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ReLAtIon BetWeen cReAtIve teAchInG AnD  
sustAInABLe pRActIces In cuLtuRAL  

heRItAGe touRIsM

Abstract: This paper is primarily concerned 
with alternative teaching methodologies. Crea-
tive teaching methodologies place the student at 
the center of the learning process. This paper is a 
case study of “Orion – promotion of the Vučedol 
culture” project as a self-sustainable cultural 
product. The primary goal of the project is the 
promotion of heritage through cultural tourism. 
The “Orion” project was launched in coopera-
tion with third year undergraduate students at 
the Department of Tourism of VERN Univer-
sity of Applied Sciences from Zagreb, as part of 
the Event Management and Marketing course 
(March to June 2014). Inspired by the Vučedol 
archaeological site, historical data and lectures 
on the Vučedol culture and the oldest Indo-Eu-

ropean calendar called “Orion,” the students 
have developed a plan for a two-day festival 
that would take place in Vinkovci, Croatia and 
would include a scientific conference, cultural 
and artistic program, presentation of local cui-
sine, creative workshops, and promotion of local 
crafts.

This paper reinforces the need for imagi-
native thinking in education for tourism. The 
variety of ways in which creative teaching prac-
tices can be used is infinite and this case study 
presents only a small contribution. 

Key words: creative teaching, alternative 
teaching methodologies, Vučedol culture, imagi-
native thinking, cultural heritage tourism

Introduction

Tourism	 and	 Hospitality	 programs	 are	
extremely	 diverse	 in	 nature;	 some	 focus	
specifically	on	the	development	of	practical	
skills,	while	others	 specialize	 in	developing	
generic	 management	 capabilities.	 some	 of	
academic	 institutes	 offer	 programs	 com-
bining	 practical	 and	 theoretical	 elements.	
Discontent	among	industry	leaders	with	the	
quality	of	undergraduate	students	emerging	
from	 tourism	 and	 hospitality	 management	
programs	has	provided	the	catalyst	for	much	
of	this	reform.

Education	 is	 fundamentally	 concerned	
with	 improving	 the	 cognitive	 abilities	 of	
learners	 (Fullan	 2003).	 Therefore,	 higher-
education	 providers	 are	 constantly	 search-
ing	 for	 the	 most	 effective	 means	 of	 devel-
oping	 students’	 holistic	 awareness	 (Jackson	
2006)	and	creativity	 is	central	 to	 this	proc-
ess.	There	is	little	doubt	that	teaching	meth-
ods	 have	 evolved	 in	 recent	 years.	 Creative	
teaching	is	not	a	new	concept	and	there	are	
numerous	teaching	aids	available	to	develop	
competencies	 relating	 to	 creative	 teaching	
(Williams	1992).

This	 paper	 is	 primarily	 concerned	 with	
alternative	 teaching	 methodologies	 which	
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are	 removed	 from	 the	 traditional	 demon-
stration	style	of	lecturing	frequently	associ-
ated	with	higher	education.	Creative	teach-
ing	 methodologies	 place	 the	 student	 at	 the	
center	of	the	learning	process.	Creativity	in	
teaching	 is	 frequently	 an	 unconscious	 act	
(Jackson	 2002).	 Fostering	 creativity	 within	
higher	education	 is	 a	primary	goal	of	both	
the	European	University	Association	(2007)	
and	the	Higher	Education	Authority	(2011).	
It	is	the	process	for	supporting	individuals	in	
their	personal	and	later	professional	growth	
so	they	can	fulfil	 their	potential	by	becom-
ing	 all	 they	 can	 become	 and	 thereby	 find	
personal	 fulfilment.	 The	 focus	 of	 creative	
development	 should	 always	 be	 on	 helping	
students	to	become	authentic	and	fully	self-
actualized.	This	means	supporting	the	indi-
vidual	in	his	or	her	own	evolution	as	well	as	
supporting	the	evolution	of	consciousness	of	
humanity.	

teaching creatively

According	 to	 Jayawardena	 (2001),	 con-
temporary	tourism	and	hospitality-manage-
ment	 education	 requires	 the	 re-evaluation	
of	teaching	strategies.	In	addition,	curricula	
should	 be	 developed	 to	 enhance	 commu-
nication,	analytical	skills,	creativity	and	the	
ability	 to	 synthesize	 information.	Ashley	 et 
al., (1995)	illustrated	this	concept	with	clar-
ity	 when	 they	 presented	 findings	 from	 a	
group	discussion	involving	twenty-five	lead-
ing	hospitality	executives.	The	group	identi-
fied	ten	categories	of	specific	technical	skills	
required	 by	 tourism	 and	 hospitality-man-
agement	graduates:1)	People	skills;	2)	crea-
tive	 thinking	 ability;	 3)	 financial	 skills;	 4)	
communication	skills	(for	both	written	and	

oral	presentations);	5)	developing	a	 service	
orientation;	6)	total	quality	management;	7)	
problem-identification	and	problem-solving	
skills;	 9)	 customer	 feedback	 skills	 and	 10)	
individual	and	system-wide	computer	skills	
(Ashley	et al.,	1995,	p.	77).

Notable	 creative	 teaching	 methodolo-
gies	 indicated	 by	 academics	 and	 students	
included:	 case	 studies;	 group	 work;	 discus-
sions;	 problem-based	 learning	 (PBL),	 role	
play,	 demonstrations	 (practical	 classes);	
YouTube;	 Internet;	 videos	 and	 PowerPoint.	
some	 hospitality	 academics	 were	 adopting	
very	 creative	 teaching	 techniques	 such	 as	
Twitter	 and	game-based	 learning	very	 suc-
cessfully.	Other	techniques	mentioned	were	
a	 grammar	 auction,	 article	 reviews,	 story	
boarding	and	word	searches.	

This	 study	 also	 revealed	 that	 both	 stu-
dents	and	academics	perceive	a	need	for	cre-
ative	teaching	methodologies.	These	results	
support	Jackson’s	(2006,	p.2)	statement	that	
“Higher	 education	 needs	 to	 see	 creativity	
within	the	important	role	it	plays	in	prepar-
ing	people	for	an	uncertain	and	even	more	
complex	world	of	work”.

The conceptual Model1 for creative 
development: creative teacher + crea-
tive classroom + students develops crea-
tive capabilities = Graduate demonstrates 
creative capabilities in the workplace

step 1: The creative teacher

The	literature	review	have	led	the	author	
to	 conclude	 that	 following	 elements	 must	
be	 present	 if	 a	 teacher	 wishes	 to	 engage	 in	
the	 development	 and	 execution	 of	 creative	
teaching	methodologies.	The	following	sec-
tion	explores	each	element	in	further	detail:

1	 Based	 on	 McGoldrick,	 C.	 (2000)	 and	
McWilliams,E.	 (2008)	 with	 research	 under-
taken	by	Tait	(2002)	and	Malone	and	Gard-
ner	(2011)



73No 17, June 2016

Risk taker Must	be	willing	to	take	risks,	you	have	to	reveal	your	weakness	and	
relinquish	control	of	the	learning	situation.	

teaching qualification Provides	an	understanding	of	different	learning	styles,	provision	of	
appropriate	structures	and	tools	conducive	to	learning.	

Imagination, Innova-
tion

Innovation,	 inventing,	task	conceptualization,	problem	solving	and	
development	of	creative	challenges.	

Resources Fully	utilizing	all	the	teaching	tools	and	resources	available.	Thinking	
outside	the	box	i.e.	if	space	is	an	issue,	tries	and	relocate	some	or	part	
of	the	class.	

physical space Allow	students	space	to	generate	their	own	ideas.	
commitment Creativity	takes	time	and	effort	and	does	not	always	work.	
Facilitative Acting	as	a	guide	in	the	learning	process.	Observing	tasks	evolve	and	

develop.	Motivating	students	to	become	independent	thinkers.	
supportive Encouraging	students	to	engage,	become	risk	takers.	students	value	

being	rewarded	for	their	creativity.	Teachers	must	nurture	the	crea-
tive	process.	

emotionally Intelligent Teachers	must	be	aware	of	 the	mood	of	the	class.	Atmosphere	and	
student	disputation	can	arise	during	an	exercise.	By	using	emotional-
intelligence	skills	teachers	can	help	prevent	difficulties	from	arising	
in	the	class.	

classrooms	encourage	learners	to	take	own-
ership	of	their	individual	learning,	by	using	
a	 facilitative,	 collaborative	 approach.	 The	
conditions	 identified	 are	 designed	 to	 pro-
mote	 student	 creativity,	 encourage	 creative	
practices,	 the	 development	 of	 transferable	
skills,	encourage	flare	and	build	confidence.	
This	list	is	by	no	mean	exhaustive:

step 2: The creative classroom

This	 paper	 has	 concluded	 that	 the	 tra-
ditional	 practice	 of	 teachers	 transferring	
knowledge	 to	 learners	 without	 active	 stu-
dent	engagement	is	inadequate	in	the	devel-
opment	of	creative	capacity	building.	There-
fore,	the	creation	of	a	learning	environment	
that	nurtures	creativity	is	vital.	The	creative	

It Resources The	 availability	 of	 IT	 resources	 can	 enhance	 the	 learning	 envi-
ronment	with	sound,	images	and	access	to	unlimited	knowledge.	

environment Teacher	 acts	 as	 a	 facilitator	 where	 there	 are	 no	 right	 and	 wrong	
answers,	just	possibilities.	

trust The	development	of	 a	unique	 relationship	between	 teachers	and	
learners.	 In	 addition,	 this	 gives	 learners	 the	 confidence	 to	 expe-
riment.	

participation Learners	will	only	fully	commit	to	the	process	after	observing	tea-
chers	practicing	and	demonstrating	creativity.	

cooperation Learner	takes	greater	responsibility	for	their	learning.	Teachers	re-
frain	from	critical	feedback.	

space To	think,	experiment,	move.	Also	refers	to	a	personal	space	where	
ideas	are	nurtured	and	allowed	to	grow.	



74 The Business of Tourism

Innovative approaches to 
teaching

Tasks	are	based	on	real-world	situations.	Activities	must	be	mea-
ningful.	

Innovative approaches to 
assessment

Assessment	must	be	multifaceted.	As	learners	are	co-constructing	
their	learning,	the	use	of	peer	and	self-assessment	is	appropriate.	

Reflection Reflective	practices	are	encouraged	in	a	variety	of	forms.	

step 3: The creative student  
and Graduate 

By	adopting	steps	One	and	Two,	it	is	an-
ticipated	that	the	creative	student	will	devel-
op	transferable	skills	in	the	following	areas:

critical thinking Making	sense	of	complexity.	
creativity Increased	awareness	of	personal	creativity.	
team work capabilities Learns	to	work	as	part	of	a	team,	time	management,	task	allocation,	

negotiation	skills	are	all	developed.	
Interpersonal skills People	and	organizational	skills.	
Logical Thinking	non-linearly,	system	thinking
Independent learner Increased	sense	of	responsibility	for	own	learning	
Reflective Reflects	on	practices	and	processes,	to	identify	and	amend	shortco-

mings.	This	process	can	involve	peer	critique.	
confident In	own	voice,	capabilities.	
Adaptable Open	to	possibilities.	
ownership Takes	responsibility	for	own	learning.	
commitment Completing	tasks	and	lifelong	commitment	to	professional	develo-

pment	

From a creative student all the way to 
creative cultural tourism

A case Study: a Project by Third-Year 
Students of Tourism of the VERN University 

of Applied Arts in Zagreb

Richards	 (2011,	 p.123)	 defined	 creative	
cultural	 tourism	 as	 “tourism	 which	 offers	
visitors	the	opportunity	to	develop	their	cre-
ative	 potential	 through	 active	 participation	
in	 courses	 and	 learning	 experiences	 which	
are	characteristic	of	the	holiday	destination	
where	they	are	undertaken.”

The	definition	carries	several	significant	
implications:	
•	 Creative	 potential	 –	 the	 tourist	 is	

equipped	with	tools	for	developing	their	
own	creative	potential,	enabling	them	to	
take	home	something	more	than	souve-
nirs.	This	ability	represents	learning	and	
creation	 experience	 that	 can	 affect	 the	
change	of	the	tourist’s	worldview.	

•	 Active	 participation	 –	 the	 consumer	 is	
actively	involved	in	the	creative	process,	
and	 this	 involvement	 creates	 potential	
for	 true	 connection	 and	 engagement	
with	local	population	and	local	culture.	
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•	 specific	experiences	–	creativity	can	hap-
pen	anywhere,	but	the	important	thing	is	
to	link	the	creative	process	to	the	desti-
nation	and	to	anchor	it	 in	local	culture,	
creativity	 and	 identity.	 This	 process	 re-
quires	not	only	creativity	on	the	part	of	
the	tourist,	but	also	the	destination.	

•	 Co-creation	or	co-maker	ship	–	the	con-
cept	of	creative	tourism	involves,	to	some	
extent,	 a	 level	 of	 co-creation	 between	
visitors	and	locals.In	its	simplest	 imple-
mentation,	 this	 concept	 involves	 using	
the	 consumers’	 knowledge	 of	 the	 prod-
uct	to	improve	the	product	and	make	it	
fit	better	into	the	needs	of	consumers.	

UNEsCO	(2006,	p.3)	states	that	“creative	
tourism	is	travel	directed	toward	an	engaged	
and	authentic	experience,	with	participative	
learning	in	the	arts,	heritage,	or	special	char-
acter	of	a	place,	and	it	provides	a	connection	
withthose	who	reside	in	this	place	and	create	
this	living	culture.”

There	 are	 several	 other	 definitions	 of	
creative	 tourism,	 but	 what	 all	 definitions	
have	 in	 common	 are	 interactive,	 participa-
tive	 and	 authentic	 experiences	 that	 enable	
tourists	 to	 develop	 their	 creative	 potentials	
and	skills	 in	contact	with	the	 local	popula-
tion.	This	means	that	creative	tourists	are	a	
group	of	 active	participants	without	whose	
active	participations	there	would	be	any	cre-
ative	 experiences.	 The	 creation	 of	 creative	
tourism	experiences	should	include	all	four	
dimensions	of	experience	economy:	educa-
tion,	escapism,	esthetics,	and	entertainment	
(Pine	and	Gilmore,	1999).

On	the	track	of	the	concept	and	definition	
of	creative	cultural	tourism,	and	towards	the	
four	cited	implications,	the	curriculum	of	the	
Event	 Management	 and	 Marketing	 course	
was	complemented	by	a	creative	project	that	
enabled	 the	 students	 to	 participate	 actively	
and	 demonstrate	 their	 creative	 potential	
through	 team	 co-creation,	 inspired	 by	 the	
phenomenon	 of	 vučedol	 culture	 through	
specific	 experiences.This	 enabled	 them	 to	

be	involved	in	an	authentic	experience,	with	
participative	learning	about	the	heritage	and	
special	 characteristics	 of	 places	 visited	 by	
them	in	their	field	course.

Acting and thinking in terms  
of project management

A case Study: a Project by Third-Year 
Students of Tourism of the VERN University 

of Applied Arts in Zagreb

Thinking	 in	 terms	 of	 project	 manage-
ment	 involves	 accumulating	 efforts	 and	
skills	 for	 solving	 a	 particular	 problem.	 In	
cases	 where	 educators	 and	 moderators	 are	
in	a	position	to	motivate	and	inspire,	a	real	
interest	in	the	subject	of	investigation	is	ob-
ligatory.	It	means	that	the	emotional	compo-
nent	should	be	taken	into	account.	How	to	
make	unique,	creative	and	innovative	tourist	
products	 in	a	 tourist	destination	 should	be	
inspired	by	future	activity,	they	should	have	
a	 variety	 of	 ideas	 and	 anticipations	 for	 the	
future,	they	should	be	planning	out	an	occu-
pation	for	future.	This	type	of	activity	allows	
the	focus	to	switch	to	the	subject	of	investi-
gation	and	onto	collaborative	work.

All	 participants	 are	 in	 touch.	 They	 are	
open	 to	 change	 because	 they	 seek	 out	 new	
ideas.	They	readily	accept	new	 ideas,	expe-
riences,	 opportunities	 and	 ways	 of	 doing	
things.	 They	 integrate	 the	 changes	 into	 an	
ongoing	process.	The	activity	of	a	moderator	
and	educator	is	focused	on	the	results.	That	
is	to	focus	attention	on	the	most	important	
priorities	and	stand	up	for	what	is	right,	what	
is	better,	what	is	appropriate	and	what	bene-
fits	the	project.	The	collective	wisdom	of	the	
group	and	group	activities	double	the	excite-
ment	and	joy	all	the	while	sharing	ideas.	The	
moderator	and	educator	keep	the	discussion	
within	 the	 subject	 and	 realistic,	 although	 a	
degree	of	imagination	is	appreciated.

The	 peculiarity	 of	 this	 kind	 of	 work	 is	
personal	responsibility	for	what	you	are	do-
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ing	and	a	shared	responsibility	for	the	result.	
It	helps	 to	 learn	 from	successes	and	 failure	
and	 to	 encourage	 one	 another.	 such	 kind	
of	 activity	 assumes	 a	 systemic	 approach	 to	
improving	 the	 process	 across	 disciplines.	
The	 participants,	 together	 with	 the	 mod-
erator	and	the	educator,	build	collaborative	
relationships.	 Thinking	 in	 terms	 of	 project	
management	 is	 based	 on	 the	 relation	 be-
tween	memory	and	emotions	caused	by	the	
particular	 life	 experience.Each	 information	
processing	situation	is	assumed	to	result	 in	
activation	of	memory	traces	and	a	construc-
tion	 of	 new	 memory	 traces	 (Padovan	 and	
versace	1998).

An	 emotional	 response	 to	 a	 picture	 is	
revealed	when	it	is	associated	with	acquired	
emotional	 experiences	 or	 if	 evokes	 inter-
est	 because	 it	 is	 not	 associated	 with	 exist-
ing	 emotional	 experiences.	 students	 show	
surprise	when	 they	notice	violations	of	 ex-
pected	events	or	as	a	response	to	discovery.	
surprise	can	reflect	both	a	violation	as	well	
as	 a	 confirmation	 of	 expectancy.	 Excite-
ment,	creativity,	and	brainstorming	all	evoke	
strong	emotional	response	on	the	part	of	the	
adults.	It	leads	to	semantic	trace.	It	results	in	
activation	of	memory	traces.	Repeated	expe-
rience	of	 the	kind	benefits	creativity	and	 is	
strongly	 associated	 with	 something	 inspir-
ing	 and	 pleasant	 with	 a	 positive	 emotional	
feedback.

Insufficient	 knowledge	 of	 the	 vučedol	
culture	 and	 findings,	 which	 remain	 as	 fas-
cinating	 in	 the	 21st	 century	 as	 before,	 have	
incited	the	need	for	designing	a	project	as	a	
self-sufficient	product	that	would	primarily	
promote	historical	heritage	through	cultur-
al	 tourism.	 The	 Orion	 Festival	 project	 as	 a	
self-sufficient	 product	 inspired	 by	 the	 cul-
tural	heritage	of	Croatia	was	created	as	part	
of	 the	 Event	 Management	 and	 Marketing	
course,	by	third-year	students	of	tourism	of	
the	vern	University	of	Applied	Arts	 in	Za-
greb.	The	aim	of	this	course	is	to	familiarize	
students	with	the	country’s	tangible	and	in-
tangible	cultural	heritage	of	attractive	tour-

ist	destinations,	so	that	students,	inspired	by	
the	 rich	 Croatian	 heritage,	 could	 design	 a	
cultural	tourism	product	and	the	promotion	
of	such	product.	The	effort	to	link	tradition	
and	modernity	as	a	cultural	tourism	product	
that	 would	 prove	 attractive	 to	 the	 general	
population	in	contemporary	times	served	as	
the	driving	force	behind	this	project	assign-
ment.	

By	 promoting	 the	 vučedol	 culture,	 the	
“Orion”	 project	 would	 bring	 the	 general	
public	 closer	 to	 recently	 discovered	 infor-
mation	on	 the	vučedol	culture,	 educate	on	
historical	and	archeological	facts	on	the	cul-
ture,	inspire	individuals	to	do	creative	work,	
promote	 cooperation	 with	 institutions	 and	
creative	 industries,	 secure	 a	 recognizable	
tourist	destination,	brand	the	ORION	prod-
uct,	promote	it	domestically	and	abroad	and	
forge	cooperation	with	countries	within	the	
same	 region	 as	 Croatia.	 Inspired	 by	 their	
field	 course	 and	 visit	 to	 the	 archeological	
site	 of	 vučedol,	 historical	 information	 and	
lectures	 on	 the	 vučedol	 culture	 and	 Orion	
–	 the	 oldest	 Indo-European	 calendar	 –	 the	
students	 designed	 a	 festival	 project	 of	 pri-
marily	 self-sufficient	 character.	 since	 the	
students	are	majoring	in	tourism,	emphasis	
was	 placed	 on	 educational	 and	 cultural	 as-
pects,	tourism	offers	and	promotion	of	cul-
tural	 heritage.Regular	 students,	 part-time	
students	 and	 Erasmus	 foreign	 exchange	
students	 all	 participated	 in	 the	 project.The	
students	were	divided	into	teams:	organiza-
tion	and	logistics	team,	team	tasked	with	the	
scientific	part	of	the	festival	program,	team	
tasked	with	the	cultural	and	artistic	festival	
program,	hospitality	offer	team,	team	tasked	
with	creating	visual	promo	material	and	me-
dia	relations	team.

The	vučedol	cultural	festival	was	named	
“Orion”	 after	 the	 first	 Indo-European	 cal-
endar,	 dating	 back	 to	 3000	 BC.	 since	 the	
festival	 is	 predetermined	 thematically,	 the	
students	 designed	 a	 two-day	 outdoor	 fes-
tival	programme	offer.	As	 the	 festival	 loca-
tion,	the	students	chose	the	central	square	of	
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vinkovci,	 consisting	of	a	promenade	and	a	
park	just	in	front	of	the	vinkovci	City	Mu-
seum,	the	collection	of	which	includes	both	
the	 Orion	 calendar	 itself	 and	 other	 impor-
tant	artefacts	from	the	Eneolithic	period.	A	
mosaic	depicting	the	Orion	constellation	is	
the	special	attraction	of	said	promenade	and	
plaza	in	vinkovci.	As	a	picturesque	destina-
tion	 that	 is	 attractive	 from	 a	 tourist	 point	
of	view,	it	encouraged	the	students	to	place	
the	performance-related	part	of	 the	festival	
on	the	visually	authentic	location	of	the	city	
promenade.	

The	 festival	programme	was	envisioned	
as	a	multi-level	programme	consisting	of	an	
educational	part	with	plenary	discussions	of	
internationally	 recognized	 archeology	 and	
anthropology	experts	and	of	a	series	of	lec-
tures	 on	 the	 vučedol	 culture.	 The	 students	
designed	a	fashion	show	inspired	by	recon-
structing	 Eneolithic	 clothing	 and	 a	 pro-
gramme	 inspired	 by	 shamanic	 customs	 of	
ancient	inhabitants	of	vučedol	(according	to	
the	 archeologist	 Durman,	 the	 famous	 cop-
per	vessel	known	as	the	vučedol	dove	(par-
tridge)	was	cast	by	a	shaman,	who	used	it	to	
drink	 hallucinogenic	 drugs	 that	 altered	 his	
consciousness,	enabled	him	to	cross	over	to	
other	worlds	and	connect	with	souls	of	the	
departed).	Aside	 from	the	dance	workshop	
and	 shamanic	 rituals	 workshop,	 a	 special	
part	of	the	programme	was	dedicated	to	tat-
too	 and	 body	 painting	 (the	 students	 were	
inspired	by	studying	the	tattooing	methods	
of	 female	 vučedol	 inhabitants).	 Another	
part	 of	 the	 educational	 and	 entertainment	
festival	offer	workshops	 for	making	copper	
pottery	and	tools	in	accordance	with	histori-
cal	 records.	 The	 entertainment	 programme	
would	 include	 the	 performance	 of	 the	 na-
tional	 folk	 dance	 ensemble	 LADO,	 a	 tour-
nament	 to	 determine	 the	 most	 creatively	
designed	 menu	 inspired	 by	 authentic	 food	
of	 vučedol	 inhabitants	 and	 a	 full	 evening’s	
DJ	program.	

The	self-sufficiency	of	the	“Orion”	festi-
val	 as	 a	 product	 promoting	 cultural	 herit-

age	 would	 include	 the	 following	 incomes:	
income	 from	 leases	 of	 festival	 exhibitors,	
admission	 tickets,	 festival	 hospitality	 offer	
and	 sale	 of	 original	 souvenirs	 inspired	 by	
the	 vučedol	 culture.	 In	 terms	 of	 its	 offer,	
the	 “Orion”	 festival,	 as	 a	 tourist	 attraction,	
would	 draw	 the	 attention	 of	 the	 media,	 as	
well	as	many	sponsors	and	donors.

Promoting	cultural	tourism	using	a	fes-
tival	as	an	event	depicting	the	customs	and	
way	 of	 life	 of	 the	 vučedol	 culture	 coupled	
with	modern,	21st	century	way	of	life	is	a	very	
innovative	 concept	 and	 presents	 an	 attrac-
tive	combination	of	traditional	and	modern	
elements.	 The	 students	 were	 given	 the	 op-
portunity	 to	realize	 the	 identity	 that	marks	
the	 uniqueness	 of	 our	 heritage.	 Driven	 by	
their	creativity	and	the	opportunity	to	trans-
form	their	talents	and	passion	into	a	tourism	
product	–	a	festival	–	they	realized	that	what	
tourists	are	looking	for	is	the	kind	of	authen-
tic	experience	outside	of	their	usual,	every-
day	 life	 that	would	enable	 them	to	become	
part	of	new	communities	in	their	search	for	
local	 cultures.While	 being	 connected	 with	
Erasmus	foreign	exchange	students	and	their	
older	part-time	colleagues,	 the	 regular	 stu-
dents	 felt	 the	need	 to	belong,	which	 fueled	
their	desire	for	group	integration.	Although	
it	 was	 to	 be	 expected	 that	 older	 students	
would	 be	 the	 bearers	 of	 creativity	 in	 this	
project,	regular	students	showed	surprising	
maturity,	even	though	they	were	still	inexpe-
rienced	and	“playful”.	A	sense	of	belonging	is	
an	important	aspect	of	tourism	experience,	
with	 the	 sense	of	belonging	 to	a	group	en-
couraging	 social	 learning	and	participating	
in	 interactions.	 The	 scope	 of	 existing	 re-
sources	encompassed	by	the	vučedol	culture	
phenomenon	is	very	broad	and	can	have	dif-
ferent	characteristics,	ranging	from	tangible	
to	intangible,	from	natural	to	cultural.	Thus,	
the	students	learned	that	heritage-related	re-
sources	 could	 take	 different	 forms,	 such	 as	
landscapes,	buildings,	knowledge	and	skills.	
By	using	the	Orion	festival	to	present	herit-
age,	they	utilized	different	stories	inspired	by	
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the	way	of	life	and	spirit	of	ancient	vučedol	
inhabitants,	i.e.	the	mechanisms	of	storytell-
ing	and	the	“scheherazade	strategy”	(simon	
2011;	based	on	Lekić	2013),	including:	
•	 Presenting	heritage	through	a	story	that	

needs	to	be	constructed	using	the	narra-
tive	identity	of	the	location	(storyline);

•	 Placing	the	story	during	the	time	of	the	
festival,	controlling	the	rhythm	and	nar-
rative	 tension	 during	 the	 festival	 (tim-
ing);

•	 Framing	 the	message	of	 the	 festival,	 i.e.	
emphasizing	 top	 attractions	 and	 stories	
as	primary	tourist	appeal;

•	 Creating	an	online	and	field	network,	i.e.	
a	 hybrid	 environment	 used	 to	 draw	 at-
tention	and	structure	a	desirable	market	
niche	(networking).	

conclusion

Cultural	resources	are	the	leading	prod-
uct	 of	 a	 tourist	 destination	 and	 should	 be	
advertised	as	such.	What	makes	one	tourist	
destination	different	 is	 its	cultural	heritage.	
Culture	 is	 the	 prime	 element	 of	 tourist	 at-
traction	and	brand-creation	in	tourist	man-
agement	 today.	 This	 paper	 has	 suggested	
the	 inclusion	 of	 creative	 development	 in	
the	curricula	of	tourism	and	hospitality	stu-
dents.	Planning	requires	active	participation	
and	inclusion	in	shaping	tomorrow	and	em-
powerment	 is	 what	 these	 students	 need	 in	
order	 to	 make	 their	 voices	 heard.	 Entirely	
independently	 from	 the	 economic	 impor-
tance	 of	 creative	 industries,	 creativity	 cen-
tered	on	art	and	culture	is	recognized	today	
as	a	tool	which	can	create	a	creative	experi-
ence	 which	 can	 influence	 human	 behavior.	
Independently	from	its	esthetic	values,	crea-
tivity	based	on	culture	also	includes	the	im-
plementation	of	different	points	of	view	and	
values,	 while	 creating	 and	 emotional	 bond	
with	a	certain	product.

The	basis	and	background	of	empower-
ment	can	only	be	information,	knowledge	of	

the	sustainability	practices,	so	it	is	of	imper-
ative	importance	that	university	students	are	
provided	 interdisciplinary	 creative	 courses	
because	it	is	only	with	the	help	of	transforma-
tive	pedagogies	that	learners	(and	therefore	
classes	and	learning	communities)	can	turn	
into	 inquisitive,	 reflective,	 experienced	 and	
critical	thinking	individuals	–	the	basic	unit	
of	a	sustainable	society.	

Creativity	is	one	of	the	crucial	drivers	of	
modern	economies.	Modern	economies	are	
characterized	by	new	forms	of	consumption	
and	new	forms	of	organization	of	economic	
activities.	These	new	forms	of	consumption	
primarily	 include:	 speed	 which	 lessens	 the	
attractiveness	 of	 a	 certain	 product	 (espe-
cially	 in	 information	 technology),	 adapta-
tion	(individualization	of	a	product	accord-
ing	to	the	demands	of	a	certain	market)	and	
intangible	 values	 (meanings,	 experiences,	
esthetics).	It	is	precisely	these	characteristics	
which	are	closely	connected	 to	culture	 (es-
thetics,	meanings,	 the	ability	 to	disrupt	or-
der,	the	ability	to	connect	identities).

However,	it	is	no	longer	sufficient	to	pro-
mote	 cultural	 heritage	 through	 traditional	
methods:	 using	 legends,	 famous	 individu-
als,	historical	events,	literature,	etc.	to	form	
multimedia	 presentations,	 guided	 tours,	
costumes,	 travel	 guides,	 etc.	 It	 is	 necessary	
to	 develop	 new	 cultural	 attractions,	 street	
shows	with	historical	themes,	music	or	film	
festivals,	cultural	events,	traditional	festivals,	
etc.	The	ultimate	value	or	creative	 learning	
through	project	of	Festival	Orion	lies	 in	 its	
opportunities	 for	 highly	 effective,	 compe-
tence-driven	 experiential	 learning.	 What	
students	 learn	 from	their	own	understand-
ing,	 observations	 and	 discussions	 makes	 a	
much	 deeper	 impression	 and	 has	 a	 longer	
lasting	effect	than	any	presentation	of	facts.	
This	interactive	approach	also	contributes	to	
a	better	development	of	personal	skills	and	
coaching	competences.

This	 paper	 reinforces	 the	 need	 for	 im-
aginative	 thinking	 in	 tertiary	 education.	
The	variety	of	ways	in	which	creative	teach-
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ing	practices	can	be	used	is	infinite	and	this	
project	only	presents	a	small	selection.
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