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w5 1994541 million international arrivals,
.+ about 40,000 hotel rooms.
= *2024:17.5 million infernational
il . arrivals, over 800,000 rooms despite {
several downturns - 2" '
* Tourism has become a key = .
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F5 TOURISM PRODUCTS
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* Reasons: posswe S|ghTsee|ng fourism, Iock of CICTIVG
experiences. 3% B e S
* Need to mnovo’re producTs diversify experlences fo @
increase value and retfurn of visitors. ey ;': S
* Orientation of Vietnam Tourism Strategy to 2030 e
Develop sustainable and creative tourism. =
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e SUSTAINABLE TOURISM.
e TOURISM PRODUCT RESTRUCTURING.
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* According to Greg Richards & Crispin Raymond (2000):

}ourism offers tourists the opportunity to deve their creative
np’@n’riol through por’ricip?n in ccliul’rurol expe

_ e Tourists actively create, not jus

‘ » Activities: p y.cooking, painting, weayv
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Criteria

. Tourists
engagement

. Community
interaction

i~ Community

= benefit

Sustainability

Cultural Tourism

Passive,
observation

Limited

Tangible heritage

Indirect benefits

Depends on
various factors

Creative Tourism

together
Direct, proactive

Inc. intangible
heritage

Benefit from
sharing culture,
customs, crafts

Based on the

quality of

experience
S
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.,s,h Creahve 1our|sm a people-cenirlc approach
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i Creatlve tourism helps:
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i e Diversifying tourism products.

.~ e Preserving intangible cultural heritage.
o Strengthening community engagement and livelihood
. improvement. & i

e |mproving the quality of V|S|tor experlences "hﬁ.
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CASE STUDY IN VIETNAM

Duong Lam acient village (Son Tay):
tourists make straw, wood carving,
lanterns, farming activities.

Hoi An: UNESCO Creative City
2023; develop crafts, folk arts,
cuisine, villages with 50 crafts.

Mekong Delta: community tourism,
agriculture - need to be creative to avoid
duplicate products.




¢ LARGE TOUR OPERATORS LAUNCH
CREATIVE TOURISM

Tour operators play arole in connecting tourists with creative spaces

Vietravel - Hanoi Creative Tours 2024
“Creative Tour of Festival Route”; experience architecture and art.
"Creative Resonance Tour”: combine heritage and contemporary art.
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DBiém dén Sang tao | Creative Attraction

Nha Hat Lén - Kiét Tac

Hanoi Festival

of
The Ppera House

alace N 7
A First-Ever Experience . )
s # A Masterpiece
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ZONE 9, ONCE A HUB FOR
CREATIVENESS OF HANOI
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Institutions & Products & Human Conservation

Policies: legadl Services: resources: & Environment:

framework, credit  developing creative skills awareness,

— tax incentives, craft village fraining, involvement of

promotion of experiences, guiding, entferprises and

innovative cuisine, digital community tourists,

centers. tfechnology management  conservation
programs,

tourist friendly
environment,
and impact
monitoring
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Creative e tourism
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Negd for natio
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partnership. Busme-sses communl’ﬂ

governments act together.







