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Creative Tourism or 

how to co-create 

authentic experiences 

that meet the new 

travelers’ demand. 

Creat

ive 

Touri

sm 



What do we 
mean by … 
 

CREATIVE 

TOURISM 

?  



 
 

‘Tourism which offers visitors the opportunity to develop their creative potential 
 

 through active participation in courses and learning experiences, which are  
 

characteristic of the holiday destination where they are taken.’  

 
Greg Richards  and Crispin Raymond  (2000). 
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CREATIVE 
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EXPERIENCE 
ECONOMY 

DISRUPTION  =   PARADIGM SHIFT 

 
“Fordist” 
TOURISM 

 
 (Conti & Perelli 2005) 

New system of values: more ecological, ethical, search of 

meaning, etc.   



 

NEW CHALLENGES 
 
 
 
 
 

 

NEW OPPORTUNITIES 
 



 
NEW CHALLENGES 
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The touristS 
 

 

TOURIST 
INDUSTRY 

 

TO LISTEN TO THE TRAVELERS 
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   TOURIST INDUSTRY      “NEW LOCAL ACTORS”        TOURISTS 

CO-CREATION 

 

THE traveler 
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#1 



TO DESIGN CREATIVE EXPERIENCES 
 

Authentique + Attractive + Marketable  

#2 



 

AN EXPERIENCE 
 

 

 

A PRODUCT  
 
 
 
 

 Vs. 



Tourist product 

Tourist ressources, 

Cultural, Natural… 
Infrastructures 

Equipments & 

services  



 
And what about  

 
 
 

the (creative) 

tourist 

experience? 
 



 

... the product is purchased, 
...The experience is remembered ! 

Canadian Tourism Commission 



INTANGIBLE HERITAGE 



TOURIST PRODUCT 
(Admissions, guided visits, demonstrations, etc.) 



EXPERIENCE 

 

Gamification 
 

 

Storytelling 
 

 

Peer-to-peer 
 



Gaudi heritage 



Tourist product 
(cultural visits, artistic routes, etc…) 



Activities 



 
 
 

(mosaïc workshop, photography course, sketching meet-up, etc…) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Originality & adaptability 

  
Reference to the local culture 

  
Active participation of the 

tourist 

 

 
The “atmosphere” 

 

 
Experience’s 
awareness 

 

Experience 



NEW CHALLENGES 





OPERATOR 

DREAM 

MAKERS 

TOURIST 
INDUSTRY 

TRAVELERS 
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Training & Empowerment 

#AddedValue 



EXPERIENCES’ CRITERIA 

 DNA, Authenticity, Km0 + creative touch! 

 Professional background 

 Appearance of spontaneity 

 Segmentation, customization, details. 
 

 Objectives, duration, level, prices, etc. 

 

 Holistic experience  

ETC … 



Best Practices of the Creative Tourism  



 

NEW OPPORTUNITIES 
 
 



 
 
 

NEW TRAVEL PURPOSES 
= 

A NEW VALUABLE DEMAND 
 
 

#1  



WHY VALUABLE? 
 
 

Great interest for the #IntangibleHeritage and #know-how. 
  

Not interested in monuments and “superlatives”.  
 

#Empathy with the local communities.  
 

They devote a substantial part of the budget to these experiences.  
 

They stay longer , during the #lowseason and avoiding tourist areas. 
 

They bring talent and added value to the destination in terms of “image”. 



Food Lovers 

LOVERS are creative tourists 

www.creativetourismnetwork.org 

Music Lovers Dance Lovers 

Knitting Lovers 
Photography 

Lovers 

Etc… 



Golf tourism 

Culinary Tourism Linguistic tourism 

MICE Tourism Rural & slowTourism 

Performing tours 

They are all creative tourists in some way 

Wine tourism 

SILVER Tourism 

Sketch tourism 

“Sun & Beach” 

www.creativetourismnetwork.org 

Singles tourism 

& so many 
others … 



 
 
 

FROM  
A NICHE 

TO:  
A NEW WAY 

OF 
TRAVELLING 



        DESTINATION                 What to see?  

 #Newtargets       #DestinationBranding  
 

WHAT TO 

DO?  

CreativeFriendly 

DESTINATION(S) 



 
 
 

TO CREATE A VALUE CHAIN  

FOR THE DESTINATION / 

TERRITORY 
 

#(re)branding  #engaging  #empowering 

 
 

#2 OPORTUNITY  



How to identify a 

Creative Friendly Destination®? 

  A strong identity (DNA)  
 Traditions and intangible heritage 
  Creative software  
  A hub of creative industries 
  Presence of diverse segments 
  Presence of tourist infratructures 
A creative management of tourism 

 

 



 
Creative Tourism 

 

= 
Creative Management of Tourism 

  
  



What do we mean by  

“CREATIVITY” ? 



Creativity: 
 

To create new stories 
To generate new emotions by the 

association of concepts already known.. 



Small is beautiful 





#Storytelling  
The locals ARE the heritage   

www.creativetourismnetwork.org 



     Destinations 

   Travelers + residents             CO-CREATION 

 Locals stakeholders  

            (public & private)  

            

Value chain for the destination 

DESTINATION 

BRANDING 

COMPETITION 

NETWORKING 
Source: 



 

CREATIVE SOLUTIONS ON REGARDS TO: 

SEASONALITY 

OVER-TOURISM 

(RE)BRANDING - DNA 

TERRITORIAL ATTRACTIVITY 

INTANGIBLE HERITAGE & MEANING RECOVERY 

SOCIAL COHESION 

SUSTAINABILITY 

COMMUNITIES’ EMPOWERMENT 

CROSS-SECTORAL DYNAMIZATION 

ECOSYSTEM 
 

 

 





#SEASONALITY 
#INTANGIBLE HERITAGE 













SEASONALITY 
(RE)BRANDING 

#INTANGIBLE HERITAGE 





/ 

mailto:https://www.facebook.com/stjeanportjolivillagecreatif/videos/426655214198919/












#RE-DISTRIBUTION 
Vs. OVERTOURISM 





#(RE)-BRANDING 
#STAYEXTENSION 

#INTANGIBLEHERITAGERECOVERY 







#(RE)-BRANDING 
#SOCIAL COHESION 

#INTANGIBLE HERITAGE RECOVERY 















 
 
 
 

HOLISTIC MODEL 
 OF  

CREATIVE TOURISM MANAGEMENT 

 
 
 
 





Loulé, Portugal  







https://vimeo.com/176466388 

https://vimeo.com/176466388






Impact on local economy 

80 

Direct creation of new jobs: 
 

- Pottery workshop: 3 potters 
- Coppersmith workshop: 3 coppersmiths 
- Basketry workshop: 12 craftsmen 
- String instruments workshop: 1 luthier 
- Watchmaking workshop: 1 watchmaker 
- Loulé Design Lab: 3 technicians for space management 
- Design and communication for projects: 2 technicians 
 

Indirect support for job and micro-enterprises creation: 
 
Organization of fairs and festivals with sale of local products: 

- Thematic markets: 122 local artisans and artists 
- Loulé Folk Fair: 80 artisans and producers 
- Festival Med (handicrafts area): 77 craftsmen 
- Festival Med (agri-food area): 33 producers 
- Quarteira Fair: 119 participants in several areas 

 

 

TOTAL: 25 

TOTAL: 431  



 

 Adaptable to many kinds of destinations 

 To diversify the offer creating value from existing resources. 

 To differentiate the destination by recovering its DNA. 

 To optimize the use of equipment. 

 To fight against seasonality 

 To balance the tourism occupation of the territory. 

 To train and empower the local communities 

 To produce cultural enrichment between tourists & residents. 

 It does not require investment. 

 And so on … 
 

. 

Why betting on THE CREATIVE TOURISM ? 

CREATIVE 
TOURISM 







 

Hvala! 
Caroline COURET 
info@creativetourismnetwork.org 
www.creativetourismnetwork.org 


