Creative Tourism and Cultural Development: Some Trends and Observations 

INTRO, THANKS TO ORG COMMITTEE, OPENING REMARKS AND JOKES ETC
FIRST SLIDE: CULTURAL TOURISM TO CREATIVE TOURISM

There has been quite an outpouring of recent research, including our own 2009 work for the Ministry of Tourism in Ontario, shows that a growing portion of cultural tourists are becoming creative tourists – which is to say that these types of tourists look for ways to participate in their cultural experiences, to exercise their creativity while traveling, for whom leisure, self-improvement and business are becoming closely intertwined. Creative tourism has been characterised as a third wave of tourism by some – from beach tourism to cultural tourism and now to creative tourism – but I like to think of creative tourism is one end of a continuum within cultural tourism rather than a wave and I’ll talk about that a bit more later on. 
NEW SLIDE - AGENDA

However you characterise it, it seems clear that creative tourists an emerging or growing market segment and new developments around the world that are responding to the fact that it’s part of a continuum and that are blending traditional cultural tourism with creative tourism is really the subject I want to speak about today, via existing research and a review some new projects I’ve been involved with. At the end of the talk we’ll try to make connections between what they’re doing and the trends on view here, and see if we can tie everything up with some lessons and conclusions that, although they are drawn from major cultural developments in far-flung parts of the world, can hopefully be useful to all of you here in this room and with us today.
ALEXANDRIA SLIDES

Before I get into too many boring details and statistics I want to talk about an amazing experience I had just last week at the great new Library of Alexandria (known officially as the Biblioteca Alexandrina) in Egypt. I was there for a series of meetings and I was able to see firsthand what a brand new cultural institution can really do for a city when it’s developed with a view to bring out the creativity of its visitors, but also to provide traditional cultural tourism experience for those who want them – and – and this is very important – that also cater to the needs of their local people and to contribute to the development of people in Alexandria and region. 
THREE POINTS:

-it’s a tourist attraction but also takes an active hand in the development of local people – it draws about 1.4 million a year of which some 40-60% are tourists

- it has a range of experiences for tourists and residents that go across the continuum from traditional to highly creative - the library is not what you would call a conventional library with stacks of books and reading carrels – it has those, but it has so much more and more to the point, it focuses on experience and interactivity through its programs and offerings. In terms of experience, it has art galleries and an antiquity museum, a children’s library and a youth library as well as an interactive science centre. Its use of IT is unparalleled as far as I’m concerned, offering users online access to a series of media – published, archival, film, audio, electronic – on a range of particular subjects, persons, places or things. The Library has the only copy of the Internet Archive (the orginal’s in San Francisco) and offers anyone who uses the web access to web pages going back to 1996.

- public programming is extremely important – formal and informal opportunities for people to express and develop their creativity

Its impact on the city of Alexandria has been profound – in terms of tourist attraction to be sure, because the Library was always full of tour groups during the three days I was there and when you look at the offerings you can see why, along with its iconic status. Because of the Library of Alexandria hotel occupancy in that city has risen from about 64% in 2000 to about 94% today – an astounding increase caused by one institution in an major city of over 4 million people. And while it’s successful as a tourist attraction, it’s also had a major impact in terms of the impact on the life of residents and in fact is serving as an agent of transformation for the city in both respects.

I’ll come back to what I was actually doing at the Library of Alexandria toward the end of the talk, but for now I want to drill a bit deeper into the phenomenon we now call “creative tourism” – kind of a cultural tourism 2.0. 

NEW SLIDE – DEFINITIONS OF CULTURAL TOURISM

Creative Tourism: A Profile
‘Creative Tourism’ is recognised as 

‘Tourism which offers visitors the opportunity p their creative potential through active participation in courses and learning experiences which are characteristic of the holiday destination where they are undertaken. 

Another definition goes something like this:

Creative tourism is travel directed toward an engaged and authentic experience, with participative learning in the arts, heritage or special character of a place, and it provides a connection with those who reside in this place and create this living culture.”

Whatever definition you want to use, participation is the key word – passive consumption of experience belongs to an older, more traditional type of tourism. And also common between the two is the focus on the special character of a place – and interactions with the people who make up the living culture. This means that USE MELANIE SMITH’S EXAMPLE. 
CONTINUUM SLIDES

EXPLORING THE MEANING OF THIS CONTINUUM AND THE RANGE OF EXPERIENCES FROM TRADITIONAL TO CREATIVE

Let’s explore the range of experiences across the continuum from traditional cultural tourism to creative tourism and highlight the kinds of things that creative tourists tend to gravitate to with respect to the definitions we’ve just reviewed. The slide shows how typical activities and destinations change as one moves down the continuum from traditional cultural tourism towards creative cultural tourism – a lot more participatory, a lot more interactive exchange with people and the cultures they’ve made. 

[image: image1.wmf]Typical Activities

Typical Destinations

Visiting tribal groups

African or Asian villages

Visiting world heritage sites

Pyramids, Taj Mahal

Visiting historic towns

Quebec City, Lunenburg

Attending arts festivals

Toronto, Montreal

Attending carnivals

Toronto, Rio de Janeiro

Attending mega-events

Expos, Olympics, etc.

Engaging in creative activities

Ithra

Visiting culturally regenerated industrial cities

Bilbao, Glasgow

Visiting simulated worlds

Dubai, Las Vegas

Adapted from Melanie Smith, "Cultural Tourism in a Changing World, Tourism, Quarter 1, Issue 131 (Spring 2007)


Motivations seem to be changing, with those on the second slide becoming more attractive. It doesn’t mean that the traditional forms of cultural tourism are going away but the trend does seem to be moving definitely toward creative tourism.
And so who are the creative tourists who would rather explore regenerated cities or do some of the other things that appear on this continuum? Members of the so-called “creative class” are one source of creative tourists. In 2002 Prof Richard Florida came out with a book called The Rise of the Creative Class, where he described the importance of place for his “creatives”, estimated at that time to be about 30% of the total workforce; in the latter he examined what he called the great self-sorting of people, with creatives attracted to places that shared their particular values. The creatives for Florida are really a type of worker in a certain set of industries.

The rise of the creative worker signals the rise of the creative traveler. There is a new class of tourist - the ‘creative traveler’ – who sees travel as an extension of everyday life and work, and expects opportunities for personal and professional development while traveling. The lines between the different reasons for visiting - pleasure, learning, business, visiting friends and relatives – are becoming blurred.
And so this seems to suggest that those seeking creative outlets are actually quite a small market segment, but most people will have a range of motivations and will want a range of experiences. While opportunities to exercise creativity may be a primary motivator for only a minority of travels as of yet, a whole lot more would consider creativity as a secondary motivator, thus broadening the market a lot more and introducing some complexity into the equation. You’ll recall that we had found that some 85% of the entire tourism market is potentially a cultural tourism market – only 15% considered cultural tourism as a primary motivator – and I think creative tourism works the same way, and the key to attracting the huge majority for whom creative tourism is a secondary motivator is a range of experiences again along the continuum between traditional cultural tourism and creative cultural tourism.
NEW SLIDE – WHO ARE THE CREATIVE TOURISTS?

And this goes back to Florida’s larger point is that all humans are inherently creative and our economy must develop in ways that enable all to exercise that creativity – which is to say that creativity is a very democratic thing, an inherent part of what it is to be human. What is likely to emerge is something very similar to our earlier market studies, if altered slightly: a “hardcore” creative traveler market surrounded by a ring of tourists for whom creative – or cultural – tourism will be a secondary motivator, although again I would say that those motivated primarily by creative opportunities is a growing proportion of the market.
WHAT ARE THEY LOOKING FOR SLIDE
So what are creative tourists looking for in a destination? Well, a lot of the same things as the so-called “traditional” cultural tourists, with some twists:
When we looked at the emerging trends of the 1990s, we noticed much that remains valid today – for example, the importance of short, getaway holidays, the trend toward experiential rather than object-based tourism, the convergence between “high” and “popular” culture, and the growth of the internet at that time and the impact of technology (at that time the main attraction of the internet was ease of researching and booking travel destinations). And much of that earlier research remains valid today, but our updated research has uncovered some newer trends that suggest some changes in the way that cultural tourism products are developed, positioned and marketed in order to cater to this emerging and growing subset of cultural tourism:

· Higher quality, greater choices and greater competition: This is actually a raising of the bar. Big names, iconic buildings, blockbuster events, festivals and exhibitions are the order of the day and while it is neither possible nor necessary for everyone to hire Frank Gehry or host the King Tut exhibit, the point is that attractions must look critically at the quality and distinctiveness of its cultural experiences – to provide excellent quality and uniqueness. 

· Personal agency is now a core characteristic of a new generation of creative tourists – they are ‘pro-sumers’. By this we mean that increasingly travelers expect choice and participation as a core component of their cultural experiences while travelling. 

· Something for everybody: Market segmentation is a continuing reality, with destinations catering specifically to the gay tourist, the learning tourist, the volunteer tourist, the adventure tourist, the golf tourist, the culinary tourist and so on. But to broaden the potential market as much as possible, a destination must be able to provide a continuum of experiences – from passive to active, including hybrid models that allow the tourist to design and mould her/his experience towards a unique definition of cultural tourism. Again this is something that characterises the experience at the Alexandria Library.
So what does this mean for attractions that are developing tourism products?

Transforming cultural tourism destinations into creative tourism destinations suggests that attractions and businesses should be 
· Engaging the visitor in constructing the experience of a destination through active exploration and participation. This could include a menu of options that allows the visitor to create a self-directed experience to variable extents, according to taste, learning style, etc. 
· Public programming is becoming ever more important. Many cultural attractions are offering courses, conferences, studio work (whether the focus is a work of art, theatre, design, a report or paper, scientific experiment, sculpture, television series, website etc.)
· Provide opportunities for personal or professional growth and development and the opportunity to learn more and extend the experience after departure – via a traditional website or via social media. This helps attract those for whom the boundaries between work and leisure are becoming blurred and who want their leisure activities to contribute to their personal and professional development
Again the idea of creative tourism does not mean that a traditional, consumption-style tourism has ceased to exist. Rather, for experiences to attract the broadest range of tourists successfully, it must be of high quality, be highly distinctive and be highly creative – and must provide a range of experiences with different levels of participation, and visitors themselves can choose the level to which they want to participate. This is the blending of traditional and creative tourism that I think the Library of Alexandria, for example, does so effectively.
Responses: Cultural Districts SLIDES
Let’s talk about some new developments around the world that are responding to these trends. One response that we are seeing is the emergence of planned cultural districts in various places around the world show how some destinations are trying to provide something for everyone and a wide range of experiences, while also seeking to make their cities more attractive for the kinds of creative workers that Richard Florida talks about and providing a source of economic stimulus as well. In many cities around the world there seems to be a race as to who can become the biggest cultural tourism destination the fastest and in the most extravagant way possible, so I’d like to spend a few minutes on the emergence of the planned cultural district as a way to offer one-stop cultural shopping. 

One of the major trends in recent years in this regard is the planned cultural district. Cultural districts do emerge organically but we are noticing an increasing number of attempts to recreate their successes artificially. These planned districts offer a variety and mixture of activities and venues that appeal to both traditional cultural tourists as well as creative tourists and they’re very flexible in definition – they can be primarily retail, dining and entertainment (RDE) such as the Distillery District in Toronto, a development in historic buildings that includes mostly for-profit businesses along with some art galleries and cultural attractions – or they can be very traditional cultural tourist destinations, such as the Saadiyat project in Abu Dhabi, a city on the Persian (or, as they like to say, Arabian) Gulf and the capital of the United Arab Emirates. This project is being built from scratch on what until recently was literally a xx hectare desert island about half a kilometre offshore from downtown Abu Dhabi. Included on the island will be recreation opportunities such as beaches and golf courses, luxury residences and hotels, a commercial and financial district, wetlands, and a new cultural district, which includes five major new institutions:

· Guggenheim Abu Dhabi

· Louvre Abu Dhabi

· The Sheikh Zayed National Museum

· A maritime museum

· And a new performing arts centre

In some respects the type of cultural development at Saadiyat conforms to older trends in cultural tourism in that the focus is on rather traditional (although extremely well planned and designed) museum and performing arts experiences, but the other available offerings within the cultural district – the range of experiences offered there – make this a real 21st century cultural tourism development. It offers the choice that creative travelers demand.

King Abdul Aziz Center for Culture and Heritage (Ithra), Dhahran, Saudi Arabia

I opened this talk with a discussion of the magnificent Biblioteca Alexandrina in Egypt and so now let us return to the reason that I was in Alexandria in the first place. The reason I was there was to participate in three days of intensive workshops as part of the ongoing planning for the new King Abdul Aziz Center for Knowledge and Culture which will begin construction in Dhahran, Saudi Arabia in the middle of next year. The Centre is also called Ithra, which is an Arabic shorthand for the project which means something like “transformation”. This is a project of Saudi Aramco, the national oil company, and as we will see, it’s only something that an institution with the resources and power of the world’s largest oil company could take on in this, one of the world’s most religiously conservative and closed societies. Although not very many organizations or countries around the world have the resources to create an Ithra from scratch, there are some illustrative lessons in the development of the project that can be useful for everyone.
The project is really a cultural district in one building, including

· A museum

· A performing arts centre

· A cinema – the first in the country

· A public library

· A “Great Hall” for major events and temporary exhibitions

· A “lifelong learning” educational component

· A Keystone or experimental place where young people can develop creative solutions to specific projects

· An archive for significant items in the history of Saudi Aramco

· Retail and food service opportunities

It will feature outstanding architecture and will be very much programme- and event-driven, in keeping with the nature of Saudi society and audience needs. 

This is not what we call a “museum going” culture and it is not what we’d call a cultural tourism market if we were to go by old definitions – while income levels are reasonable, it’s not a well educated market. It’s also not what we’d call a market predisposed to visiting cultural or heritage places such as museums, but Saudis do respond well to festivals, events, and social opportunities.

Many of the experiences built into Ithra will provide just such opportunities. Even a place such as the public library, for example, will have a café and will have a floor organized on the Chapters or Indigo principle, with patrons allowed to sit anywhere with their coffee and cookies and explore the resources. Festival programming will be important as will courses and learning opportunities, both formal and informal, but perhaps the most interesting opportunity for creativity is the keystone, a kind of project laboratory aimed at youth. This is seen as a beehive of activity, a place in which youth will have the opportunity to seek solutions to relevant real-world problems in a fun and engaging way – and utilizing the latest of technology.

Ithra is intended as a resource for all Saudis, thus fitting in with the Kingdom’s focus on domestic leisure tourism and also on international tourism from the states of the Gulf Cooperation Council, nationals of which do not require a visa to enter Saudi Arabia. Economic development is always a primary concern when it comes to major new cultural developments, but this is one of the most interesting examples because of its focus on social and cultural transformation within the country via the device of creative tourism by encouraging values such as tolerance, skepticism (in the scientific sense of the word) and independent thought. This means that transforming cultural tourism places into creative tourism places might have a much broader social and cultural impact, as well as a much broader economic impact – the project in Saudi Arabia is a huge test case for this idea.

The proponents of the Ithra project believe that the development of creative habits of mind may be an antidote to reflexive fundamentalism and an example for the country’s much-maligned school system to follow; in effect, it raises the bar and provides a model for schools to emulate.  In addition, greater cross-cultural understanding and heightened appreciation of the interconnections between peoples may be another result – in fact it’s an expressly stated part of the mission. While economic and social developments always produce unforeseen and unintended consequences, there is hope that the heightened emphasis on the development of humanity’s creative potential will be a force for unification rather than division. The proponents of Ithra  have nothing less in mind but a transformation of Saudi society, preparing the people of that country to participate in the new creative economy as a hedge against the day that the oil finally runs out – this is social transformation via a major new cultural institution. 
Key Lessons

The first lesson is that cultural tourism developments are providing a range of experiences from the traditional to the creative, in keeping with the nature of cultural tourism as a continuum As the knowledge economy grows and replaces the industrial economy, the demand for “creative tourism” will grow – but to my mind it is just as important to remember that creativity may be a primary motivator for only a minority of people, while it’s a secondary motivator for a much larger group. Cultural tourism is a continuum of experiences from tradition to creative, and the extent to which people are also offered participatory opportunities and experiences, chances for personal growth, and a range of experience options as well as a variable measure of self-directedness in shaping their own experiences – such as with the Ithra experiment in Saudi Arabia, which is ultimately a creative tourism destination for everyone. All humans are inherently creative, and all are likely to respond positively to opportunities to explore and exercise that creativity – but this does not mean that ways in which they might do so are going to be the same for all market segments, and that products are going to have a range to attract the different segments. Attractions appear to be most successful when there is a blend of experiences catering to both – in other words, a range of experiences that allow the visitor to exercise his or her inherent creativity to the extent that she or he is most comfortable with.
Consumptive cultural tourism is still with us and is not going away, but the trick is to provide the right balance for the potential market. For creative class workers, the lines between business and leisure are blurred, and every experience is seen as an opportunity to develop new skills or improve oneself professionally as well as a chance for personal improvement or enjoyment. For others, creative tourism might emphasize enjoyment and fun as well as altering the mix between creative and consumptive experiences. For both, human agency remains key, which requires cultural tourist destinations to provide a continuum of experiences in order to broaden the available market to the greatest extent possible.

Secondly  new cultural developments that focus on creative tourism are refocusing on the needs of residents as well as tourists. This is one of the key lessons of the city of Melbourne, Australia which some years ago instituted a downtown redevelopment plan focusing on cultural experiences, events, festivals and institutions – developed primarily with residents in mind under the theory that if residents can be attracted downtown, tourists will follow. And that has been exactly the case; as City of Melbourne CEO Dr Kathy Alexander explained in a talk I saw her give earlier this year at a conference in Abu Dhabi, Melbourne has now surpassed Sydney as the top tourist city in all of Australia and this is something that any community or individual organization, no matter how large or small, should apply to maximize visitation and likelihood of success. So we are seeing that new cultural developments are re-focusing on the needs of residents and local people as well as the needs of tourists.
Finally, and this is related to the previous point about residents, many of the major new cultural developments that we’ve been involved with are intended as catalysts for social transformation – and in the case of Ithra, transformation of Saudi society and culture itself - and this to me is the most profound trend that we’re seeing – using cultural tourism attractions to change society, or to empower people to change society, if I am to put it more accurately. It’s not only the Ithra project – it’s projects like the Connecticut Science Center in Hartford, which is a new type of science museum intended to inspire science activism amongst all its visitors – to turn them into active agents of social change. 
I want to bring in one last example of this, and while we’ve been focusing here on pretty major developments this one is a small scale example in Namibia, where at one attraction tourists are invited to make their own crafts, which has transformed the local people from producers and vendors of such crafts into transmitters of knowledge – in effect, they have become teachers – because it is they who are teaching the tourists how to make the things that the local region is known for. 
So this social transformation aspect is multidimensional and manifests itself in various ways and can be applied to many different contexts, but the main point is that creative tourism is having an impact on residents that goes beyond the purely economic, and what is more institutions such as Ithra are expressly embracing this role. In fact, everywhere we look new cultural projects around the world have taken on the immense responsibility of social transformation – it is not just alternative way for local people to make money - and it may be here that cultural and creative tourism will have its greatest impact.
It’s been a great pleasure – I want to thank you very much for your attention today.







� “Developing creativity in tourist experiences: A solution to the serial reproduction of culture?” Greg Richards, Julie Wilson in Tourism Management 27 (2006) 1209–1223, p. 1215. Creativity tourism is further discussion in Section 2: Strategic Framework 





