“Community-Based Creative Tourism” as a

Strategy for Poverty Reduction

ABSTRACT

This paper has been extracted from a thesisareBegproposing a new tourism model for
rural communities:CommunityBased Creative Tourismit includes a review of the
existing literature concerning Community Tourism and Creative TourMfithout
compromisingthe identity tourism provides an important impulse of enhancing culture
and creating income which can support and strengthen cultural heritage, cultural
production, and creativityBy increasing the residents” sense of efficieand stimulating
creativity, culture carbe preserved in ways that help strengthen communities, protect

natural environments while creating linkages between residents and visitors.
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I ntroduction

The main motivation othis paper is to propos&rategieso reduce the poverty percentage
through aCommunityBased Creative Tourismtr@tegy If any community wants to
prosperjt will need to create a new futurensuring more job opportunities and prevemt
depopulation. Wually in underdeveloped communitiéisere is a need to support the
economy by fostering the strengths of the area, promatativitiesthat engage young
people, but also reinforcing culture and creatithigt induce communitgarticipation,and

build sccial connection between people of different backgrounds, capacities, and ages.
Cultural and creative activities stimulate civic engagement, expand reSidente of
efficiency, and strengthen the linkages between neighbort{Bodsip, 2006).



Many authors recognize the contribution of creativity to the revitalization of
communities in terms of economic outcome. That means that economy should support
creativity rather than the other way around. Creative tourismitéasigin in individual
creativity, skill, and talent. It has the potential for job creatidrile visitors take part in
dedicated workshops sharing knowledge and experiddeace, tourism will be the
development tool for alleviating poverty, improving the livelihood and preserving the

environment.

Definitions
Attractions: Places or features of interest, such as sites of culthisthrical, or
religious signifcance, of natural beauty or places of amusement such as theme parks to

which peopldravel for pleasur¢Richards, 2008)

Authenticity: Something that conforms to the fact linked to integrity and has not been

created specifically for touris{8utler, 2011).

Carrying Capacity: The maximum number of people or level of use that an
environment (such as a destination) can accommodate witRpatiencing irreparable
changg(Robinson, Heitmann, & Dieke, 2011).

Community: Peoplewith sufficiently strong relationships that they provide tangible

support to each other and can act together (Ott, 2014).

Community Based Tourism: Community Based Tourism has been used to describe a
broad range of differe tourism models but usually refers to tourism that involves
community participation and aims to generate benefits for local communities in the
developing world by allowing tourists to visit these communities and learn about their

culture and local envirament(Garcia Luccetti & Font, 2013).

Creativity: According to the Merriam Webster Dictionary, creativity is the ability to
make new things or think of new ideas the state or quality of being creatiVieis the
ability to transcend traditional ideas and to create meaningful new Bie&®en Robinson
wrote: “Creativity is the process of having original ideas that have value” (Robinson, 2011,
p. 151).



Cultural Tourism: Cultural tourism has been defindy Greg Richardsas “the
movement of persons to cultural attractions away from their normal placsidénmee,
with the intention t@aher new information and experience to satisfy their cultural fieeds
(Richards, 2005, p. 24).

Creative Industries: In relation to tourism, the creative industries are defimgdhe
Organisation for Economic Gaporation and Development (OECD) as: “knowletigsed
creative activities that link producers, consumers and places by utikhgdlogy, talent
or skill to generate meaningful intangible cultural products, creativeecbrand
experiences{OECD, 2014, p. 37).

Creative Tourism: “Creative Durism is travel directed toward an engaged and
authentic experience, with participative learning in the arts, hertagpecial character of
a place and it provides a connection with those who reside in this qiacereate this
living culture’ (UNESCO, 2006).

Community Capacity: The combined influence of a commungycommitmaet,
resources, and skills that can be deployed to build on community strengths,yidentif

common aspirations, and address community problems (Mayer, 1994).

Community Capacity Building: Community Capacity Building is a process aimed at
strengthening the capacity of individuals and organizations to develop and sustain
conditions that suppball aspects ofommunity life(Blackwell & Colmenar, 2000).

Community-Based Creative Tourism

According to the findings ahisresearch, there is hget adefinition combining or linking
communitybasedtourism with creative tourismAlthough there are many similarities,
communitybased tourism is largely but not exclusively focused on developing
communities (Ateljevic & Milne, 2001) while creative tourismis applied bothby
developed countries and alsp eémergingcommunitiesas presented in th€reative
Economy Repor2013(UNESCO&UNDP, 2013) In accordance with thpurpose of this



study, the research will focus on a proposal for poverty alleviation based on acourist
strategy.Combining the two models migliiring a new perspective applicable to small

poorcommunities
Community-Based Tourism

During the past two decades, the importance of a commbaggd approach to tourism
development has beavident. CommunityBased Tourisn{CBT) refers to tourism that
involves community participation generatibgnefits for locatesidentsn the developing
world by allowing tourists to visitthese communities and learn about their local

environment and their culture (Garcia Luccetti & Font, 2013).

According to the World Tourism Organization (WT@)ere is anricreasing consumer
demand for educational and participatory travel experier€B3 offers not only this
possibility, but is also being recognized as a tool that strengthens the abilityal
communities to manage tourism resources while having huge potentials in generati
income, diversifying the local economy, preserving culture, conserving the enembnm
and providingeducational opportunitie@VTO & UNEP, 2005) However,if there is no
previous planningt tendsto causemajornegative impacts on the naturanvironmentind

on thewelfareand culture of host populations.

In manyplaces, tourisncaused negative impacts due to a lack of looedtivecapacity
to profit from tourism business opportunities, insufficient understanding of tourism
markets and limited communitgonsciousnes®f tourism, and its impactsMurphy
explained how failure to engage local residents could have negative results for the
profitability of the industry(Murphy, 1985) Community residents are considered the
essential component in the “hospitality atmosphasg’.argues thaturism planning and
implementation should incorporate resident values and visions. Moreover, local people

have to take part in the decistamaking process.

Zeppel suggests:



“Successful CommunitfBasedEcotourism requires the emwerment of
community members through local participation and control of tourism
decisionmaking, employment and training opportunities, and increased

entrepreneurial activities by local peop(@eppel, 2006, p. 284).

Althoughthis definition is for CommunityBased Ecotourismit describes clearly the
purpose of CBT. The only difference is that Ecotourism is more oriented to a résponsi
management of natural attractions, while CBT seeks to improve the neetie of

community in general.

In the Handbook on Community Based Touriddow to Develop and Sustain CBT”,
prepared for the AsiRacific Economic Cooperation Secretariat (APE&)nine $p
approach is presented, being communityiding the startingpoint to make any solid and
sustainable CBT proje¢Hamzah & Khalifah, 2008) This model was chosen because it is
designed to provide guidance for tourism and/or community planbés a step by step
layout with a listof actions, making it easier to follow. Its efficacy was succesgputlyen
in ten different countries. But the most relevant consideration to choose this modeéwas
fact that it starts by assessing community needs and readiness for toudsmh a
incorporates an educational and preparation phase, which was not considered in any other
model. This is important for the research because the new medalso based on
community building making it possible for the planners to reveal “who is the comnriunity
“who represents the community” and “who speaks for the community”.



Implement and Monitor
Performance STEP9

It@\tify Market Demand and
Develop Marketing Strategy STEP 8

Plan and Design Quality Product | STEP 7

Adopt an Intergrated Approach | STEP 6

STEP 5

STEP 4

STEP 3

STEP2

STEP 1

Figure 1 Nine Steps for Developing and Sustaining Community Based To(2i308)
Handbook in Community Based Touridfdow to Develop and Sustain CBTgraphic],
AccessedMarch 25,2015, from APEGNeb site http://publications.apec.org/
Repioduced with prmission(See Appendix B

The Handbook is divided into two sectior&ep 1 to Step 4 about developing the
initiatives, while Step 5 to Step 9 is about the sustainability of CBT projects.
Recommended list of actions are supporting each Btemy case, it is essential prepare
the community beforstaring with any project. Itcantake several years, maybe three to
five, until a project is comptely adopted in a community. Nevertheless, CBT is not the

only path to revitalize communities, but if well grounded, it can sustain the community.

Negative socio-cultural impacts from tourism

Thus tourism can have positive impacts on a community aimtrisasingly becoming a
powerlul tool for poverty alleviatioron the other hand can also have negative impaeats
stated by the United Natiis Environment Programme (UNEP)

! Terminology: UNEP (n.d.). Negative Socio-Cultural Impacts from Tourism-Change or loss of indigenous
identity and values. United Nations Environment Programme Web site Accessed May 12,2015 from:
http://www.unep.org



e Commodification: “...when religious rituals, traditional ethmites, and festivals
are reduced anslanitized to conform to tourist expectations, resulting in what has
been called “reconstructed ethnicity”

e Standardization: when destinations adjust their facilities to tourist desires
“familiar facilities.”

e Loss of autknticity and staged authenticity: “adapting cultural expressions and
manifestations to the taste of tourists

e Adaptation to tourist demands: instead of conserving the cultural traditions.

All this may exceed the limits of acceptable change in a aomtyn the so called
“social carrying capacity.” Usually, the aversion against tourism arises leecéibe
economic inequality between visitors and locals; also because of tourist behavianyin m
cases, due to ¢hlack of professional traininthpe beter jobs are occupied by “outsiders”
causing jealousy. But not onilgese impactsay influence the community; there are some
ethical issues as well that have to be considered whilking of introducing tourism in a
community. Special training coursesdamalso the “good practice awards” can be

implemented to avoid serviagerpriang, crime generation, child labor, prostitution, etc.

Knowing in advance the positive and negative impacts of tourism in a community,

should be a good starting pointglan a CBT project.
Creative Tourism

When the concept of€reative Durism was developedack in 2000, it wadased on
learning experiences relateo traditionalareas of culture and creativitithe original
definition proposed bgregRichardsand Crispin Raymond was:

“Tourism which offers visitors the opportunity to develop their creative
potential through active participation in learning experiences which are
characteristic of the holiday desiiton where they are undertaken” (p. 18).



Nowadays it integrates producers, consumers, policy makerseamihginstitutions.
Creative sectors are offering new possibilities to interactively engeélge@udiences and to
facilitate cocreation with consumersatisfying their needs, resulting in an integration of
tourist experience reaching new target groups, improving the image of the destinations
making them more competitive, developing new creative industries and in soese cas

creative exports, which brings economic revenues and tourist satisfaction.

During the conference on Creative Tourisheld in Santa Fe, New Mexico in 2006, the
United Nations Educationakcientific, and Cultural OrganizatiofUNESCQ provided

following definition:

“Creative tourism is travel directed toward an engaged and authentic
experience, with participative learning ithe arts, heritage, or special
character of a place and it provides a connection with those who reside in

this place and create this living cultu(e. 3).

Creative tourismincludes the cultural heritage as well as the creativity of locals and
visitors. Innovation in producing creative content and introducing technology bring new
opportunities improving the economy and the social development. Policy makers need to
incorporatethe actors in the creative and tourism sectors, as well as egidents and
tourists that become temporary citizens of the places they hasiusethey have a
dynamic involvemenfUNDP & UNESCO, 2013)

The practiceof tourism currently involvethe creative person, the creative process, the
creative produgtand the creative environme(Richards, 2011)Creativity becomesra
instrument for development agbmmunities, cities, and regionsarsearch for growth. But
also o a personal level, creativity becomes a strategy to promote innovation and
individual skill development (Ray, 1998).

Creativity has changed tourism in a number of ways because this casagve
manifestation is being integrated into tourism supply. It has actually becoealfe aits

showcase for the development of skill and performance. Tourism is in turn one of the



major carriers of economic growth in the field of culture and creatiVibgrists seem
increasinglyeagerto develop their creativalent by improvingtheir productive skills, by

taking part in coulss or experiencing creativity duringcation(Richards, 2014).

According to GregRichards, tourists are increasingtievotedto taking part in
activities thatprovide visitors with an opportunity to mdetals and sharan activity that
everyone is passionate abothis reflects their desire to exprefgemselves and connect
with others. In his opinion, holidays are no longer justiidatedo rest, but are also given

over to learning and personal development (2010).

Creative Tourism iiot just visiting heritage sitest is about cecreatingour own
experience, participating in the place we visit. For lottalsabout welcoming people and
sharing creativity with them. There is an increasing drive among atizebe creative in
different ways. On the demand side, peoptd the need for more authentic experiences;
they want tointeract in meaningful relationships with other people while they are

vacationing

But there are also some other factors pushing towards creative tourismisthesee
and more competition, so the destinations or service providers have to createaistinct
There is more involvement of the citizen in creative tourism or activities. It is govin
away from traditional tourism which is all about delivering services, to dgkgerience
“economy (Wurzburger, Pattakos, Aageson, & Pratt, 2009).

Usually, we remember those experiences that changed us somehow and Creative
Tourism has this particularity. When the concept of Creative Tourism emefgedeen
years agojt was more about ritual tourism, dancing courses, skill development
related to tangible culturéow the creative tourism is expanding to a whole community
it’s about intangible culture, the things of everyday lifds Raymond stated, Creative

Tourism is:

“...a more sustaiable form of tourism that provides an authentic feel for a
local culturethrough informal, handen workshops and creative experiences.

Workshops take place small groups at tutors’ homes and places of work;



they allow visitas to explore theicreativity while getting closer to local
people” (Raymond, 2007, pag. 145).

Creativity supports economic growth and creates job opportunities. Connexatg/e
industries with tourisnresults in more demandhich requires imovation in tourism
experiencesand new tourism products. This impregnatEstinatbns with originality
giving a new image to places. To develop new creative tourism ideas, different sectors
have to get involved. @ne special technologies may alserequired. Policy makers, on
the other hand, have to consider different ways to inspire creative content develtqgment
tourism experiences. The way to connect this to the destinations and how to support

network buildirg and knowledge generation is also their commitment.

The skills and knowledge are nowadays more appreciated, especially in emerging
communities; the creative industries in particular have become a significaat, soc
economic, and cultural force besauthey open new job opportunities, contribute to
entrepreneurship, innovation and more skill development. They also contribute to urban
and rural regeneration; open new trade markets, especially for elpbmvhat is even
more imporant, maintain cultural identitgnd enhance cultural diversity. According to the
United Nations Conference on Trade and DevelopmeMNCQTAD), trade in creative
goods and services from year 2002 to 2011 has grov18% peryear Many countries,
regions, cities and communities are supporting innovation and applying cultural policy f
creative strategies to promote local and regional developftd®&@TAD, 2013)

The Organisation for Economic CGaperation and DevelopmenOECD) recently
reiterated the significant contribution the creative industries can makeroraic growth
and emphasized the need to link culture and the creative industries to tourism.nillore a
more the creative economy is gaining importance; the synergies betweemtand the
creative industries have to run parallel by providing creative content fortoeigm
experiences. The image of the destinations is being influenced by the desigovative

strategies for tourism development and market@gCD, 2014).

Creative Tourism has an important meaning for the communities, because visitors a
locals share an equal status, based on mutual respect for skills and knowledgey creatin
10



things together. This requires that visitors stay longer in the commuwuonesquentlyhis

will lead to a highermonetarydisbursement which is beneficial toe community. Also,
having a more idect contact between both parties, there is less economic leakage, that
means there are fewer intermamaes who monopolize the resources, making it more
affordable for visitors and leaving a higher profit for the communBy. sharing
knowledge, residents gain greater skills, adding motivation, creativity, and whatioe

local community. All this add® the quality of life.

Crealvity helps the development of tourism, because it links different actors, stajcture
and networks: culture sector, tourism sector and the different “creatotsin$t culture
into a dialogue between creative peogdiggilitating the interaction withincreasingly
diverse cultures(UNDP & UNESCO, 2013) It also develops the visibility and
attractiveness of intangible resources like the cultural manifestationgsgaecformances,

rituals, music, languages, legends, etc.

Tourism suppod creativity, because it hedpputting the sites on the map,iraging
people in contact with each other, adding to the circulation of ideppprting innovation,

which is very important for economic and social sustainability (WTO & UNEP, 2005).

Following Creative Tourism Business ddel (Ohridska©lson & Stanislav, 2010)

integrates the&limensionghat should be considered while developing a Creative Tourism

Strategy.
Creative Tourism Business Model
Increased Success for
DEMAND FACTORS TANGIBLE Lacal Business
vy
£
©
o CREATIVE Prodiicts & Services Creative Tourism Creative Tourism
- TOURISM Benefits Results
S
=
= .
o SUPPLY FACTORS INTANGIBLE Increased Prosperity

of Local Community

Figure 2. Creative Tourism Business Mod@010)Cultural Realms- “Creative TourisnBusiness Model
and its application in Bulgariggraphic]Accessed March 17, 2015 fraGultural Realms Web site:
http://culturalrealms.typepad.comAdapted with Permissiofee Appendi®R).
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Five Dimensions of the Creative Tourism Model

The Creative Tourism iBiness model is based on five dimensions

Demand Factors. There is an increasing interest for tourists to learn and
participate in the creation of new experiences. There is a new trend to learn and
rediscover ancient traditions, crafts, and culture. Globalization is openings a ne
door to forgotten places which can now provide uniqueeepces and knowledge.
But thesenew possibilities are also present in developed countries that are bringing
back teir culture through new creative ideas. While active participation in art
workshops has increased, visiting museums or galleries have dec(Bis&d
2010). People are no longer interestexly in artificial representationsf cultural
heritage. Instead they want to become part of this preservation by congitmith

their own skills and knowledge. Visitors interested in cultural destinationdsare a
taking part in activities. They are no longer just visitors; they begareipants.
Supply factor. The stakeholders for cultural tourism are the same as for creative
tourism. Creative industries are being used to increase competitiveness and
attractiveness for destinations, creating a brand for promotion. UNESCO
recognizes théintangible heritage as amportant factor in maintaining cultural
diversity in the face of growing globalizatibUNESCO, 2011, p. 4)intangible
cultural heritagerepresents one of the major supply factors for creative tourism.
Every single ommunity has its own way to represent their culture and can become
big suppliers for creative tourism for domestic and international travelessc Ba
tourist infrastructure is necessary to provide services according to thetagiqres

of the visitors. Communities with supply of cultural resources develop much faster
creative tourism products. Creative clusters and creative routes are pertnein
branding.

Tangible benefits. Creative tourism is destination based or activity based. It has

tangible benefs, reflected on the expenditures and divided into cultural capital,

12



market expansion, innovation, cultural heritage preservation, sustainabiibhg b
visibility, job creation, and exports.

e Intangible Benefits. The intangible benefits are: local idéptiand uniqueness,
social capital, cultural values preservation, global human interaction and egchang

and local cultural diversification.

Creative Tourism Results. Creative tourism generates incomes for tigbitants as well
asrevenues for théocal, regionabnd federal government through taxation. In general we
can say Creative Tourism provides increased success for local business aadethcr
prosperity for local communitipecausef the services and producappliedby the local
residentsBut dso there is amicreased sense pfide and satisfactioim the community.

Creative tousm tends to increase the qualdlylife and make of each platee “place
to b€ for the ones that live there full time and for the temporary citizens. But Greativ
Tourism will fail if there is not a strong community that has a clear viSibarefore this

study findsit necessary tpropose a new concept that combines the two types of tourism.
Community-Based Creative Tourism

As mentioned beforeCommunity-Based Tourism offers the opportunity to visitors to
experience an intercultural relationship while contributing to the communityogenent,
cultural preservatignconserving the environment and provideducational opportunities
while Creative Tourismoffers visitors the chanceto develop their creative potential
through active participation in courses and learning experientdke arts, heritage, or
special character of a placEhe concept of combining the two models would be:

“‘CommunityBased Creative Tourism is travel to rural or indigenous
communities, experiencing an intercultural exchange while contributing to the
community development bgo creating andsharing knowledgeforming
networks, acquiring skills anespecially highlighting the socieultural

characteristics of the commuyiit(Huras, 2015).
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Because in this century we are experiencimga economigaradigm, bringing up this
proposal is completely justifiedAccording to the Cambridge Dictionary, economic
paradigmis a basic principle that describes how an economy works or should’ Whik
paradigm shift also influences the way of doing and experiencing tourtsentrdnd is to
take part in the creative economyhere peoplevill turn from passive consumers to active
contributors generating common benefits. Greg Richards wroteattention has shifted
from the purely quantitative growth of cultural tourism demand, towards qualitative
changes in the nature of that demafad14, p. 1).

Agricultural Industrial +  Post-industrial{ » Digital Creative
revolution : revolution « mass production «  revelution revolution
(8) . (1780-1840) | (mid 19008) | (1970-1990) (2010-)
s ; s ; s : & *
Agricultural | Industrial | Service : : ;
: Knowledge economy
economy ' economy | ¢ economy : :

' Information Creative
' - ' economy economy

Knowledge-based tourism

Figure 3. The New EconomyParadigm that Influences Tourig2013)Creative Industryn
Indonesid'lts Profiles and tdw it Works for Tourism Developménigraphic], Accessed
March 12, 2015%rom http://www.slideshare.net/henkyhermantoro/presentation-1-copy-
29558874

Pleasure-based
tourism

Mel Rhodes already mentioned in 1961 in his jourrfah ‘analysis of creativity
about the 4P’s of creativitfRhodes, 1961) Michael FoxsynthesizedRhodes point of

view this way:

*Definition: Economic Paradigm (n.d.). Cambridge Dictionary Web site Accessed May 23, 2015 from
http://dictionary.cambridge.org/dictionary/business-english/economic-paradigm
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“The 4Ps represent the nature of crealeeson,the Processhey use, the
Productsor outcome of their effort, and tHeress,or environment that
supports or hinders creativity” (Fox, 2012, pag. 1).

In addition to the 4P’s, we should also consider the Cre@tasswhich, according to
Florida, includegshe people whose function is to create new ideas, new technology, and
new creative conteriFlorida, 2002).

The new CommunitBased Creative Tourism Model integratle core of CBT which
is “Community Ruiilding” and the five elements of Creative Tourisicorporating the
component®f “Creative ntent”including the “Creative Class”

Community-Based Creative Tourism Model

STEP (09
Implement the Creative Process
and Monitor Performance
stee (@8
Identify Creative Market Demand and Develop
Marketing Strategies for Creative Activities
STEP

Formulate a Community- Based Creative
Tourism Action Plan

STEP 06

7
Al
/
Develop Partnerships & Networks
STEP .
— Y & Identify Creative Tourism Products & Services
4 and the Creative Cultural and Natural Environment

STEP

Prepare and Develop Community Organization

ster (03

Identify and Establish Leadership
sTeP (02)
Educate and Prepare the Community for Tourism Identifying
3 ’ the local Creative Class
STEP .
_ Evaluate Community Needs and Readiness for Tourism
Figure 4. Huras (2015CommunityBased Creative Tourism Model
The Bamboo Route Initiative in Guai&zuador:

“Community-Based Creative Tourism” as a Strategy for Poverty Reduction
[graphic]Unpublished model
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Step 1. Evaluate Community Needs and Readiness for Tourism. Before we share the
idea with the communitywe have to analyze the current situation of the community and
which drivers are missing to buildommunity. To support this statement, tseudy took

into consideration aurvey conducteth the USA by the Knight Foundation and Gallup
Organization(2008). The most common drivers that connect people to their comravaity
basic services economy education leadership openness dvic involvement, scial
offerings safety, social capital, and aestheticc was demonstrated that no matter the
economic situation, among the ten driveas, stated bythe majority the three most

important are

a) How open or welcoming a community is to different types of people
b) How pretty it is

c) What type of opportunities there are for peotal interact with one another

According to the research, these are the drivers that create resident attachmbng wh
emotionalconnection to the placeherewe live. Attached residents feel pride in their
community, which results ina positive attitude toward their function and the sense of
appropriation. The more attached they are, the less likely they are to Metreated

peoplebecome anore talented workforce.

Once we have @uated the community needs, we have to knothef community is

willing to consider tourism as an agent of change. If yes, we can movesecthred step

Step 2: Educate and prepar e the community for tourism identifying thelocal Creative
Class. First we have to identify #h Creative ClassAccordingto Florida, the Creative
Class is a class of workers whose job is to create meaningful new(félorida, 2002) In
rural communities, many people are highly skilledpecially women who received the
knowledge from the older generatio@ice we have identified theskills, they need to be

trained to transmit their knowledge in an appropriate manner.

During the last fifty years, tourism has become an impottaitfor development in
rural, distant, and peripheral regions. But it has not been successfylvhereln some

places, tourism caused negative impacts due to a lack of local creative capacitytto profi
16



from tourism business opportunities, insufficiemderstanding of tourism markets and
limited conmunity consciousness of tourisamd its impactsAs explained it is essential

to build capacity to face the positive and negative impacts successfully.

Communitycapacity building in tourism development can be applied at the individual
level, developingor enhancingskills, and knowledge, as well @ the community level,
enhancing the enthusiasmtourism activities; at organizational level, delegating activities
to the different groups, and at tpelitical level, integrating the d@esion makers in the
process. It’sabout increasing the personal and collective resources of individuals and
communities, to help them develop the skills and capacities they need to respond to

challenges and to seitige opportunities that come their way (Funnel & Scougall, 2004).

Community capacity building is about collective knowledge anditybaithin the
community itself. Iftourism is chosen as an option, the community capacitgiing
approach directs attentiotowards strategies and programs to enhance the domains
identified as critical to overall community capacity, including local leaderd a
entrepreneurs, coordination mechanisms, networks and equitable partnerships. These
adivities run parallel to specific planning for tourism and should enhancdet$tenation
community's abilities not only to implement the tourism plans, but also to atrol
over the plans themselvélsloscardo, 2008)In a survey prepared for the Regional Arts
Network in Australia, Bryoni Trezis€2007) reports, that active investment of arts and
creative initiatives contribute to the development of community building and poverty
diminution, improving the economy, enhancing the environmental, social, and cultural

sector

To establish aallaborationbetween tourism and the creative industries, a process of
knowledge development from both sides is necessary. Tourism organizations have to
develop a creative thinking including the use of new technologies, and creative content
production and distribution. This requires special training and education. In order to
promote confluence and obtain mutual benefits from the two sedtassnecessary to

build capacities which resuit integration and better understanding.
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Knowledge institutions are callagbonto increase skill levels and promote talent to
introduce creativity that wiltransform tourism facilities and products. High quality in
design and service must be demanded as a strategy for increasingtgraadivhnovation
(Cunningham, 2013Many successful cases demonstrate that through theatpp of
creative ideas, there is a positive transformation of the economy. Becatsseen$atility,
tourism is suitable for applying creative knowledge and ideas while bringing people
together. Formulating a Training Manual to document the trainingdaoles and the

training process will be elemental.

Step 3: Identify and Establish Leadership. If possible it should be a member of the

community who has the proven ability to stimulate and transform the community.

Step 4: Prepare and Develop Community Organization. This organization should be in
charge of planning,operating, and promoting the CBCT project. If necessary, the
community should seek professional help from outside. Also, establish a community fund

to provide micro-credits to the new businesses and also to support community projects.

Step 5: Identify Creative Tourism Products & Services, and the Creative Cultural

and Natural Environment. If there are no existing cative products or servicethey
should be developed. The Creativiass will play an important role at this point. Creative
Products may include arts and crafts. Creative Services can be applied indbeofiel
gastronomy, health and healing. The ckeatultural environment is probably the most
important. Traditions and culture cannot be separated from the essence of a place because
they are expressed in the activities and social life of the community. Commuitality

and specially the quality of life are related to opportunities for culturainutment,
expression, exchange of ideas, and commemoration of special festivitiesfofihere
culture must be supported. In this regard, local governments play an important role;
cultural development must beap of the municipal strategies to ensure social and
economic prosperity and sustainability, especially in remote commsinii various kinds

of community planning, a foyillar approach is being applied considering the social,

economic, environmental, and cultural factors.
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The importance of culture in cultivating creativity of individuals and groups has been
proved. More and more the world is realizing that creativity is not only an important
economic, social, and intellectual recoyrbat is also an essential skill that demands

understanding and attitude which is the key to economic competitiveness (28@%ic

Culture and creativity are powerful levers for societal and personal development. The
United Nations Conference on Trade and Development (UNCTAD) stated thatatkese
the driving force for economic growth being central in addressing the global economic
crisis(UNCTAD, 2010, p. 21).

Actionsto nurture creativity

According to the publication of the Creative City Network of Canada, they conside

following actions to nurture culture and creativity to build community (2005).

1. Integratecultureinto the planning of citiesand communities.
1.1.Develop a cultural lens for all initiativedNormally when implementing a
project, the governments consider the social, environmental, and economic
impact, but the cultural aspects are not considered into the planning process.
While developing an initiative, the community participation should beided.
Also, the projecshould take into consideratidine valuesf thoseit is directed
to and how this will affecthem intheir vitality and livability. It isimportant to
measure the impacn the opportunities and if there are enough facilities for
cultural expression and participation. All togethershould ensure enough
opportunities to improve quality of daily lifén rural communitieslike the one
considered for this study, the cultural lens has to be adapted to the reality of the
Gualea and its main activity and local natural resources.
1.2.Plan for cultural need; manage cultural resourcddot just the local
government, but also the provincial and federal government must collaborate
jointly to ensure programs and systems work together. The collaborations of all
three levels will enable the municipal planners to take part in provincial and
federal policy development. Cultural infrastructure must be integrated in

community planning, providing the facilities for cultural expression and
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2.

engagement. Is also required to provide opportunities for cultural experiences,
expression, and celebration. Prosperous communities attract business and
industry This derives in job opportunitieds mentioned in th€reative City
NetworkNews*“All citizens arestakeholders in the successcodative, cultural
initiatives’ (2005, pag. 2) The management of physical assets like cultural
spaces and human resources for exantipde cultural work force, artisans,
performes, designers, student and audiences, has to be taken in consideration
into the planning process. Especially for this case study, the human resources
play an important role, because they are the carriers of the traditionss,stor
and customs. These cultural expressions provide citizens with a sense of
identity and ensure the recreation and permanence of traditions. Events, training
spaces, and commercial activities are essential to motivate local talent. It is
necessary that residents take part in mappuighe cultural assets to consider

what is important for the community.

Implement, govern, and support with senstivity and flexibility. In order to
implement ideas and strategies, community leaders must be willing to listen to
individuals and organizations, whvill contributeknowledge of the community and its
complexity. Also be aware that the new strategies require longer pefiadapation

and implementation. Planning must be flexible aspecially consider cultural needs.

Small steps that are sustained over time can make a big difference.

Develop a climate of inclusion to ensure cultural opportunity and access for all. In
order to develop a climate of inclusion, all citizens must beelgtengaged in cultural
life. Creativity flourishes when residents and visitors participate in art altdra
activities. Those who carry the knowledge of the past respect the diversityues val
and play an important role in heritage programs. Whercitilens contribute and
participate in developing creativity, cultural sustainability will be guarantEedry

contribution represents a voice of the community which gives a sense of belonging.
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4. Support innovative thinking and action; engage artistsin building the community.
Innovative thinkers need spaces to develop their creativity and imaginatiotiv€rea
cities or communities are open to welcome new manifestations and attract eitiens
are not afraid to experiment with non conventional creative manifestations. This does
not include just art and culture but also daily life activities like restayrahtsps,

manufacturing, etc. where creative can be expressed.

5. Actively nurture community networks and cultural ecosystems. Local cultural
development supp@tommunity improvement. The interrelated nature of community
factors is necessary for understanding, guiding and fostering cultural deeekopm
Social capital is created through activertiggpation in civic groups, volunteering
informal socializing and cultural involvement. Networks should be facilitated and

supported. Art activities bring people together and promote interaction.

6. Enable collaborative efforts and actions. Community development needs
cooperation and inclusiveness. Cultural planners and municipal employees’ must
include all the representatives from the society: artistspnofit organizations, private
sector, entrepreneurs, and also networks within the local govetrike community
planners and engineers, parks and recreation, social services, amongtimeasyThe

knowledge and expertise of everyone must be incorporated in a meaningful way.

7. Ensure your municipality plays a leadership role in cultural development. Local
governments have to include culture as part of their legislation because it ehsures t
space where artists (artisans) can develop their creativity which coesributthe
liveliness and development of the community. Plans and policies need ialcieitis
and have to be flexible and open to change. Artists, on the other hand, help a@efine th
identity of the municipality, impregnating a creative and innovative atmospleca w
is positive for all sectors of the population. In return, municipalities should provide
appropriate conditions and support moral but also financially and also with the
promotion. On the other hand, an appropriate infrastructure for valuing the heritage

assets, where the past is honored, builds identity and pride for a community
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Communities can create their own culture and vision, and develop beneficial resources

to adapt the cultural dimension into the infrastructure and in the planning.

Step 6: Developing Partnerships and Networks. Partnerships with NGOs might bring
positive results, especially for conservation of tangible and intangible heritage. Als
universities can provide meaningful support. Good government relationships will assure
their support, especially with basic services and infrastructure. Last butasit the
community has to seek support from ttorism industry, whichwill help with the

promotion.

Tourismmanifests its value not only asonomic benefitsui alsoin the interpersonal
relationships developing emotional and creative links. Visitors become tempiizeys.
On the other hand knowledge and value can be generated through the operation of
networks to create an imagpositioning)for the destination. Byransforming the sites,
people feel pride of their place, it becomes a good place to work, a nice place to visit and
an attractive space to investto. New technologies create new tourists” experiences
opportunitiesthat are being developed and transmitted through social networks. Bloggers
and creative content producers are becoming part of this wholesomeotyaieative
tourism experiencessince theyalready havea sizableinfluence on tourism consumers
(TripAdvisor). These constantly growinglementsof informal partners have to be
considered in the marketing strategies, because they are the link betweds tndis

creative industries and clusters and in some cases between the public aedspotas.

Step 7: Formulate a Community- Based Creative Tourism Plan. Once the community
has identified which will be their distinctive creative products and servioeg will have

to develop a MsterPlan.

Step 8: Identify the Creative Market Demand and Develop Marketing Strategies for
Creative Activities. Besides the actions mentioned in the CBT model, we should consider
the demand and the strategies that will be adopted to promote creative acGvésds.e
activity can start with some basic ideas attracting tourists and defining thénlgrandhe

destination Events also attract the attention of networks abroad. Destinationse becom
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temporary creative clusters which are the physical spaces for creative entrepagigeurs
cultural institutions s well asnonjprofit enterprises that create a lively and creative
environment including different sectors of the cultural and creative industissmlly
higher education institutions are involved in this psx Clusterbave distinctive identity

that flourish on multicultural urban settinggeneratingocial interaction. One more time,

we can see the relationship between clusters and the drivers of community building,
becauseeople want to live in citiewhich are exciting and activémpressive impacts on
emerging communitiesmarkets, and urban planning are seen imeative clusters
developed by artists or by public institutioffsorenzen & Frederiksen, 2008By
developingecreative clusters, communities may use creative products as tourism attractions,
involving tourists in creative activitigglorida, 2002) To ensure year round and long term
benefits, permanent creative facilities need to be developed. Actions to susfain a
strengtlen network and cluster development and guarantee place quality can also support
local development and regeneration strate@esimann & Rijpers, 2013).

Step 9: Implement the Creative Process and Monitor Performance. Finally we get to
the implementation part which may require adapting or even constructingdiges.
This is another way to bring the community together. Once the projecstgeted, it is
mandatory to create indicators to monitor and adjust if necessary.

At this point it might be useful to rely on tfeSteps of Design Thinking Procddsdel
developed by the Institute of Design at Stanford University in California.

Figure5. 5 Steps Design Thinking Process (20%2nford Design Prografgraphic]
Accessed April 01,2015, from Institute of Desi@tanford University Web site:
http://dschool.stanford.edu/redesigningtheaterddmsgrithinking-process/
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5 Steps of Design Thinking Process

1. Empathize. First, it is useful to learn about the audience for whom we are
designing the product or service. We have to be clear what type of visitors we wan
to attract and what matters to them. Usually, people who are looking for a
Community Based Tourism expergn are more conscious about social and
environment issues.

2. Define. Identifying the type of products and services which can be offered by the
community according to the visitors needs without changing the social carryin
capacity is very important as well

3. ldeate. Propose as many creative solutions as plessabways related to the local
culture.

4. Prototype. It is mandatory to build a representation of the ideas or products to
show to others. We have to demonstrate how we will present the idea or the product.

5. Test. Finally, we have to share this prototype idea, service, or product with the
users and try to get as much feedback as possible to see what works or not.

In order to prove the importance of preserving cultural manifestations and understand

which elements nurture culture and creatiylyesearch needed to be conducted.

The CBCT Model will help communés to develop a strategy to overcome poverty
using their local natural, cultural and human resources, bringing up theiveneatential

by sharing and exchanging knowledge with the visitors.

The research done before on tliéotv to Develop and Sustain CBT in 9 Steps Model
have already proven to be successflie CBT Model was implemented in ten different
countries with great achievemeRegarding theCT Model, so far any information of its
application was found. According to the experience of the researcher, this model is
inconsistent. This is way for the creation of the newdel; the CT Model had to be
compensated with concepts involving creativiBy combning bothof theminto a totally

new design model and applyingnto a rural communitys highly likely tohave a positive
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impact, although the results cannot be predicted until it is téB¢eduse the application of
the first four steps may take seakyears, it is impossible to measangtcomesn a short
period. This model serves as a guide andy be applied to any rural community any

part of the world.

Conclusion

The study proposethe application of a new tourism model as mechanissupport
communites reducing povertyThe new model of tourism was built combining the CBT
model develop by the APEC, and the CT Business Model proposed by Rossitza Ohridska
and Stanislav Ivanov, including the 4phentioned by Mel Rhodes and the Creative Class,
expressed by Richard Florida. The result was the “Commaited Creative Tourism
Model".

The information obtained in this study helped to integrate different dimensionsénto t
proposed CBCT ModelThe first step was to adopt a strategy that has the potential of
helping communies to reduce povertyBy recognizing the prospective of the creative
industries, including the production of crafts, music, design, architecture and publishing,
the Central Hrope Programme Analysis, proved that it has a great potential for job and
wealth creation(Breznik, 2014). The next step was to include creativity in the concept

development of the community-based tourism.

By mentallyvisualizing the model, it was evident that if there is no strong community
structure, nothing would be feasible. It was necessary to search forathi® gennect the

community with the project: Culture.

Culture and creativity seems to be the Hestures to preserve heritage while being
innovative. As mentioned in the analysis dbobperating to preserve cultural heritage

and encourage creativityt says:

“Efforts to preserve and utilize cultural heritage can help generate noimsome,
encairage innovation and bring communities closer together” (ERDF, 2014, pag. 12).
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A research conductedt the indigenous Taromak community in Taitung County
Taiwan, proved the importance of preserving cultural neatations, because this is what
keeps the community together, regardless of age, gender or social statiosicadi
monuments are the tangible testimony left by our ancestors. But music, fegtisties,
practices, traditions is whatefine our regions, our communities and of course ourselves.
By promoting the cultural manifestations in a sustainable way, it will strengthen our

identity; it fostersknowledge and nurtureseativity.(Breznik, 2014)

This study chose théNine Steps for Developing and Sustaining Community Based
TourismModel presentedby the APEC in theHandbook on Community Based Tourism
published in 2009. The handbook presents 10 (ten) case studies in different countries
proving its effectiveness. The study also chose Gheative Tourism Business Model
developed by Ohridska©lson andStanislavin 2010, although this second one was only
considering the demand and supply factors and the tangible and intangiblésbé&nédfie
present knowledge era, we are moving from the information economy brought about by the
digital revolution into the creative economy, inspired by the creative revolutiomdurni
from passive consumers to active contributors. Therefore it was necesssaiyide the
creative classnentioned by Florida in 2012, and as brought up by Rhodes already in 1961,
the creative persqralsocreative products and servigebecreative cultural and natural
environment identify thecreative markefor creative activitieso implenent acreative
process The result of combining all the elements mentioned above resulted in the
“Community-Based Creative Tourism Model” as a practical guide to alleviate poverty in
Gualea or any other community with similar conditions. Presenting a [SteBtep
guideline will assist community leaders in incorporating the model as part of their

development process.

It is desirable that this model uised with supervision of pelgpwho haveexperience
in tourism and community empowerment, in ordergtade and train the community
members, especially the leaders. People using the model should have an open mind and be

flexible towards the creative ideas.
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