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Abstract: This study aims to develop a creative industry -based oral traditions mediated by 

language. Oral traditions serve as one of the media that embody local wisdom. The development 

of creative industries rooted in oral traditions simultaneously functions as a strategy for 

preserving local cultural values. The development of the creative industry is carried out through 

an integrated process involving the production of language-based content, the adaptation of oral 

literature, visual design, and digital marketing strategies. The second stage identifies oral 

traditions and local wisdom with the potential to serve as the foundation for creative industry 

development. The third stage identifies alternative creative industry products by utilizing local 

materials that act as markers of local identity. Furthermore, the development of creative 

industries is conducted by engaging younger generations to ensure the socialization and 

internalization of local cultural values while prioritizing cultural, environmental, and 

economically beneficial education through enjoyable and relevant approaches, such as short 

videos, online comics, T-shirt designs, and other creative products. Culture in general, and oral 

traditions in particular, continue to be practiced and lived within communities, which means they 

maintain their potential for further development as sources of economic value. 
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A. INTRODUCTION 

Oral tradition is one of the cultural heritages that carries a vital function in maintaining 

the continuity of values, norms, and social identity. As a medium of local wisdom 

transmission, oral tradition encompasses various expressive forms such as folktales, 

poems, proverbs, chants, and oral performances that have been passed down through 

generations (Anoegrajekti et al., 2020). Within the context of literary and cultural studies, 

oral tradition is not merely viewed as a static legacy, but rather as a living text that 

continuously transforms in accordance with the dynamics of time. Therefore, oral 

tradition can be positioned as a basis for the development of the creative industry, not 

only oriented toward preservation, but also toward the utilization of cultural values for 

the benefit of the creative economy (Syarofi, 2017). 

In line with the advancement of globalization and the industrial revolution 4.0, the 

urgency of making oral tradition more adaptive has become increasingly pressing. This 

tradition can be processed and reinterpreted into various modern media forms, thereby 
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remaining relevant to contemporary audiences. Previous studies have demonstrated that 

the integration of local cultural values with creative innovation can strengthen cultural 

resilience while simultaneously creating opportunities for a new economy (Khoiriyah, 

2023; Ali, 2023; Anoegrajekti et al., 2021). In this regard, oral tradition holds strong 

potential as an instrument of multicultural education and the formation of inclusive 

character, which is highly significant in fostering social cohesion and tolerance within 

modern society. 

The creative industry -based oral tradition holds great potential in producing unique, 

authentic, and high-value products. Forms of cultural expression rooted in oral tradition 

can be transformed into literary works, performances, visual designs, or digital media that 

emphasize local characteristics. From an economic perspective, business models 

grounded in oral tradition can be directed according to sharia principles, thereby not only 

generating blessings but also increasing consumer trust (Harjawati, 2020; Abbas et al., 

2023). Digitalization support enables creative products based on oral tradition to be 

marketed more broadly through social media and e-commerce platforms, allowing them 

to penetrate global markets (Rahman et al., 2021). 

This potential is highly relevant to the character of the current young generation, 

recognized as creative, adaptive, and technology-oriented. Generation Z, for instance, 

possesses a strong inclination to channel creative ideas into digital content and innovative 

products. However, at the same time, challenges remain, such as limited infrastructure, 

insufficient training, and debates regarding the compatibility of creative industry practices 

with cultural values and social norms (Lutfi et al., 2024; Hanafia et al., 2020; 

Mulawarman et al., 2023). 

Within a theoretical framework, the development of creative industries based on oral 

tradition can be understood through Maslow’s hierarchy of needs (1943), which 

emphasizes that after basic needs are met, individuals will strive to achieve self-

actualization. Oral tradition developed into creative products can serve as a means of 

realizing such actualization. Amabile’s theory of creativity (1996) also highlights that 

creativity emerges from expertise, intrinsic motivation, and a supportive environment. If 

these elements are integrated into the development of creative industries based on oral 

tradition, the tradition itself will be more easily accepted by younger generations while 

also generating significant economic impact (Hanifah et al., 2023). 

Oral tradition possesses strong historical and cultural dimensions. As an expression of 

cultural values, oral tradition plays a role in shaping collective identity. The local values 

embedded within it become a source of knowledge that can be actualized into various 

creative products, whether in the form of texts, performances, or digital media. Historical 

evidence demonstrates that cultural traditions continuously adapt to changes without 

losing their core identity (Azra, 2013; Ricklefs, 2012; Anoegrajekti et al., 2022). Oral 

tradition should not merely be regarded as an object of preservation, but rather as a 
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strategic instrument in the development of culture-based creative industries. Therefore, 

the development of creative industries grounded in oral tradition should be positioned as 

a strategy that integrates cultural, literary, and creative economic aspects. Such efforts are 

not only aimed at producing economically valuable products, but also at strengthening 

cultural identity, preserving local wisdom, and ensuring that oral tradition remains 

relevant within an increasingly competitive global ecosystem. 

Despite its vast potential, several key challenges hinder the development of creative 

industries based on oral tradition. On the production side, limitations in facilities, 

insufficient training, and a lack of mastery in technology have hampered the creation of 

oral tradition-based works. From a management perspective, the absence of sustainable 

business systems and weak copyright protection make it difficult for oral tradition 

products to be developed professionally (Harjawati & Nourwahida, 2021). In the 

marketing constraints, limited promotional strategies, inadequate digital distribution, and 

insufficient collaboration among various stakeholders have resulted in oral tradition 

products being suboptimal in reaching wider audiences (Hanafia et al., 2020; 

Mulawarman et al., 2023). 

To address these challenges, a comprehensive and integrated solution is required. First, 

in terms of production, oral traditions need to be documented, transformed, and developed 

through training in literary content and creative design. Second, in terms of management, 

it is necessary to establish cultural creative enterprises, strengthen institutional capacity, 

and manage intellectual property rights to ensure the sustainability of products. Third, in 

terms of marketing, digital strategies should be optimized through the use of social media, 

e-commerce, and local-based branding. This integrated approach is expected to ensure 

that oral tradition not only endures as a cultural heritage but also evolves into an adaptive, 

inclusive, and competitive creative industry in the digital era (Abbas et al., 2023; Rahman 

et al., 2021).  

B. METHOD 

The method for developing creative industries -based oral tradition is carried out through 

three interrelated stages. These stages are designed to ensure that the activities do not only 

cover documentation or training, but also produce creative products that can be widely 

marketed and provide cultural and social benefits for the community. 

1. Coordination and Preparation 

 

The first stage is the foundation of the entire activity. Coordination is carried out with 

various stakeholders directly connected to oral traditions and the creative industry. 

Coordination includes several aspects, namely: 
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a. Preliminary observations to map the potential of oral traditions developing in the 

community and to assess environmental readiness as the program 

implementation site. 

b. Establishing partnerships with relevant stakeholders, including individuals, 

communities, and institutions, to reach an agreement on the program’s objectives 

and benefits. 

c. Providing facilities and resources, including training spaces, technological 

equipment, and access to digital media, as essential means to support creative 

production activities. 

 

Coordination is crucial, as it becomes the initial step in ensuring institutional support, 

availability of resources, and alignment between program objectives and community 

needs. Without thorough preparation, the subsequent stages cannot proceed effectively. 

 

2. Training and Production 

The second stage constitutes the core of the program, focusing on transforming oral 

tradition into creative products. Activities are designed in integrated training that 

combines theory and practice. Some of the activities carried out in this stage include: 

a. Training in oral literary literacy, involving rewriting, adapting, and interpreting 

oral tradition forms such as folktales, poetry, proverbs, and performance scripts. 

b. Developing digital content, by transferring oral tradition into modern media 

platforms such as e-books, audiobooks, podcasts, online comics, and short 

videos. 

c. Visual design creativity, including the presentation of illustrations, typography, 

animations, and graphic elements to enhance the delivery of creative works. 

d. Production simulation, namely real practice aimed at creating prototypes of 

creative products based on oral tradition, allowing participants to directly 

experience the process of creation from beginning to end. 

 

This stage is intended to train technical skills while also fostering appreciation of the 

cultural values embedded in oral tradition. Through training and production, oral 

traditions are not only studied theoretically but are also revived into creative products that 

remain relevant to contemporary needs. 

 

3. Marketing and Distribution 

The third stage focuses on introducing and disseminating creative products based on oral 

tradition to society. Without effective marketing strategies, products would remain at the 

production stage. Therefore, marketing and distribution are carried out using digital 

approaches aligned with technological advancements. The steps include: 
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a. Utilizing social media platforms such as Instagram, TikTok, and YouTube to 

disseminate creative content quickly and widely. 

b. Optimizing e-commerce platforms, both through general marketplaces and 

culture-based sites, to ensure that products gain access to broader markets. 

c. Implementing branding strategies by emphasizing local identity and the cultural 

values of oral tradition as distinguishing features of the creative products. 

d. Conducting creative promotional activities, such as online competitions, virtual 

exhibitions, and cultural festivals that involve community participation to 

expand reach and appreciation. 

 

This marketing stage underscores the importance of sustainability, as only through 

effective distribution can creative products based on oral tradition generate real impacts, 

both in preserving cultural heritage and increasing economic value. Overall, this method 

illustrates an interconnected process: coordination as the preparatory stage, training and 

production as the core activities, and marketing and distribution as the development stage. 

The integration of these three stages enables oral tradition to remain alive, evolve, and 

contribute to the ecosystem of contemporary creative industries 

C. FINDINGS AND DISCUSSION  

1. Language and Oral Tradition as the Basis of Creative Industries 

Language and oral tradition are viewed as cultural foundations that support the emergence 

of creative industries. Language, in addition to serving as a medium of communication, 

also functions as a vehicle for representing identity and social expression (Hall, 1997). 

This positions language not only as a practical instrument but also as a symbolic capital 

of high value. Bourdieu (1991) emphasized that language holds symbolic power that can 

regulate social relations while simultaneously creating cultural distinction. When 

language is processed creatively, such symbolic values can be transformed into economic 

value through products with aesthetic appeal as well as commercial potential. 

Of the creative economy, human creativity is regarded as the main resource capable of 

generating added value (Howkins, 2009). Oral tradition, as one form of cultural creativity, 

occupies a highly significant position. Folktales, proverbs, poetry, and oral performances 

are not merely entertainment, but also embody local wisdom, social norms, and cultural 

values that can be developed into creative products of economic value and traditional 

knowledge, along with moral values passed down across generations, is embedded within 

oral traditions. UNESCO (2018) emphasized that oral tradition constitutes an essential 

part of intangible cultural heritage that must be preserved, as it contains collective 

memory that strengthens the identity of a community. 

Florida (Florida, 2022) stressed that the creative economy is not only dependent on 

physical capital but also on the creative class, which relies on ideas, innovation, and 
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cultural creativity as drivers of economic growth. Within this context, language and oral 

tradition become creative materials that can be transformed into high-value products. For 

example, traditional proverbs can be adapted into visual quotations in modern graphic 

design, folktales can be reinterpreted into digital comics or animated films, and proverbs 

can be developed into interactive educational content on social media. 

Language and oral tradition are not merely cultural artifacts with static functions; rather, 

they represent dynamic assets that can continually be updated according to the demands 

of time. The cultural values embedded within them can be repackaged to suit the needs 

of younger generations and the demands of global markets. As Howkins (2009) asserted, 

the strength of the creative industry lies in its ability to integrate cultural values with 

innovative strategies, producing products that are both unique and relevant. 

This potential holds dual implications: on the one hand, language and oral tradition can 

serve as a medium for preserving local wisdom; on the other hand, they can generate new 

and sustainable economic opportunities. The transformation of language into creative 

products also plays a role in cultural diplomacy, as oral tradition-based creative products 

have the potential to penetrate international markets by presenting local identity as their 

primary appeal. In other words, language and oral tradition not only strengthen cultural 

identity but also open avenues for global economic competitiveness in the era of 

globalization. 

2. The Importance of Language Literacy in Developing Creative Industries 

Language literacy constitutes a fundamental aspect in the development of creative 

industries, as it is directly related to the ability of individuals and communities to 

comprehend, process, and produce meaningful works. Literacy should not only be 

understood as basic reading and writing skills, but also as a competence in critical, 

creative, and communicative thinking that supports the process of creation. UNESCO 

(2006) stated that literacy is both a basic right and a foundation for lifelong learning, 

playing a significant role in social empowerment and in improving quality of life. 

In the context of creative industries, language literacy performs several essential 

functions. First, literacy enables the creation of high-quality content. Creative products 

derived from language, such as stories, poetry, and performance scripts, can only be 

produced through strong literacy skills. Without literacy, works tend to be shallow and 

lack sustainable appeal. Second, language literacy strengthens collaborative 

communication. Florida (2022) highlighted the importance of the creative class working 

collaboratively within the ecosystem of creative industries. In this regard, literacy enables 

individuals to negotiate, collaborate across disciplines, and communicate ideas 

effectively. 
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Third, language literacy plays an important role in marketing creative products. In a 

competitive global economy, mastery of language is not limited to national languages but 

also includes international languages such as English. Through multilingual literacy, 

creative products can be marketed more broadly and have greater opportunities to enter 

the global market (Howkins, 2009). Fourth, language literacy functions as an instrument 

for cultural preservation. Through activities of writing, documenting, and disseminating 

oral traditions, local values can be passed down to younger generations in a more adaptive 

format aligned with technological developments. 

Evidence shows that literacy levels in Indonesia remain relatively low. The Program for 

International Student Assessment (PISA) survey ranked Indonesia at the lower end in 

terms of reading literacy (OECD, 2019). This condition poses a serious challenge for the 

development of creative industries, as low literacy directly impacts the quality and 

competitiveness of the products produced. Therefore, an integrated strategy to strengthen 

language literacy is necessary. Several initiatives have emerged, such as literacy festivals, 

the “One Day One Creation” program, and campaigns like #BanggaBerbahasaIndonesia, 

which represent positive steps to increase awareness of the importance of literacy among 

younger generations. 

Furthermore, language literacy impacts not only individuals but also communities and 

nations. Societies with high literacy levels are better equipped to manage information, 

adapt to changes, and participate in a knowledge-based economy. In the global context, 

language literacy becomes a primary capital for enhancing competitiveness in the creative 

industry sector. Thus, strengthening literacy is a crucial prerequisite for ensuring the 

sustainability of oral tradition –based creative industries. 

3. Oral Tradition as a Medium for Innovative Strategies 

Oral tradition, as a form of intangible cultural heritage, holds significant potential to 

remain alive and relevant through the process of transformation. This transformation 

involves transferring works from one medium to another, for example, converting oral 

forms into written texts, audio-visual works, or traditional performances adapted into 

digital media (Hutcheon, 2013). Through such transformations, oral tradition is not only 

preserved but also given the space to adapt in line with contemporary developments in 

time and technology. 

UNESCO (2018) affirmed that oral tradition constitutes an essential element in 

maintaining the cultural identity of communities. However, in facing the era of 

globalization, oral traditions risk a decline in existence if they are not creatively packaged. 

Transformation thus becomes both a cultural and economic strategy that allows oral 

traditions to survive and even flourish. For instance, proverbs that once functioned merely 

as oral expressions in traditional ceremonies can now be presented in the form of digital 
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comics, video animations, or social media content that is more easily accessible to 

younger generations. 

Transformation can also generate innovations in popular entertainment and contemporary 

creative products. For example, Betawi performances such as palang pintu, once limited 

to traditional ceremonial contexts, have been adapted into modern theater, films, and 

cultural festivals. This process reflects how the values of oral tradition can be preserved 

while their presentation is updated to better align with the tastes and needs of urban 

societies (Storey, 2006). 

The transformation of oral tradition also implies the strengthening of identity and local 

pride. By transforming oral traditions into modern creative works, communities not only 

preserve their ancestral heritage but also demonstrate to the world that local cultures 

contain universal values appreciated across nations. This aligns with Hall’s (Hall, 1997) 

perspective on cultural representation, which argues that identity is not static but is 

continually negotiated and reproduced through cultural practices. 

Economically, the transformation of oral tradition opens new opportunities in the creative 

industry. Tradition-based products packaged in digital formats can reach wider markets 

through global platforms. For instance, folktales adapted into animated films not only 

serve as cultural education media but also compete in the international entertainment 

market. Thus, transformation serves as a bridge that connects cultural preservation with 

innovation in the creative economy (Howkins, 2009). 

In other words, oral tradition transformation is not merely an effort to preserve old forms, 

but a strategic innovation that allows traditions to remain alive, relevant, and competitive. 

This process demonstrates how cultural values can be mobilized as an economic strength 

while simultaneously serving as instruments of cultural diplomacy in the era of 

globalization. 

4. Creative Products Based on Oral Tradition: Innovation and Uniqueness 

Creative products born from oral tradition possess distinctive uniqueness because they 

are rooted in local cultural identity. The authentic values embedded within them make 

them stand out significantly compared to general commercial products. Within the 

framework of the creative economy, such differentiation becomes a primary strength that 

drives competitiveness in global markets (Howkins, 2009). 

As a medium for oral tradition, language offers vast opportunities to be utilized as raw 

material for creative works. Proverbs, folk poems, and local expressions can be 

transformed into visual designs for souvenirs, t-shirts, posters, and other merchandise 

products. These products not only carry aesthetic appeal but also convey educational 

messages while introducing local wisdom to broader audiences (Hall, 1997). Thus, every 
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product is not merely a consumable item, but a cultural representation carrying symbolic 

meaning (Bourdieu, 1991). 

Oral tradition can also be adapted into popular media formats. Folktales that once 

functioned solely as traditional entertainment can be transformed into animated films, 

television series, or digital comics. Such transformations allow local cultural products to 

enter contemporary entertainment ecosystems that are highly favored by younger 

generations (Storey, 2006). For example, folklore containing moral values can be 

repackaged through modern storytelling techniques, then marketed via global platforms 

such as YouTube or Netflix, thereby expanding audience reach while simultaneously 

generating economic value. 

Creative products based on oral tradition also have added value in the tourism sector. 

Souvenirs, performances, or festivals highlighting oral traditions can become attractions 

that simultaneously function as promotional tools for local identity. Florida (Florida, 

2022) emphasized that the strength of the creative class lies in its ability to generate 

innovation that not only has economic value but also shapes the image of cities or 

communities. In this context, oral tradition -based products function both as economic 

commodities and as symbolic assets contribute to place branding, strengthening the 

identity of regions both nationally and internationally. 

Furthermore, the uniqueness of creative products derived from oral tradition lies in their 

ability to present cultural values in enjoyable and relevant formats. Such products serve 

as a bridge between older generations who preserve ancestral heritage and younger 

generations who are more familiar with digital media. In this sense, oral tradition 

functions as a meeting point between tradition and modernity, between local values and 

global needs. Thus, innovation in oral tradition -based creative products is not limited to 

creating new items but also revitalizes cultural values in different forms. The uniqueness 

rooted in tradition makes these creative products simultaneously symbolic, educational, 

and economic in value, enabling them to compete within the cultural globalization era. 

5. Challenges and Obstacles in Development 

Despite the immense potential of language and oral tradition in the development of 

creative industries, a number of challenges must be addressed to ensure optimal progress. 

These challenges are primarily related to literacy, documentation, and marketing 

strategies. First, the low level of literacy in society remains a major obstacle. Findings 

from the Program for International Student Assessment (PISA) show that reading literacy 

among Indonesian students ranks low compared to other countries (OECD, 2019). This 

condition directly affects the quality of creative production, since language literacy forms 

the foundation for producing innovative and communicative works (UNESCO, 2006). 

Limited reading habits and weak writing skills hinder the regeneration of creative industry 

players rooted in language. 
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Second, the documentation of oral tradition remains limited and has not been carried out 

systematically. Many forms of oral tradition continue to be transmitted orally from 

generation to generation without proper recording or digitalization. UNESCO (2018) has 

emphasized that intangible cultural heritage, including oral traditions, is at risk of 

extinction if not immediately documented and transformed into accessible formats for 

future generations. The lack of documentation results in the loss of creative raw materials 

that could otherwise be developed into creative industry products. 

Third, marketing strategies for oral tradition–based creative products have not yet been 

optimized. In many cases, products are only marketed locally, without broader market 

penetration through digital platforms. Yet, Howkins (Howkins, 2009) emphasized that the 

strength of the creative industry lies in its ability to connect creative ideas with global 

market mechanisms. Limited access to technology, weak branding strategies, and 

insufficient cross-sector collaboration have made oral tradition–based creative products 

prone to being confined to small-scale markets and unsustainable business models. 

Fourth, there is a tendency toward excessive commodification of cultural values when 

oral traditions are transformed into creative products. Bourdieu (1991) warned that 

language, as symbolic capital, risks losing its value if reduced merely to an economic 

commodity. This situation creates a dilemma: on the one hand, creative products need to 

be marketed to enhance economic value, but on the other hand, excessive 

commercialization may erode their cultural significance. 

These challenges indicate that the development of creative industries based on oral 

traditions requires a comprehensive approach. Strengthening language literacy, well-

planned documentation, and adaptive digital marketing strategies are crucial steps to 

ensure that oral traditions can truly thrive within the modern creative industry ecosystem. 

Without overcoming these obstacles, the vast potential of oral traditions will remain mere 

discourse without tangible realization. 

6. Implications and Strengthening Strategies 

The findings discussed indicate that the development of creative industries based on oral 

traditions not only has economic impacts but also social and cultural implications. These 

implications can be reviewed in three main aspects: cultural preservation, economic 

empowerment, and identity strengthening. 

In the cultural preservation, language literacy and translation make oral traditions 

important instruments for maintaining the continuity of cultural values. UNESCO (2018) 

emphasizes that tangible cultural heritage, including oral traditions, can only endure if it 

is reproduced and represented in new social contexts. Through systematic documentation 

and the utilization of digital media, oral traditions are not only preserved but also 

reintroduced in formats that align with the preferences of younger generations. 
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From the economic perspective, creative products based on oral traditions provide 

significant added value. Howkins (2009) states that the creative industry is an economic 

sector that relies on ideas and creativity as its primary resources. When traditional oral 

forms such as pantun, folklore, or folktales are repackaged into creative products, their 

economic value increases without eliminating the cultural values embedded within them. 

This opens opportunities for local communities to participate in the global creative 

economy by positioning traditions as the main attraction. 

From the identity perspective, creative products based on oral traditions serve as 

representations of cultural identity that reinforce the sense of belonging within a 

community. Hall (1997) emphasizes that cultural identity is dynamic and constantly 

negotiated through practices of representation. Creative products derived from oral 

traditions illustrate how local values can appear in modern forms while simultaneously 

becoming symbols of pride that strengthen social cohesion. On a broader scale, such 

products play a role in cultural diplomacy, introducing local heritage to the international 

arena, and building a positive national image. 

To realize these implications, comprehensive strengthening strategies are required. First, 

reinforcing language and literacy related to oral traditions must be prioritized, both 

through formal education and nonformal literacy programs. Strong literacy fosters 

creative generations capable of transforming languages and traditions into innovative 

works (UNESCO, 2006; OECD, 2019). Second, the documentation of oral traditions must 

be carried out systematically and sustainably, including the digitization of cultural 

archives to ensure broader access for the public. Third, optimizing digital marketing 

strategies is essential so that creative products can reach global audiences. Florida (2022) 

stresses that the sustainability of creative industries is closely tied to their ability to 

connect with global markets. 

With a strengthening strategy in place, oral traditions are not only preserved as cultural 

heritage but also empowered as a sustainable source of economic capital. The synergy of 

preservation, innovation, and marketing will position oral traditions as the foundation of 

an adaptive, competitive, and globally relevant creative industry. 

 D. CONCLUSION  

This study demonstrates that language and oral traditions hold strategic potential as the 

foundation for developing the creative industry. As a medium of communication and 

cultural representation, oral traditions serve not only to convey messages but also as 

symbolic capital that can be converted into economic value through creative processes. 

Oral traditions, such as pantun, folklore, and folktales, can be reinterpreted and 

transformed into diverse creative products across various platforms, including print 

works, performances, and digital content. 
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The findings further highlight that language literacy is a fundamental element in the 

advancement of creative industries. Strong literacy enables the creation of high-quality 

products, fosters creative collaboration, and extends marketing reach to the global level. 

In addition, the translation and adaptation of oral traditions have proven effective as an 

innovative strategy for maintaining the relevance of local cultural heritage within the 

dynamics of globalization. Nevertheless, the development of creative industries based on 

oral traditions continues to face several challenges, such as low literacy levels, limited 

documentation of oral traditions, weak digital marketing strategies, and the risk of 

commodification. These challenges underscore the need for comprehensive strengthening 

strategies. 

The implications of this study emphasize the importance of three strategic measures: 

strengthening literacy through both formal education and nonformal literacy programs, 

documenting and digitizing oral traditions systematically; and optimizing digital 

marketing strategies and fostering cross-sector collaboration. The synergy of 

preservation, innovation, and distribution will ensure that oral traditions function not only 

as cultural heritage but also as sustainable economic resources. Overall, the development 

of creative industries based on oral traditions can be regarded as a dual strategy: 

preserving cultural heritage to keep it alive while simultaneously generating new 

economic opportunities that are relevant and competitive in the global era. 
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