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Abstract:
The main aim of this research was to design a creative tourism model to develop local businesses, which 
was done qualitatively with the Grounded Theory approach. The statistical population includes manag-
ers of tourism centers proficient in creative tourism. Non-probability, purposeful, and snowball sampling 
methods were used, and 14 interviews were conducted until theoretical saturation was reached. Data 
analysis was done in three stages of open, axial, and selective coding, and the model was presented. The 
findings showed that the causal conditions (Tendency to experience living in the destination, no need 
for expensive infrastructures, Tendency to individual development during travel) were compelling in 
the axial phenomenon (Changing tourists’ values, and experience-oriented travel). Intervening factors 
(infrastructures, Touristic organizations) and contextual factors (Touristic attractions, social and cultural 
conditions) affect the presented strategies (advertising and promotional activities, local businesses net-
working, focus on unique native potentials of destination) resulting in outcomes such as (Developing 
local businesses, increasing income, and Reviving intangible heritage).The results showed that creative 
tourism developed local businesses, revived culture, and created intangible heritage.
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Introduction 
The excessive expansion of mass tourism has made several 
tourists reluctant to traditional cultural entertainment, 
leading them to creative tourism to gain distinctive 
experiences. In the late 1990s, researchers identified 
these changes and pushed them towards a creative path 
while investigating the relationship between tourism and 
creativity as a reaction to mass cultural tourism (Douglasa 
et al., 2023). As the tourism industry is growing rapidly, 
providing a positive experience for tourists has become 
a significant concern for destinations. Therefore, the 
performance of activities related to creative tourism can 

help create a new understanding of a destination (Gato et al., 
2021). The change in travel paradigm and the development 
of local and rural tourism have provided opportunities 
to review the traditional styles of tourism and promote 
stability and local reconstruction in smaller societies (Silva 
et al., 2021). Now, there is a special method for creative 
placemaking which Richards describes as: strategically, 
physical and social character of a district, city or region 
is formed around art. Cultural activities make public and 
private spaces more dynamic for creative place making, 
updating structures and landscapes of streets, improving 
durability of local businesses and public security and 
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bringing different people together to be inspired by local 
festivals and educational workshops (Richards, 2020).

Theoretical Foundations 
Creative tourism started as a concept related to small-scale 
educational courses and workshops, showing destination 
creativity (Richards & Raymond, 2000). However, it was 
gradually expanded into the broader scope of experiences, 
including situations and interactions created in informal 
learning and educational processes. This expansion led the 
Organization for Economic Cooperation and Development 
to define creative tourism as the convergence of creative 
tourism and economy:  creative tourism creates knowledge-
based activities which link producers, consumers, and 
places using technology, talent, or skill for manufacturing 
intangible cultural products (Richards, 2017). On the 
other hand, social media can also reinforce destination 
identity, increase visibility, and deepen visitors’ emotional 
balance with tourism destinations. In fact, local societies 
should understand the cultural richness of the region 
and the uniqueness of the produced content.  Sufficient 
training and access to suitable tools help societies create 
high-quality, reliable, rich content with local narrations 
(Fitriyadi et al., 2024).  In creative tourism, tourists are no 
longer supervisors but help and provide their experiences. 
This new demand prioritizes intangible values and 
individual development. In addition, several people 
are increasingly under different life pressures, which is 
increasing their tendency to engage in creative activities 
during holidays.  Therefore, holidays have become a 
space for learning, growth, and self-renewal, obtaining 
new skills, and developing local businesses (Richards, 
2013).  Therefore, the tourism industry relies on new 
actors such as a local shoemaker who teaches tourists 
his art, a local housewife who teaches cooking at home, 
or a farmer who shares his knowledge about biological 
culture. Although visitors to these educational courses do 
not become professionals through these courses, they have 
turned professional education during travel into a goal of 
their travel. Local society not only increases its culture 
and heritage through these educational programs but also 
improves its skills in different fields.  In fact, creative 
tourism can produce wealth that is spent again to develop 
society. This helps empower local societies through 
education, economic development, and job creation 
(Couret, 2017).  Relation between creativity and tourism 
can help destinations in the following ways to achieve a 
competitive advantage among the competitors: Adding 
value and utilizing creative potential 

Increasing tourism demand 

Diversifying the supply of tourism services and creating 
a strong image of the destination 
Creating a unique space and directing creative trends, 
along with the new factors 
Developing small-scale businesses, holding educational 

courses, creating experiences in creative networks, 
interaction among the tourists and the local society. 
Using the creative technology for the development and 
promotion of tourism experience (Mawardy & Attallah, 
2018) Modern tourism needs can be somewhat fulfilled 
by valuing native traditions so that destinations can 
provide them more creatively in the current chaotic 
tourism market. Methods based on intangible heritage, 
creativity, and innovation can provide more attractive 
and stable content for tourists and the local population by 
increasing quality of life, encouraging entrepreneurship 
activities, protecting young people, and developing native 
and local businesses(Sziva &Zoltay, 2016; Yi Wu et al., 
2017).  Innovations are made locally to develop this style 
of tourism, and each destination’s economic development 
occurs while being native and local. In addition, creative 
tourism can make places more distinctive and attractive 
for the residents and visitors (Stipanovic & Rudan, 2015).  
Creative tourists actively learn their surroundings and 
use this knowledge to develop their skills. This process 
reflects the tourist’s change and strengthens cooperation 
between local societies at the local level, leading to the 
development of the local economy (Couret, 2017). 
Developing creative tourism based on increased 
participation and empowerment of the tourism target 
society has made places attractive for residents’ life 
and business, building society’s capacity, creating self-
sufficiency and belief in the ability and potential of the 
region, and protecting the young generation. In addition, 
creative activities led to mobility and dynamicity of the 
places and durability of businesses, bringing together 
different people for more interactions to be inspired by the 
environment and to inspire it. Creativity creates value and 
acts as a catalyst for the development of the local economy.  
Creative tourism is more suitable for those seeking more 
active and participative experiences to use their creativity 
during travel and culture. To respond to these demands 
and develop tourism in several points, there has been 
increasing interest in creative tourism at the international 
level, and there are symptoms of demand growth in this 
field, leading to the supply of new domiciles and continual 
expansion of platforms and digital tourism applications 
(Ketter, 2020).  On the other hand, it is vital to invest in 
human resources for destinations, through which they can 
reinforce participation in favor of the local economy and 
create educational opportunities, making the intangible 
heritage of that region more distinctive. Creative tourism 
can help small local innovations in which tourists have 
more responsibilities, discuss their experiences, and 
support local jobs (Couret, 2017).  Today, in several 
regions, isolation and the aging of the population have 
led to the loss of several local traditions and jobs. For 
this reason, some measures should be taken to minimize 
these damages. Creative tourism activities that have been 
expanded with a network of traditional experts help 
revive and promote these traditions and knowledge of the 
ancestors dynamically and interactively (Duxbury, 2021). 
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Research method 
The present method was qualitatively conducted using the 
Grounded Theory approach. This approach inductively 
applies a series of systematic procedures to create a theory 
about the studied phenomenon (Strauss & Corbin, 1998). 
The Strauss and Corbin model has been used as a theoretical 
framework in the present research. The research statistical 
population includes managers of tourism and recreational 
centers, university professors and experts, and creative tour 
leaders. These persons have been selected among those 
holding master’s degrees and having more than 10 years 
of experience and specialty in the subject of the research. 
To gather data, a non-probability, purposeful, and snowball 
sampling method was used, and 14 semi-structured 
interviews were conducted until theoretical saturation was 
reached. The time of interviews varied between 50 and 90 
minutes, and data were coded with Atlas software in three 
stages of open, axial, and selective coding.
The participation of the research members was used 
in the coding process to study validity. In this way, the 
research members, including two university professors 
and a PhD candidate, revised the coding process and gave 
opinions on it. The Holstie method was used to measure 
the reliability of the interviews performed. In this regard, 
another researcher coded the text of the interviews, and the 
observed percentage of agreement was calculated as 0.738, 
which is considered desirable. 

Research findings 
In this stage, we demographically described the 
interviewees, including elites and experts in tourism.

Coding process 
In the first stage, open coding was done to extract 
important points from the interviews, initial codes were 
obtained from this stage. Then, main concepts were 
obtained by integrating corresponding codes and deleting 
unrelated codes. 
Unlike open coding in which data were divided into 
separate parts, the second stage (axial coding) puts similar 
concepts together and classifies them into categories. 
The third stage (selective coding) is done by classifying the 
categories and using the main components of Strauss and 
Corbin model which are the dimensions of the research 
model. In this stage of coding process, axial category is 
selected and then other categories are related to it. 
Then, using the grounded theory approach, the creative 
tourism model was designed to develop local businesses 
and the main research questions have been answered. 
Main question: which is the creative tourism 
model to develop local businesses?

Narrative expression 
The current situations make inevitable tendency to 
experience living in the destination, no need for expensive 
infrastructures, tendency to individual development 
during travel, necessity of selecting axial phenomenon, 
changing tourists’ values, and experience-oriented travel. 
Meanwhile, infrastructures and Touristic organizations 
as intervening factors and some factors such as tourism 
attractions, social and cultural conditions play role in 
progression of the strategies. 
The results show that effective steps can be taken to 

Table 1. Demographic Specifications of Research Experts

Demographic component Frequency

Education Ph.D.
Master’s degree

6
8

Gender Woman
Man

2
12

Age
30-40 years
40-50 years

Above 50 years

3
10
1

Table 2. A brief sample of initial codes extraction

Interviewee Quotations Initial coding

D2
They are reinforced by creative tourism, local workshops, household and 
inherited occupations, and members of the family cooperate with each 

other.

Small businesses 
support

D9 Modern tourists show high tendency to ecotourism and local and traditional 
houses and are highly interested in local food and traditional handicrafts.

Tendency to low price 
lodges

D10
NGOs and target management organizations should cooperate and tour 

leaders’ association, local networks association, eco-lodge managers, etc. 
should perform coherent and network-based activity.

Creating systematic 
structure of destination 

management
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Table 3. Main Concepts, Categories and Dimensions of Model

Main Concepts Categories Model 
Dimensions

1 Tendency to recognize local customs Tendency to  experience living in 
the destination

Causal 
conditions

2 Tendency to ecolodges

3 Equipping the ecolodges with native attractions No need for expensive 
infrastructures4 Tendency to low price ecolodges

5 Tendency to learning and education Tendency to individual 
development during travel6 Tendency to detect the unknown

7 Natural attractions
Touristic attractions

Contextual 
conditions

8 Diversity of local workshops

9 Tourist-friendly character of local society

Social and cultural conditions10 Local society’s support of creative plans

11  Available cultural attractions

12 Shift of values from products to experiences
Changing tourists’ values

Axial 
phenomenon

13 Tendency to have more interactions during travel

14 Satisfaction with experience-oriented travel
Experience-oriented travel

15 Tendency to attain distinctive experiences

16 Developing tourism products and services
Infrastructures

Intervening 
conditions

17 Providing updating platforms

18 Financing by touristic organizations

Touristic organizations19 Governmental support

20 Facilitate the laws and regulations

21 Supporting small businesses
Developing local businesses

Outcomes

22 Creating job and reducing unemployment rate

23 Attracting local and foreign tourists
Increasing income

24 Promoting creative industries

25 Promoting native culture

Reviving intangible heritage26 Reviving  native businesses

27 Increasing the perception of value for native heritage in 
local society

28 Holding local educational workshops
Advertising and promotional 

activities

Strategies

29 Holding local festivals

30 Producing content and advertisement in cyberspace

31 Creating systematic structure structure of destination 
management

Local businesses networking32 Facilitating interaction among beneficiaries

33 Integrated management of local workshops and festivals

34 Commercializing native touristic products Focus on unique native potentials 
of destination35 Highlight the distinction of destination
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realize axial phenomenon by presenting strategies such 
as advertising and promotional activities, local businesses 
networking, and focus on unique native potentials of 
destination.  This may lead to achievements such as 
developing local businesses, increasing income, and 
reviving intangible heritage for the touristic destinations. 
In this stage, the research paradigmatic model was dealt 
with. Table 1 elaborates components of the research 
paradigmatic model (Figure 1). 

Conclusion and Suggestions 
Results of the present research showed that due to 
increasing tendency of tourists to experience travel to the 
main destinations and use of available native equipment 
and no need for expensive infrastructures, the creative 
tourism can be one of the most suitable touristic styles in 

the current economic situation. The use of ecolodges and 
traditional houses instead of construction of hotels and 
luxurious places, holding experience-based festivals and 
exhibits can help develop and improve local economy. 
In fact, creativity for the creative tourists is not limited 
to visiting a place or purchasing a product from the 
destination to which they travelled but they tend to 
experience culture and originality in the original texture 
of the destination. These unique creative experiences give 
them sense of attachment to a place while supporting 
local small businesses and economy of the region. In 
addition, Richards, 2020, Couret, 2017, and Ketter, 2020 
have referred to similar results in their research. 
On the other hand, the organizations engaged in tourism 
have played a key role in progression of the creative 
tourism strategies. In fact, governments and touristic 
organizations can affect development of creative tourism 

Figure 1. The research paradigmatic model 
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and development of local society by providing required 
infrastructures and making coordination among different 
levels and financial and non-financial supports of 
resources, creative industries, festivals and events and 
educational workshops. 
Advertisement, marketing and content production based 
on the sources an attractions of the destination can lead to 
networking of local creative businesses, growth of updated 
platforms of tourism, training and empowerment of the 
destination society, marketing and commercialization of 
touristic products, resulting in attraction of more tourists 
Fitriyadi et al., 2024 and Silva, 2021 referred to similar 
results as mentioned in the review of literature. 
In the end, there are some suggestions based on the 
research findings:
•	 Increasing interaction and cooperation among the 

beneficiates, societies, institutions, an native and 
local associations and networking of local businesses 
to support and promote creative activities which can 
help develop creative tourism, generate income and 
promote economy of the region.  

•	 Supporting new businesses in the field of creative 
tourism which can help provide new job opportunities 
in the destinations. 

•	 Ecolodges have provided a space for exhibiting and 
selling the handicrafts and local arts and holding 
festivals and traditional rituals and made it accessible 
to the tourists, leading to promotion and introduction 
of the native culture. 

•	 Creating new native experiences resulting from 
originality of the destinations such as holding 
handicrafts workshops and local cooking increases 
the tendency to visit the place again. 

•	 Creative recreation of local festivals and revival of 
the traditions and native culture of the region which 
increase sense of value and self-belief in local society 
are suggested. 

•	 The governmental and non-governmental 
organizations are suggested to pay more attention to 
and support the tourism field to provide and develop 
some infrastructures such as transportation, health, 
and treatment, urban security, communication 
infrastructures and facilitating holding the 
experience- based workshops and exhibits. 

•	 Equipping the destination with the updated platforms 
with rapid access and equipment such as exchange of 
views among the tourists and rapid response to their 
questions and ambiguities will increase trust of the 
tourists and attract them more. 

•	 Assessing capacity of the accessible resources of 
the region such as intangible heritage rituals and 

customs, celebrations, festivals, music, gastronomy, 
etc. and identifying creative capacities of the 
destination which can be commercialized.
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