twitter.com/thereaIbanksy/status/460501387504152576. 

Fig. 35: Banksy, Mickey and Ronald, “40 Powerful Photos Show Why Banksy Is the 

Spokes man of Our Generation.” 

 

While mai 68 was not the beginning of the phenomenon of graffiti, these concepts are 

still at play today, as are the ideas that the protestors espoused. The iconography of the 

“French May” is a potent symbol of both rebellion and reform, and the protests created a 

new cultural icon that is used both politically and commercially 40 years later. 

  

http://mic.com/articles/103360/40-powerful-photos-show-why-bansky-is-the-spokesman-of-our-generation?utm_source=huffingtonpost.com&utm_medium=referral&utm_campaign=pubexchange_facebook
http://mic.com/articles/103360/40-powerful-photos-show-why-bansky-is-the-spokesman-of-our-generation?utm_source=huffingtonpost.com&utm_medium=referral&utm_campaign=pubexchange_facebook
http://mic.com/articles/103360/40-powerful-photos-show-why-bansky-is-the-spokesman-of-our-generation?utm_source=huffingtonpost.com&utm_medium=referral&utm_campaign=pubexchange_facebook
http://mic.com/articles/103360/40-powerful-photos-show-why-bansky-is-the-spokesman-of-our-generation?utm_source=huffingtonpost.com&utm_medium=referral&utm_campaign=pubexchange_facebook
https://twitter.com/thereaIbanksy/status/460501387504152576
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Chapter Four 

La lutte continue: The legacy of the slogans, posters, and graffiti of mai 68 

 

 The slogans and posters were effective symbols of the revolution in 1968, and 

their legacy is a strong emblem of traumatic chaos and hopeful agitation for progress. 

The “hèritage du mai” is subjective, but its influence as a cultural emblem is 

unmistakeable. The revolution’s political goals and accomplishments were equal parts 

controversial and powerful; the slogans from the posters and signs, however, have been 

used by movements from both ends of the political spectrum for a myriad of issues since 

the movement ended in June 1968. While many of the protestors used the concept of 

“détournement” during the protests of 1968, many companies sanitized the message of 

the anti-corporate socialist movement of 1968 into much more commercial legacy. By 

stealing the power of the words that protestors used themselves, companies have taken 

much of the power of the protestors. 

 

Fig. 36: Oasis, Sous les pepins, la plage, Oasis Fruit, http://www.oasisbefruit.com. 

 Ironically, the slogans of the “événements” are most often appropriated for use in 

advertising campaigns. Many of the slogans and visual components of the riots and of the 

posters themselves have been appropriated and sanitized in order to sell commercial 
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items in France. In 2012, Oasis Fruit, a subsidiary of Orangina Schweppes that produces 

non-carbonated fruit drinks, launched the “Be fruit” campaign (a phrase that is intended 

to be read in English, but in a French accent would be pronounced like “Be free,” at least 

in this particular poster a reference to liberation and the creation of freedom).  As a part 

of this campaign, Oasis tagged a poster with the slogan “Sous les pépins, la plage,” in 

reference to one of the most famous slogans of 1968, “Sous les pavés, la plage.”103 The 

poster had a picture of an anthropomorphized raspberry on a lounge chair on the famed 

Rue du Bac — a street that the protestors in May 1968 blocked with a barricade. 

 Similarly, E. Leclerc, a hypermarket, heavily used the posters and graffitied 

slogans of the mai 68 movement for a 2005 ad campaign “Defend votre pouvoir 

d’achat.”104 The irony of this ad campaign’s slogan alone cannot be overstated: fighting 

consumer society was the main target of the student protestors in the first place. One ad 

took the familiar policeman  

Fig. 37: E. Leclerc, La hausse des prix oppresse votre pouvoir d’achat, Advertising 

Times, http://www.advertisingtimes.fr/2012/09/leclerc-retour-sur-un-trublion.html. 

 

                                                 
103 “Under the seeds, the beach.” 
104 “Defend your buying power.” 

http://www.advertisingtimes.fr/2012/09/leclerc-retour-sur-un-trublion.html
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with a curved baton with the phrase, “La hausse des prix oppresse votre pouvoir 

d’achat.”105 Yet another ad from E. Leclerc appropriated the symbol from the poster 

Fig. 38: E. Leclerc, Il est interdit d’interdire de vendre moins cher, Advertising Times, 

http://www.advertisingtimes.fr/2012/09/leclerc-retour-sur-un-trublion.html. 

Fig. 39: E. Leclerc, La Croissance oui sauf celle des prix, Advertising Times, 

http://www.advertisingtimes.fr/2012/09/leclerc-retour-sur-un-trublion.html. 

 

“Nous sommes les pouvoir”106 and replaced the slogan with a slogan of their own: “Il est 

interdit d’interdire de vendre moins cher,” which is also a play on the 1968 slogan, “Il est 

interdit d’interdire.”107 A final advertisement for the store took the familiar vision of the 

factory and added: “La croissance oui sauf celle des prix.”108 This final poster also used 

rolls of money with the word “conserve” written across it, implying that the consumer 

can keep more of his or her money. This is exemplary of a phenomenon known as 

“récupération,” which is the opposite of “détournement” in that it is the use of 

revolutionary slogans to advertise. Most often, récupération is done by taking a shocking 

slogan from years earlier and softens it for mass acceptance.109 

                                                 
105 “The increase in prices oppresses your buying power.” 
106 See 500 affiches de mai 68, 143. 
107 “It is forbidden to forbid to sell more cheaply.” 
108 “Yes to growth except that of prices.” 
109 John D. H. Downing, Radical Media: Rebellious communication and social 

movements, (Thousand Oaks, California: Sage Publications, 2001), 59. 

http://www.advertisingtimes.fr/2012/09/leclerc-retour-sur-un-trublion.html
http://www.advertisingtimes.fr/2012/09/leclerc-retour-sur-un-trublion.html
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 A group called Brigade anti-pub took to the streets to protest E. Leclerc’s 

appropriation, posting similar posters with the tagline “E. Leclerc vous prend vraiment 

pour des cons.”110 These posters were meant to mock the supermarket by taking the 

slogans and using them to reveal the dystopian extreme that their signs implied. Many of 

these used the “Nous sommes les pouvoir” poster background, but used more fitting 

slogans for l’espirit de ’68: “Consommateurs bluffés, salariés précarisés, producteurs 

écrases,”111 “Crève la societé marchande,”112 and “Contre la vie chère…Pillons les 

supermarchés Leclerc.”113 One reused the police poster with the slogan “Soumettez votre 

âme à notre religion.”114 In this case, “religion” is the religion of capitalism, to which E.  

 

Fig. 40: Brigade anti-publication, Consummators bluffés, Rebellyon.info, 

http://rebellyon.info/Ripostons-a-LECLERC.html. 

Fig. 41: Brigade anti-publication, Crève la société marchande, Rebellyon.info, 

http://rebellyon.info/Ripostons-a-LECLERC.html. 

Fig. 42: Brigade anti-publication, Contre la vie chère, Rebellyon.info, 

http://rebellyon.info/Ripostons-a-LECLERC.html. 

 

 

 

                                                 
110 “E Leclerc really takes you for idiots.” 
111 “Deceived consumers, employees without job security, failed producers!” 
112 “Kill the society of merchandise.” 
113 “Against the cheap life… Let’s raid Leclerc supermarkets!” 
114 “Submit your soul to our religion.” 

http://rebellyon.info/Ripostons-a-LECLERC.html
http://rebellyon.info/Ripostons-a-LECLERC.html
http://rebellyon.info/Ripostons-a-LECLERC.html


 

49 

Fig. 43: Brigade anti-publication, Soumettez votre âme à notre religion !, Rebellyon.info, 

http://rebellyon.info/Ripostons-a-LECLERC.html. 

Fig. 44: Brigade anti-publication, Profits, Rebellyon.info, http://rebellyon.info/Ripostons-

a-LECLERC.html. 

 

Leclerc (according the protestors) says the consumer should submit his or her soul. 

Finally, the protestors created a sign responding to the “conserve” factory posters with 

the slogan: “Nous conservons nos marges, nous encaissons nos bénéfices, avec des 

salariés précaires, des producteurs écrases, et des consommateurs bluffés.”115 The 

Brigade anti-pub effectively attempted to détourne E Leclerc’s récupération. 

 The legacy of 1968 in France is not limited to simple rip-offs of the slogans in 

advertisements, however. According to a 2008 New York Times article116, the 

recuperation of the cultural artifacts of 1968 are also prone to tchotchkes laden with the 

slogans and images of the posters and graffiti. To celebrate the 40th anniversary of the 

riots, stores released items by the dozen hoping to profit from the anti-authoritarian 

movement. In one instance, a Vietnamese-born jeweler named Jean Dinh Van created a 

silver cobblestone pendant (at a minimum of $275, no less) to express “his ideal of 

                                                 
115 “We protect our margins, we take (i.e., steal) our profits, with job insecure employees, 

broken producers, and deceived consumers.” 
116 Steven Erlanger, “Barricades of May ’68 Still Divide the French,” The New York 

Times, 30 April 2008, 

http://www.nytimes.com/2008/04/30/world/europe/30france.html?pagewanted=all&_r=2

&. 

http://rebellyon.info/Ripostons-a-LECLERC.html
http://rebellyon.info/Ripostons-a-LECLERC.html
http://rebellyon.info/Ripostons-a-LECLERC.html
http://www.nytimes.com/2008/04/30/world/europe/30france.html?pagewanted=all&_r=2&
http://www.nytimes.com/2008/04/30/world/europe/30france.html?pagewanted=all&_r=2&
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freedom and [give] a new interpretation of a strong symbol of 68.”117 In yet another 

example of the commodification of the movement’s symbols, gourmet food store 

Fauchon released a line of teas called “le thé de mai 68” that are variously labeled, “Le 

poésie est dans la rue,” “L’imagination au pouvior,” and “Revolution!”118 

 

Fig. 45: Tous nés d’un homme et d’une femme, On veut du boulot pas du mariage homo, 

L’Humanité, http://www.humanite.fr/manif-pour-tous-un-grand-fourre-tout-politique. 

Fig. 46: Tous nés d’un homme et d’une femme, La priorité c’est Aulnay pas le mariage 

gay, L’Humanité, http://www.humanite.fr/manif-pour-tous-un-grand-fourre-tout-

politique. 

 

    In 2013, a referendum that would allow the marriage of same-sex couples swept 

France, a law that was known across the nation as “la loi Taubira” after its main sponsor, 

Christiane Taubira. French citizens swept the streets demonstrating both for and against 

the motion. Both sides used and parodied the slogans, but the organization “Tous nés 

d’un homme et d’une femme,”119 a traditionalist institution, utilized the slogans and 

visual elements of the posters liberally and literally. One took the most famous 

                                                 
117 “Le pavé dinh van,” dinh van paris, http://www.dinhvan.com/en/collections/le-pave-

dinh-van/ 
118 “Poetry is in the street,” “Imagination to power,” and “Revolution!” 
119 “All born from a man and a woman” 

http://www.humanite.fr/manif-pour-tous-un-grand-fourre-tout-politique
http://www.humanite.fr/manif-pour-tous-un-grand-fourre-tout-politique
http://www.humanite.fr/manif-pour-tous-un-grand-fourre-tout-politique
http://www.dinhvan.com/en/collections/le-pave-dinh-van/
http://www.dinhvan.com/en/collections/le-pave-dinh-van/
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incarnation of the mai 68 symbols — a factory  with a jagged roof — and painted in the 

phrase “On veut du boulot, pas du mariage homo.”120 The organization also took a jab at 

the Parti socialiste’s apparent lack of concern for the workers of France (a strange 

concern for a party whose basis is in labor), and took advantage of the workers’ fury over 

a rising unemployment rate: “La priorité c’est Aulnay pas le mariage gay.”121 This slogan 

was painted over the head of a worker with a factory in the background, and referenced 

the shut down of a Pugeot factory in Aulnay-sous-Blois that was expedited due to the 

economic decline of the time, and was the major source of unemployment in the Parisian 

suburb. 

Fig. 47: Affiches pour tous, Sous les pavés la creche, AffichesPourTous.fr. 

Fig. 48: Référendum pour tous!, Le Manif pour Tous, 

http://boutique.lamanifpourtous.fr/index.php?id_product=44&controller=product&id_lan

g=5 

 

                                                 
120 “We want jobs, not homo marriage.” 
121 “Aulnay is the priority, not gay marriage.” 

http://affichespourtous.fr/
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 Of course, the left was not totally absent of references to the 1968 movement 

during the debate over “la loi Taubira.” One poster directly referenced arguably the most 

famous slogan from 1968: “Sous les pavés la crèche.”122 This poster was in reference to 

the main concern of the French populace during the debate over the bill: adoption. Before 

the bill passed, gay couples entered a “PACS” (Pacte civile de solidarité), in which they 

had the same rights as a married couple, with a few exceptions, including adoption and in 

vitro fertilization. While a change to “mariage pour tous” would otherwise mean a 

nominal change, the fight for adoption rights was one that meant real consequences for 

France’s LGBT community. More simply, the droitistes also appropriated a poster that in 

1968 read “Elections: piège a con”123 to read “Référendum pour tous!”124 It is worth 

noting that these two posters reflect almost opposite views. In the 1968 version, the 

poster is touting the ineffectiveness of voting, whereas the second  reflects the importance 

of equal representation to a functional democracy. This poster may demonstrate a lack of 

concern for the original content of the poster, but it does reflect a willingness by the 

protestors to appeal to the Baby Boomers’ revolution. 

 The younger generation has declined the use of the iconic posters and graffiti of 

mai 68. While the revolutionary spirit of the protests may continue, many younger French 

groups have protested without use of the iconography. For example, in 2006, French 

students rose up to protest a new employment law that would establish an employment 

contract that would be known as the Contrat première embauche (CPE). The CPE was 

meant to ease student unemployment by allowing employers to fire a worker without 

                                                 
122 “Under the paving-stones, the crib.” 
123 “Elections: Traps for idiots” 
124 “Referendum for all!” 
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cause during their first two years of employment granted that the worker was under the 

age of 26. When the youth demonstrated against this bill, however, they did not use the 

slogans that the student-worker protestors invented in 1968; instead, they invented new 

signs, chants, and graffiti. In a moment that was rife with similarities to 1968 (a highly 

concentrated older generation, a disaffected younger generation, and the abuse of 

workers), the protestors chose to appeal to their fellow students rather than to hearken to 

an earlier era and win the support of the Baby Boomers. 

 

Fig. 49: Ni patrie ni frontières, “Nous sommes tous des racailles!” libcom.org, 

https://libcom.org/history/paris-riots-information-immigrants-suburbs-2005. 

Fig. 50: This shows the legacy of the CRS poster. Photo: Franck Preuvel, Reuters, 

http://www.pri.org/sites/default/files/styles/story_main/public/story/images/parisriots.jpg

?itok=3h6zhZBw 

Fig. 51: “Morts pour Rien: Clichy sous Bois,” Christian Hartmann, Keystone, 

http://www.rts.ch/2012/10/31/19/11/4395990.image?w=534&h=301. 

http://libcom.org/
http://www.pri.org/sites/default/files/styles/story_main/public/story/images/parisriots.jpg?itok=3h6zhZBw
http://www.pri.org/sites/default/files/styles/story_main/public/story/images/parisriots.jpg?itok=3h6zhZBw
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with Jean-Paul Sartre in Le Nouvel Observateur , I was only the loudspeaker for a 

rebellion. Thus, ’68 symbolized the end of revolutionary myths – to the benefit of 

liberation movements extending from the 1970’s until now.”130 

 Of course, there are other less flattering views of the “héritage de 68,” including 

the most famous instance spoken in 2007 by then-presidential candidate Nicolas Sarkozy. 

Sarkozy proposed during a rally: “Dans cette election, il s’agit de savoir si l’héritage de 

mai 68 doit être perpétué ou s’il doit être liquidé une bonne fois pour toutes.”131 In this 

speech, M. Sarkozy alludes to eliminating the chaotic and disorderly legacy of 1968, and 

to return national pride to the French, as opposed to Ségolène Royal, his “Parti 

Socialiste” opponent, who he called the “héritière de mai 68.”132 For her part, Mme. 

Royal wanted a peaceful discourse: “Je propose que la France puisse avancer sans perdre 

son temps, sans être bloquée, sans dresser les Français les uns contre les autres, en un mot 

sans violence.”133 

 The legacy of “mai 68” is a controversial, yet indubitably powerful one, and the 

power of the movement stems not only from the cultural image of the chaotic riots and 

immortal spirit, but also from the cultural artifacts of the time. The visual as well as 

                                                 
130 Daniel Cohn-Bendit, “Forget it: ’68 is over,” The Vienna Review, September 2008, 

http://www.viennareview.net/commentary/voices-of-others/forget-it-68-is-over. 
131 “In this election, we must question whether the legacy of ‘mai 68’ must be 

perpetuated or whether it should be liquidated one good time for all of us.” From 

“Nicolas Sarkozy veut ‘liquider’ l’héritage de mai 68,” Le Nouvel Observateur, 30 April 

2007, http://tempsreel.nouvelobs.com/elections-2007/20070430.OBS4781/nicolas-

sarkozy-veut-liquider-l-heritage-de-mai-68.html. 
132 “Inheritor of ‘mai 68.’” Ibid. 
133 “I propose that France could advance without turning back the clock, without being 

[economically and politically] paralyzed, without pitting Frenchmen against each other, 

in a word, without violence.” From “Ségolène Royal, héritière de Mai 68,” L’Express, 1 

May 2007, http://www.lexpress.fr/actualite/politique/segolene-royal-heritiere-de-mai-

68_464279.html. 


