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Digital entrepreneurship and creative industries in tourism have been emerging strongly, possibly as a result of the

global pandemic of the last two years. Their growth in the last decade has been due to the penetration of

technology into the daily life of the tourist and the desire for tours that combine intangible value and a differentiated

experience. 
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1. Introduction

The creative industry and digital entrepreneurship are part of the tourism industry and have been growing in

momentum over the last decade (Jelincic 2021). Climate change (Pang et al. 2013), the growing awareness of

environmental issues (Kilipiris and Zardava 2012), the need for more sustainable tourism development (Torres-

Delgado and Saarinen 2014), the growing demands for high-quality tourism services (Butnaru and Miller

2012;  Garrigos-Simon et al. 2019;  Varotsis 2019), and increased competition in the tourism market have

contributed to the strengthening of new forms of digital entrepreneurship and creative industries in tourism.

The recent, rapid development of digital technologies—in part as a result of the COVID-19 pandemic—such as big

data and analytics, the internet of things, mobile devices, social media, artificial intelligence, blockchain, and cloud

computing (Rusch et al. 2022), have caused new entrepreneurs with a focus on new business opportunities to

innovate in digital entrepreneurship. Moreover, the creative and cultural industries (Cooke and De Propris 2011)

include activities related to architecture, cultural heritage, artistic crafts, audiovisual media, archives, libraries,

visual arts, publishing festivals, music creation, and radio (Boix-Domenech and Rausell-Köster 2018), and are now

considered a key driver of economic growth, recently attracting innovative entrepreneurs.

As a result, the rapid spread of digital technologies has accelerated the growth of cultural and creative industries

(CCIs) in technology-dominated sectors, attracting entrepreneurs who are innovating by investing in digital

entrepreneurship. The development of digital entrepreneurship in creative industries is an attractive sector of

innovation, as it achieves high digital accessibility and required low investment costs and focuses on empowering

value creation (Tomczak and Stachowiak 2015). After all, both managerial and business skills are now predictors of

entrepreneurial innovation (Tsolakidis et al. 2020).

2. Digital Entrepreneurship
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Entrepreneurship is the dynamic process of creating value (Gartner 1990; Huarng and Yu 2011) by taking risks

aimed at financial and self-fulfilling gratification. Entrepreneurship is a broad term that includes elements of

innovation, management, risk-taking, enterprise decision-making, perseverance, and perspicacity in the face of

new economic prospects (Weiermair et al. 2006). In addition, the personality of the entrepreneur exhibits special

characteristics, such as the need for achievement, autonomy, creation, vision, foresight, and positive thinking

(García-Tabuenca et al. 2011).

In the network economy, entrepreneurship characterizes both the neo-active and established companies of the

sector. The highly competitive environment of the online economy is forcing both start-ups and established

organizations to innovate to succeed in efficiency. Digital entrepreneurship includes all the activities involved in

developing a venture that generates revenue from digital and technological means through electronic networks.

The digital entrepreneur is involved in any kind of business that uses digital technologies for either commercial or

social and governmental purposes (Williamson et al. 2019).

Digital entrepreneurship is often identified by technological innovation flexibility (Kanovska and Bumberova 2021),

which involves the transformation of new ideas, inventions, and business processes into market value. It involves

transforming a good idea into an innovative idea that creates value in the digital market. Innovative digital

entrepreneurs are forced to venture into a highly competitive digital business environment where their inventions—

the products they offer to the market—are exposed via the internet to countless other ambitious digital

entrepreneurs (Endres et al. 2022). The success of a digital entrepreneur is related to their ability to continuously

and successfully update their digital product.

3. Creative Industries

Creative industries combine high-value-added services with the supply of industrial products to the market. They

incorporate all the activities that stand out in a creative process (Cunningham 2002). A common factor in the

activities of the creative industries is creativity, in the sense of providing an innovative solution or an innovation

based on a concept of its creator. In the creative industries, creativity brings forth new ideas while innovation

transforms them and implements them into creative ideas (Amabile 1988).

According to the definition of the term, as developed for the British economy, the creative industries bring together

a number of areas that may not be related to each other, including advertising and marketing, architecture, design,

designer fashion, art and antiques, performing and visual arts, publishing, crafts, software, leisure software,

museums, galleries, libraries, education, film, video, photography, music, television, and radio (Foord 2009). It is

the economy of experience where the consumption of creative goods and services is combined with the intangible

added value that accompanies it.

The creative activities related to the creative industries focus on human individual creativity that aims to create

knowledge and innovation. The institutional framework of the creative industries includes all the managerial skills

and individual creations that achieve value and job creation through the exploitation of intellectual property and
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individual creativity (Bilton and Leary 2002). In addition, the creative industries integrate individual creativity into the

cultural industry, the creative industry, and the orange economy. The orange economy includes all the necessary

activities for an idea to be transformed into a product for the market.

The creative industries are often identified with the cultural industries, which are one of the creative subsectors.

The cultural industries focus on cultural tourism, cultural heritage, and the activity sectors of museums and

libraries, cultural and sporting activities, and activities that emit a way of life, promoting mainly cultural and social

value. Human creativity is the common source of the creation of goods and services in the so-called cultural and

creative industry (CCI) (Chuluunbaatar et al. 2014).

4. Creative Tourism

The modern, highly competitive tourism market requires the provision of services characterized by creativity and

innovation to meet the growing demands of tourists. The COVID-19 pandemic has highlighted the need for

innovations that maintain or increase tourist satisfaction with tourism services (Bavik and Kuo 2022). Tourism is

based on the interactivity of the provider (producer of tourism services) and receiver (tourist); therefore, the

satisfaction of the latter depends on the human relationships that develop during the provision of the tourism

services. A creative provider of unique and innovative tourism services has a competitive advantage in the

intensely competitive tourism industry (Prima Lita et al. 2020).

Tourism is related to the tourist experience that is reflected in the knowledge and stimuli gained during a tour. A

unique, unforgettable experience by the tourist is related to the series of goods and services that a tourist receives

at a specific place and time, and under their personal conditions of perception. In cultural tourism, the experience is

gained from the sense of interaction with another culture (Smith 2015). The uniqueness of an experience requires

more than the sum of standardized tourist goods and services. It can be achieved both by the uniqueness of the

human relationships that govern the tourism service and by a co-creation of the tourist experience that leads to a

cognitive transformation (Jiang et al. 2021). The latter excels when compared to a declining, simple remembrance.

Creative tourism, as opposed to mass tourism provided through a standard tourist product, is a result of co-creation

by the host and the tourist that aims to customize authentic unique experiences. In tourism, creativity appears in all

four key areas (4Ps) of a creative person, creative process, creative product, and creative press (environment)

(Horng et al. 2015). Tourism creativity is achieved with the participation of the creative person and the utilization of

the creative process in the design of creative activities (masterclasses) through the use of creative environments

(creative clusters) that form a creative tourist product (tourist attraction) for the creative class (Florida 2012). The

tourist attraction can take the form of a visit to an archeological site, a gallery, a concert, a ceremonial event, a

theatrical performance, etc.

5. Creative Entrepreneurship
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In recent decades, a trend has developed towards the creative knowledge economy, which is based on the

information society and goes beyond the traditional model of standard product reproduction. If the creative

industries combine the creation, production, and supply of creative products for the market, creative

entrepreneurship is the process of commercializing creative products through their launch by an enterprise

operating in the creative industry (Muller et al. 2009). The creative entrepreneur combines entrepreneurial ability

and creative talent to exploit business opportunities in the creative industry.

Moreover, entrepreneurs in the creative economy have emerged who, using individual creativity and personal

instinct, have transformed creative ideas into profitable products in the market (Gouvea et al. 2021). They are

entrepreneurs with special skills in understanding intellectual capital, in effective management of human resources

and financial capital, and in the development of the creative process.

Compared to traditional entrepreneurs who focus on industry and construction to take initiatives, take risks, and

manage resources, the creative entrepreneur, in addition to all this, uses their creative and intellectual skills to turn

an idea into a profitable product for the creative industry (Duening 2010). Thus creativity can be transformed into

an industrial product. From the perspective of traditional entrepreneurship, an industrial product is not necessarily a

product of creativity. Human creativity is an essential component of a product developed in the creative industry by

a creative entrepreneur (Maryunani and Mirzanti 2015).

Creation and co-creation are at the heart of the creative entrepreneur, who transforms from an inventor of profitable

ideas into a co-creator of entrepreneurial opportunities (Karami and Read 2021). In tourism services, the

interaction and exchange of resources, with the ultimate goal of co-creating value beyond the financial results and

positive externalities, results in social and wider benefits in the creative tourism industry. Creative tourism

entrepreneurs (CTEs) are the source of tourism innovation from the perspective of the supply of tourism services

(Lindroth et al. 2007), while the co-creation of a tourist product contributes, from the perspective of demand, to the

creation of a unique touring experience. Creative tourism is a unique experience based on co-creation by the

tourist and CTEs, which aims to expand the tourist’s knowledge of the special character and cultural heritage of the

tourist destination (Long 2017).

References

1. Jelincic, Daniela Angelina. 2021. Indicators for Cultural and Creative Industries’ Impact
Assessment on Cultural Heritage and Tourism. Sustainability 13: 7732.

2. Pang, Sharon, Bob McKercher, and Bruce Prideaux. 2013. Climate Change and Tourism: An
Overview. Asia Pacific Journal of Tourism Research 18: 4–20.

3. Kilipiris, Fotis, and Stella Zardava. 2012. Developing sustainable tourism in a changing
environment: Issues for the tourism enterprises (travel agencies and hospitality enterprises.
Procedia-Social and Behavioral Sciences 44: 44–52.



Digital Entrepreneurship and Creative Industries in Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/25296 5/7

4. Torres-Delgado, Anna, and Jarkko Saarinen. 2014. Using indicators to assess sustainable tourism
development: A review. Tourism Geographies 16: 31–47.

5. Butnaru, Gina Ionela, and Amanda Miller. 2012. Conceptual Approaches on Quality and Theory of
Tourism Services. Procedia Economics and Finance 3: 375–80.

6. Garrigos-Simon, Fernando, Yeamduan Narangajavana-Kaosiri, and Yeamdao Narangajavana.
2019. Quality in Tourism Literature: A Bibliometric Review. Sustainability 11: 3859.

7. Varotsis, Nikolaos. 2019. Quality standards in hospitality industry: Ionian region. Journal of
Tourism and Hospitality 8: 417.

8. Rusch, Magdalena, Josef-Peter Schöggl, and Rupert Baumgartner. 2022. Application of digital
technologies for sustainable product management in a circular economy: A review. Business
Strategy and the Environment, 1–16.

9. Cooke, Phil, and Lisa De Propris. 2011. A policy agenda for EU smart growth: The role of creative
and cultural industries. Policy Studies 32: 365–75.

10. Boix-Domenech, Rafael, and Pau Rausell-Köster. 2018. The Economic Impact of the Creative
Industry in the European Union. In Drones and the Creative Industry. Edited by Santamarina-
Campos Virginia and Marival Segarra-Oña. Cham: Springer, pp. 19–36.

11. Tomczak, Paulina, and Krzysztof Stachowiak. 2015. Location patterns and location factors in the
cultural and creative industries. Quaestiones Geographicae 34: 7–27.

12. Tsolakidis, Panagiotis, Naoum Mylonas, and Eugenia Petridou. 2020. The Impact of Imitation
Strategies, Managerial and Entrepreneurial Skills on Startups’ Entrepreneurial Innovation.
Economies 8: 81.

13. Gartner, William Bill. 1990. What are we talking about when we talk about entrepreneurship?
Journal of Business Venturing 5: 15–28.

14. Huarng, Kun-Huang, and Tiffany Hui-Kuang Yu. 2011. Entrepreneurship, process innovation and
value creation by a non-profit SME. Management Decision 49: 284–96.

15. Weiermair, Klaus, Hubert Siller, and Claudia Mossenlechner. 2006. Entrepreneurs and
Entrepreneurship in Alpine Tourism: Past, Present, and Future. Journal of Teaching in Travel &
Tourism 6: 23–40.

16. García-Tabuenca, Antonio, Jose Luis Crespo-Espert, and Juan Cuadrado-Roura. 2011.
Entrepreneurship, creative industries and regional dynamics in Spain. The Annals of Regional
Science 47: 659–87.

17. Williamson, Ben, Annika Bergviken Rensfeldt, Catarina Player-Koro, and Neil Selwyn. 2019.
Education recoded: Policy mobilities in the international ‘learning to code’ agenda. Journal of
Education Policy 34: 705–25.



Digital Entrepreneurship and Creative Industries in Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/25296 6/7

18. Kanovska, Lucie, and Veronika Bumberova. 2021. The Differences in the Propensity of Providing
Smart Services by SMEs from the Electrical Engineering Industry with Regard to Their
Cooperation and Innovation Flexibility. Sustainability 13: 5008.

19. Endres, Herbert, Stefan Huesig, and Robin Pesch. 2022. Digital innovation management for
entrepreneurial ecosystems: Services and functionalities as drivers of innovation management
software adoption. Review of Managerial Science 16: 135–56.

20. Cunningham, Stuart. 2002. From Cultural to Creative Industries: Theory, Industry and Policy
Implications. Media International Australia 102: 54–65.

21. Amabile, Teresa. 1988. A model of creativity and innovation in organizations. Research in
Organizational Behavior 10: 123–67.

22. Foord, Jo. 2009. Strategies for creative industries: An international review. Creative Industries
Journal 1: 91–113.

23. Bilton, Chris, and Ruth Leary. 2002. What can managers do for creativity? Brokering creativity in
the creative industries. International Journal of Cultural Policy 8: 49–64.

24. Chuluunbaatar, Enkhbold, Ottavia Ding-Bang Luh, and Shiann-Far Kung. 2014. The Role of
Cluster and Social Capital in Cultural and Creative Industries Development. Procedia-Social and
Behavioral Sciences 109: 552–57.

25. Bavik, Ali, and Chen-Feng Kuo. 2022. A systematic review of creativity in tourism and hospitality.
The Service Industries Journal 42: 321–59.

26. Prima Lita, Ratni, Ranny Fitriana Faisal, and Meuthia Meuthia. 2020. Enhancing small and
medium enterprises performance through innova-tion in Indonesia: A framework for creative
industries supporting tourism. Journal of Hospitality and Tourism Technology 11: 155–76.

27. Smith, Stephen. 2015. A sense of place: Place, culture and tourism. Tourism Recreation Research
40: 220–33.

28. Jiang, Xiaowei, Andrew Kim, Kyungyeol (Anthony) Kim, Qian Yang, Jeronimo Garcia-Fernandez,
and James Zhang. 2021. Motivational Antecedents, Value Co-Creation Process, and Behavioral
Consequences in Participatory Sport Tourism. Sustainability 13: 9916.

29. Horng, Jeou-Shyan, Chang-Yen Tsai, Chih-Hsing Liu, and Dolly Yu-Chun Chung. 2015.
Measuring Employee’s Creativity: A New Theoretical Model and Empirical Study for Tourism
Industry. Asia Pacific Journal of Tourism Research 20: 1353–73.

30. Florida, Richard. 2012. The Rise of the Creative Class, Revisited. In The Creative Class. New
York: Basic Books, pp. 35–62.

31. Muller, Kathrin, Christian Rammer, and Johannes Truby. 2009. The role of creative industries in
industrial innovation. Innovation 11: 148–68.



Digital Entrepreneurship and Creative Industries in Tourism | Encyclopedia.pub

https://encyclopedia.pub/entry/25296 7/7

32. Gouvea, Raul, Dimitri Kapelianis, Manuel-Julian Montoya, and Gautam Vora. 2021. The creative
economy, innovation and entrepreneurship: An empirical examination. Creative Industries Journal
14: 23–62.

33. Duening, Thomas. 2010. Five Minds for the Entrepreneurial Future: Cognitive Skills as the
Intellectual Foundation for Next Generation Entrepreneurship Curricula. The Journal of
Entrepreneurship 19: 1–22.

34. Maryunani, Salfitrie Roos, and Isti Raafaldini Mirzanti. 2015. The Development of
Entrepreneurship in Creative Industries with Reference to Bandung as a Creative City. Procedia-
Social and Behavioral Sciences 169: 387–94.

35. Karami, Masoud, and Stuart Read. 2021. Co-creative entrepreneurship. Journal of Business
Venturing 36: 106125.

36. Lindroth, Kaija, Jarmo Ritalahti, and Tuovi Soisalon-Soininen. 2007. Creative Tourism in
Destination Development. Tourism Review 62: 53–58.

37. Long, Philip. 2017. The parallel worlds of tourism destination management and the creative
industries: Exchanging knowledge, theory and practice. Journal of Policy Research in Tourism,
Leisure and Events 9: 331–40.

Retrieved from https://encyclopedia.pub/entry/history/show/61069


