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Tourist:  

Someone traveling at least 50 miles away from home for pleasure.  

 

Cultural tourist:  

Individuals or groups seeking out distinctive and authentic 
experiences focusing on visual and performing arts, architecture, 
cuisine, and craft.  

Cultural Tourism 
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“Cultural tourism is based on the mosaic of places, traditions, art 
forms, celebrations, and experiences that define this nation and 
its people, reflecting the diversity and character of the United 
States.” 

 

-Partners in Tourism 

Cultural Tourism 
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•  76% of all domestic tourists engage in cultural activities 

•  The size of the market is estimated at 129.6 million adults in the 
USA spending approximately $171 billion annually 

•  Cultural Tourists typically spend more and stay longer than 
other types of domestic travelers ($1,319 per trip vs $820 per 
trip) 

•  Cultural Tourists also take more trips than general domestic 
travelers: 3.6 vs. 3.4 trips annually 

Cultural Tourism By the Numbers 
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•  Predominately affluent  

•  Well-educated 

•  Predominately Baby Boomers, but increasingly Gen Xers and 
Millennials 

•  64.8% of Baby Boomers seek cultural experiences when traveling 

•  67.8% of Gen Xers seek cultural experiences when traveling 

•  56% of cultural tourists prefer leisure travel that is educational 

•  People who want to engage in “immersive experiences”  

•  40% will pay more for distinctive lodging reflecting a 
destination’s culture. 

Cultural Tourism Who are Cultural Tourists? 
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•  Lodging 

•  Dining 

•  Architecture 

•  Trails 

•  Museums 

•  Galleries 

•  Experiences 

•  Performance 

•  Tours 

•  Public art 

•  Arrival/Departure 

Cultural Tourism The Complete Package 



Cultural Tourism Successful Destinations 
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Cultural clusters are associated with a variety of positive features 
of neighborhoods, including: 

 

•  higher levels of local and regional civic engagement 

•  increase in population 

•  rise in housing values 

•  decrease in poverty rates 

•  little evidence of ethnic displacement.  







Maryland’s 24 
Arts Districts 
have 
contributed: 

•  $571.4 million 
to the local 
and state 
economy 

•  5977 jobs 



Arts & Entertainment District Incentives 



Layered incentives for artists: 

•  Income Tax Subtraction 

•  Rehabilitation Tax Credit 

•  Admissions Tax Exemption 

•  Façade Grants 

•  Renovation Loans 

Arts & Entertainment District Incentives 



•  Balboa	Park	Cultural	District	
•  Barrio	Logan	Cultural	District	
•  The	BLVD	Cultural	District	
•  The	Calle	24	La;no	Cultural	District	
•  Ro=en	City	-	Emeryville	Cultural	Arts	District	
•  Eureka	Cultural	Arts	District	
•  Grass	Valley-Nevada	City	Cultural	District	
•  Li=le	Tokyo	
•  Oceanside	Cultural	District	Redding	Cultural	District	
•  San	Pedro	Waterfront	Arts,	Cultural	&	Entertainment	District	
•  Downtown	San	Rafael	Arts	District	
•  SOMA	Pilipinas	–	Filipino	Cultural	Heritage	District	
•  Truckee	Cultural	District	



Cultural Tourism Worksheet 



In creative placemaking, partners from 
public, private, non-profit, and 
community sectors strategically shape 
the physical and social character of a 
neighborhood, town, city, or region 
around arts and cultural activities. 

A Brief History of Creative Placemaking 



ArtPlace is a ten year collaboration that 
funds projects, researches practice, and 
builds the field of creative placemaking. 

The collaboration includes:
• 14 Foundations
• 8 Federal Agencies
• 6 Financial Institutions

A Brief History of Creative Placemaking 



NEA’s Exploring Our Town  
 

www.arts.gov/exploring-our-town/showcase 



ArtPlace America  
 

www.artplaceamerica.org 



Community Builders’ Research 
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“The	rela;onship	of	Crea;ve	Placemaking	ac;vi;es	to	civic	
iden;ty	must	inves;gate	who	has	and	who	doesn’t	have	civil	
rights.	If	Crea;ve	Placemaking	ac;vi;es	support	the	poli;cs	of	dis-
belonging	through	acts	of	gentrifica;on,	racism,	real	estate	
specula;on,	all	in	the	name	of	neighborhood	revitaliza;on,	then	it	
betrays	the	democra;c	ideal	of	having	an	equitable	and	just	civil	
society.	Is	the	social	imaginary	at	work	in	Crea;ve	Placemaking	
ac;vi;es	when	enclaves	of	privilege	are	developed	in	which	the	
benchmark	of	success	is	a	Whole	Foods	Market?”	
	
-Roberto	Bedoya,	Cultural	Affairs	Manager,	City	of	Oakland	
	



“The	blind	love	of	Crea;ve	Placemaking	that	is	;ed	to	the	allure	
of	specula;on	culture	and	its	economic	thinking	of	“build	it	and	
they	will	come”	is	suffoca;ng	and	unethical,	and	supports	a	
poli;cs	of	dis-belonging	employed	to	manufacture	a	‘place.’”	
	
-Roberto	Bedoya,	Cultural	Affairs	Manager,	City	of	Oakland	



Requests & Offers 

•  What do you need to support your work 
and your mission? 
Examples: connections to a wider audience, performers, press 
connections, storage or rehearsal or exhibition space, etc. 

 

•  What do you have to offer to others in the 
Coachella Valley? 
Examples: free rehearsal space, creative meeting facilitators, graphic 
design or web expertise, a massive email/social media list, etc. 

 

à Write down a few thoughts to share with everyone in attendance. 



Case Study:  
Station North Arts & Entertainment District, Baltimore, MD 







Demographics
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Homewood	Community	Partners	Ini'a've	
	
Partners:	
•	Universi;es	(JHU,	MICA,	UB)	
•	Union	Memorial	Hospital	
•	Neighborhood	Associa;ons	
•	Developers	
•	City	&	State	Agencies	
•	Business	Associa;ons	
	
Priori;es	&	Strategies	
1.	Public	Safety	And	Quality	Of	Life		
2.	Housing	Crea;on	And	Blight	Removal		
3.	Educa;on		
4.	Retail	And	Commercial	Development		
5.	Hiring,	Purchasing	&	Workforce	Development		
	
	


