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ABSTRACT
This report, submitted to the City of Windhoek Tourism Division, emphasizes the

implementation of a brand identity for use in marketWWndhoek as a tourist
destination. Afterconduding interviews and focus groups with local business and
cultural stakeholders, in addition to surveying touyigts have created a representative
brand identity for the city to use to promote its tourism industry. Furthermore, we have
maderecommendatios regardingcity infrastructureand marketindo increase the appeal

of Windhoek to tourists.
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EXECUTIVE SUMMARY
Tourism is emerging as a competitive industrynany African countries and has

the potential to be a significant contributor to their economies. Most tourist destgati
market themselves to nature and adventure travelers who are drawn to the natural beauty
and wildlife Africa has to offer. However, Windhoek, the capital city of Namibia, has
experienced difficulty in marketing itself as a tourist destination. Althatgs rich in

history and culture, tourists use it merely as a gateway to other, more popular destinations
within Namibia. The city has much to offer, y®ior to our arrival, ilacked a distinct

brand identity to help market itself as a destinatidmere visitorscould learn about

Wi ndhoekds hi st or iteeallturgtrauglethnicafood ane fegiiveals.i e n c e
When promoting a city, specific marketing techniques must be incorporated into the
brand, including the creation @n appealing wedite, distribution of brochures, and
availability of tourist information. The use of a brand identity is a marketing strategy that
has beenmplementedby manytourist destinations to capture important attributes and
create an impressionable image thdtaats visitors. A brand identitgan include a

slogan and/or logo, or a theme defined by brand values that describe the tourist
experience of a particular destination. It is the creation of this type of brand identity that
the Corporate Communication g ourism Division of the City of Windhoek believes

wi || enhance the promotion of the cityds tou

The goal of this projecivas to help provide the city of Windhoek with a new
brand identity that is representative of the city, its culture lastbry, is appealing to

travelers, and is competitive in the worldwide tourist industry. The objetbvashieve
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this goalwere to identify attributes of the city of Windhoek for use in branding, identify
strategieso make the city more appealing tourists, identifystrategiesto develop a
more attractive and informative website, amelate a brand identity, logo/or slogan, and a

prototype of a Branding Windhoek Guide.

The first and second objectives were completed through local business and
cultural stakeholder interviews, two focus groups, and tourist surveys. We gained
perspectives on Windhoek as a tourist destination and what it has to @ffecerning a
new brand identity aimed at tourists, we obtained conflicting views of the current city
logo, and its incorporation into a new brand. Words, colors, and symbols were suggested
to include in the brand that are most representative of Windhdany stakeholders
suggested improvements the city can make to appeal to toufisese were combl
and formatted into a list of recommendations for the City of Windhoek to reference when

considering changes it can make to enhance tourism.

The third objective was completed through research on other tourism websites of
cities worldwide. We identifiethe most common features on each of the websites and
compared and contrasted them to those tha
An interview with the Information Technology Department of the City of Windhoek also
allowed us to identify specificcriteria to include in our recommendations for

improvements that can be made to the website.

The final objective was achieved by compiling all our previous research into a
preliminary Branding Gui de. The guisde was

own Branding Guide to provide the City of Windhoek with a manual describing how to

XV



incorporate the brand values we defined for the city into marketing techniques. The core
values as well as associated words, colors, and images were included. Wegrasent
brand identity in the guide to serve as a model for businesses interested in branding

themselves.

Our findings resulted in three main categories of recommendatithes;
implementation of the brand identiynprovementdo the webs#, and improvenrds to
the city Our research revealed that Windhoek lacks exciting attractions that emphasize
its history and culture, while those that are present are not promoted to tourists. We
found that most stakeholders were enthusiastic about the creatioewfltzrand identity
to advertise the city to tourists, for they recognized that the current city logo is not
sufficient to appeal to tourists and promote Windhoek as a tourist destination. Through
our collection ofwords that describe Windhogke were abléo encompass all aspects of
the city in four core values; cultural, diverse, modern, and open. We used these as
inspiration for the logo and slogan developed, famther used them to describe the city

in the branding guide.

In order to implement the bmd identity, the City of Windhoek must accept the
brand identity presented, whether it accepts the logo, slogan, or just the theme for use in
the promotion of its tourism. The logo should then be finalized by a professional agency
to ensure that it will gpear appropriately on all documents and webpages. Next, the city
of Windhoek should develop the branding guide to include the finished brand identity as
well as professional images that depict Windhoek according to the core values we have

identified. Thebranding guide can then be distributed to local businesses to assist them
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in promoting themselves within the theme that has been created to represent Windhoek as

a tourist destination.

The mprovements to theebsiterecommendations concerned specifiddeas to
include on the new website, as well as suggestions for use of consistent fonts and colors.
We found that the most important aspects of the website should include a list of
accommodations and restaurants, as well as information about things upcdming
events, and transportation. The chosen font should be one that is easily legible and
consistent throughout the website. The colors should conform with those in the brand
identity, as it should be posted somewhere near the top of the page @sitbes see it
instantly. By incorporating these recommendations into the criteria that have already
been established by the Information Technology Department, the website will be greatly
improved. It will make the City of Windhoek competitive withrreuwnding tourist

destinations, both in Africa and abroad.

Recommendations concerningprovements to theity were organized into three
categories: attractions, information and infrastructure, and marketing. On each of these
topics, the city of Windhoekan be improves to strengthen its tourism industry. The
current attractions, such as museums and art galleries, should be updated and reworked to
be more interactive and appealing. The Cultural Mile is an attraction that should be
completed to provide sitors with a walking tour of the city that will highlight its
historical and cultural aspectdlarketing efforts concerned making tourism offices more
accessible to tourists, by extending the hours of operation and improving visibility of the
offices. hi s includes adding signs to direct tou

redecorating the offices to stand out. Marketing the cultural aspects of city were also
XVil



recommended to reinforce the brand identityhe improvements by the city pertain

ma nly to Windhoekds infrastructure. The ¢
transportation system, thus, we proposed the city create a bus route to bring tourists to
popular restaurants and other destinations within the ciffhe city was also

recommaded to increase tourist safety by distributing information on security and
increasing officer visibility. Another city effort could be to increase the amount of open,
public space, as these are places for soci

feel ing of Aopennesso and Arel axationo.

The importance of tourism is often underestimated, and thus the significant
contribution it makes to the cityds overall
for locals, should be stressed. The completionuofresearch has revealed the impact of
a brand identity, and its placement i n the
provi de t he initial steps t o i mproving t h
implementation of our recommendations, the bratahtity will be supported and the

industry will grow to reach a new potential that has yet to be achieved.
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CHAPTER 1. INTRODUCTION

Tourism is an important contributor
Gross Domestic Pradt (GDP) and creates opportunities for the country to profit from
its attractions. While natwigased tourism is populan parts of southern Africafew
travelers venture into cities to experience their history and culture. The tourist industry,
specifcally in some African cities such as Windhoelkies not appear to live up to its
potential and has thereby created an opportunity for improveghanfred !Gaeb,

personal communicatiodanuary 29, 2008).

The potential for tourism to impact the capitalyf a developing country such
as Namibia appears to be substantiébwever, the tourist industip Windhoek, despite
being a culturally rictity, is well below capacity (World Trade and Tourism Council,
2007). The city lacks strong marketing mechams to promote ias anultimate tourist
destination. As a result, the city does not benefit much from its tourldra.city does
not seem toappeal to many tourists except as a gateway to other, more popular tourist
destinations, such as Etosha Natidhatk. Many cities in bordering countries, including
Cape Town, South Africa, havemployedeffective marketig mechanismso promote
themselves as popular tourist destinations. These @tesserve as a model for

Windhoek to imitate in the promotiorf ibs tourist industry.

The city of Windhoek has begun efforts to increase touri$m2001 the first
annual /Aé //Gams Festival took place during the height of the tourist season.
Construction on the Old Location Historical Housemuseum concentratingn the

period of apartheidhas also beguMoseley et al., 2007, £3). In 2002, Windhoek

t
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created a Capital Tourism Strategy as part of a larger city initiative to improve local
economic development.This strategy was revised in 2006 with a strongeu$ on
increasing tourism within the city.Other initiatives include the development of new
citywide cultual andhistorical events and attractions to appeal to touribtese efforts,
however,have yet to have measurablempact on the number of tasts who travel to

Windhoek and stay fdonger than one or two days

Windhoek has soughtto expandits tourismindustry, including the number of
tourists coming to the city, the length of time spenvisitorsin the city, and the number
of returning tarrists Unfortunately,t he ci tyds mar ket had@ strate
competitive edge againsther tourist destinatioria SubSahara Africa Windhoek lacks
a central imagetheme,slogan, and/or logo, better known as a brand identity, to market
itselftotourists.Speci fi cally, the c onayddleurisB®iigiomr at e Coc
believesthat the creatiomf a brand identity aimed at touristalong with the means for
marketing the brand identity throughbeanding guidecanassistthe city in raching the
itsgoal of increased tourism.
This project aimedio provide the city of Windhoek itih a new brand identity that
is representative of the city, its culture and histofyurthermore, itshould appeal to
visitors and be competitive in the worldle tourist industry. This goal was
accomplished by the completion of the following objectives:
¢ Identify attributes oWindhoek suitable for use in branding,
¢ |dentify strategieto make the citynore appealing to tourists,

o |dentify strategieso devebp a more atactive and informative website,



o Create a Brand Identity aridkvelop gprototype of aBranding Windhoek
Guide
The objectives werachievedas part of an initiative to improve tourism in
Windhoek Theywerecompletedhroughliterature reseah, a tourist surveyinterviews
andfocus group. Our project culminated iaproposechew brand identity fothe city of
Wi ndhoek that can be used in prombdkietng t he
for the Tourism Division to use in impleming the brand identity in Windhoéks

tourism promotions.



CHAPTER 2. BACKGROUND

The creation of a brand identi&ymed at touristgvolves an understanding of the
tourism industry itselfthe marketing techniques used to taqgetential visitors, and the
role that the brand identity plays in the promotion of tourism. These factors are essential
to target a brand at the correct audience and ensure that it is utilized effectively. Each are
discussed in the following chaptergoovide background information regarding why and

how we conducted our research.

2.1 TOURISM

According to the World Tourism
Organization, tourism is defined as

traveling and vacationing outside of

oneds natur gHgureeldvi r onme
(World Tourism Orgarzation, 2007).

It is a significant source of revenue for

many countries, with an estimated total

Figure 1: Tourists observing herd of elephants at Etosha -
Pan, Namibia (www.bugbo.com) world demand of over seven trilliddS

dollars in 2007 (World Travel & Tourism Council, 2007). It is estimated that by 2017,

the economic contribution of taesm worldwide will be 10.7% othe World Domestic

Product, andhe tourism industry wile mpl oy 8. 3% of the worl dos
countries, large and small, are taking advantage of the growth in the tourist industry by

attempting to redefine themseévas a suitable destination for travelers.



While there are many different types of tourism, the five ntategoriesare:
leisure, business, nature/ecotourism, adventure, and cuitstatical tourism Nouréq
2008). Each sector commands a strong mankedifferent locations. According to
Roberto Mouréo, leisure tourism is a type of vacation, where travaets toescape
from their everyday lives. Leisure tourists are those who visit theme parks, such as
Disney Land, or relax at hotels in the Caelan. Many resorts and cruise liners heavily
market to leisure tourists, who desire a restful stay with the opportunity to relax or engage
in activities such as island sightseeing, snorkeling expeditions, and horseback riding.
Cruise lines catering to ikure tourists often offer ailhclusive packages, setting one

price fortransportationfood, drink, andactivities Mourédq 2008).

Business tousm is characterized by peoptaveling for busineseelated reasons
to conventions or conferences in otheties or countries. Duringheir free time,
business tourists travel theurroundingarea exploring the region on a more personal
level. Common business tourism destinations include large cities like Hong Kong, New
York City, and Tokyo, with activitiesincluding dining and city tours (Tokyo

Metropolitan Government, 2004).

Nature tourists are those whbdten visit national parks and reserves to view the
unspoiled beauty of theaturalworld. According to Martha Honey (1999) in her book
Ecotourism andSustainable Developmenécatourism, which is a subset of nature
tourism, is rapidly growing as travelers seek new experiences outside of city life and pre
planned vacations. Ecotourism sites fund nonprofit environmental organizations, support
conservatin research, and help protect fragile ecosystems (Honey, 1999). Nature and

ecotourists often travel on safaris and guided wildlife tours to exotic locations around the
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world, including Madidi National Park in Bolivia, Fazenda Rio Negro in Brazil, and

Kakum Canopy Walkway in Ghana (Conservation International, 2007).

Ralf Buckley(2006)discusses the similarities and differences between adventure
and nature tourism. Essentially, adventure tourism is nature tourism with an additional
At hrill o fneolvet exploring Bhe tottdoors, however adventure tourists
participate in more strenuous and daring activities, such abasarling, sky diving and
white-water rafting. Countries such as New Zealand, South Africa, and Switzerland

appeal to adventure tosts with their marketing of such attractions.

Historical and cultural tourisrfocuseson past customs, societies, and events that
influence the present day life at a given place. Bonita (2006) explains that historical
tourism can be found in almost angmmunity that has preserved fast Historical
tourism has contributed to the popularity of museums, monuments, and historic locations.
Cultural tourists may travel further to discover the histories and traditions of people
unlike themselves, to learabout other types of people in the world. Frequently,
destinations will market their historical attributes to provide a basis for understanding the
current culture. Thougmany developing countries haaeich history and culture, many

lack thefinancialmeans to promote these asfs to tourists.

2.1.1TOURISM IN AFRICA

The current tourist population visiting Africa is approximately 4% of the industry
worldwide (Christie & Crompton, 2001). Although this may seem like a small
percentge, the potential fotourism growth in Africa, specifically in SulSaharan

countries, is greater than elsewhere in the world. In 2001, the World Bank estimated an



average of 3% growth in the tourist industry globally, while a 5% average growth for

African countries south dhe Sahara Dest.

Tourism in Africa is often marketed to nature/ecotourists and adventure tourists,
with an emphasis on the naturally occurring flora and fauna that exist throughout the
continent. As a result, other types of tourism are often excludadng culturally rich
areasoverlooked. This appears evident in Namibia, where the Namib Desert and
National Parks, like Etosha Pan, encourage visitors to explore the inherent beauty of the
country, while culturally rich cities, such as Windhoek, ao¢ strongly recognized as
tourist destinations. There is great potential for the Namibian tourist industry to improve,
as tourism is the fastest ganamy.i Gugrenttyont r i b u
Namibia is the thirteenth fastest growing countnytérms of Travel & Tourism Total
Demand, with over 700,000 visitors each year since 2002 (NTB, 2007). In @06
tourism industry contributed about Uuss$256. 7
GDP (NTB 2007) The expansion of théourist industryhas created 7108 job
opportunities, which is currentl{4.246 of the total
Namibian workforce NTB, 2007; CIA World

FactBook, 2007). This shows significant potential for

additional job opportuoities as the industry expands

e o R ’

Figure 2: Sandboarding in Swakopmund,

Namibia (www.travelblog.org) . . .
To promote tourism, the Naman Tourism

Board (2006) advertises skydiving, hot air ballooning, sand boardingting, and
fishing astourist attractiongFigure 2) The p@ularity of these activitiesesulted in a
6.1% growth of the industry in 2007, amldere isa projected 6.9%growth by 2017

(World Travel & Tourism Council, 2007). According to a report published in 2003, there
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were nearly 700,000 tourist arrivals in Namibreat yeay with the majority of those
coming from Angola, Botswana, and South Africa (Eita & Jordaaf7R0 However,
visitors from these neighboring countries only contributed approximately 25% of the
tourism businessicome Another report in 2006 confirmed that while most traveiers
Namibia were from Africa, over half of the revenue from the touristiustry was
contributed by Europeans, from countries such as, Germany, Austria and the United
Kingdom (NTB, 2006; Eita & Jordaan, 2007). This discrepancy calls for unique
marketing strategies to not only increase the number of tourists in Namibia, d&wb als

target those who will spend the most money while visiting.

2.2MARKETING

Marketing plays a significant role in the tourist industry as & means of selling
a product to meet consumer needdlarketing tangible objects depends largely on
capturingconsumer wants.Marketing tourism is unique in that the product must be
aimed more at tourist needsher tharsolely wantgJudd 1999. This distinction refers
to the necessary features a destination must provide to a tourist, such as accommodations,
dining, and transportation, in order for visitors to even consider travel. Wants, such as
variation in dining and activities for all types of tourists, may not be completely
necessary; rather, they are additional benefits that are inviting to travelgtarketing
techniques must besedcarefullyto appeal to potential visitors and ultimately increase
tourist activity. With an improved industry, many benefits to the economy will result,
such as an increase in the GDP and decrease in unemploymenAraitdserkey benefit
of improving the tourism sectoris the long term effects on other, unrelated industries.

For exampleto expand its tourist industry, a country mua&velop its infrastructure
8



(including transportation) in order to sustain the infbdwisitors. With the development
of national parks, a destination will attract more tourists as well as provide recreation to
its residentsThese examples reveal thetentialimpact of an improvedourist industry

that can be obtained through apprafgimarketing strategies.

2.2.1SUCCESSFULMARKETING STRATEGIES

Marketing has been utilized in many countries and large cities to promote them as
popular tourist destinationsThrough the use of the corretiarketing tools, tourists are
attracted to destations where they can experience a new culture, indulge in ethnic food,
and take advantage of tourist attractions. Large cities, asidhelbourne, Australia,
Boston, Massachusetts, and Cape Town, South Afrazea well known tourist
destinations thatdve increased their appeal through the application of marketing tools.
Although these cities make use similar techniquesdistinct features in each city have
been promoted to set it apart from the others. Ipegsular African cities, suchas
Lusaka, Zanbia, and Gabora) Botswanahave alsadevelopedmarketingstrategiedo
attract tourists. The techniques are targeted towards tourists and tour operators to be
utilized most effectively.lt is through the use of such tools tha t
tourist industriesri each cityaregreatly afected

In Melbourne, Australia, the Tourism Australia Act of 2004
required the Australian Tourism Organization to create a specific

division designed to concentrate on marketingrismm (Stokes,

Figure 3: 2000 Olympic ~ 2006).  Through the work of this agency, significant
Games Advertisement
(www.mapsofworld.com)  jmprovemens to its $rategies were made, including events

mar keting on MeThe200 Sumenér Olynpie Gamiediracted tourists
9



to Sydney, Australia, with many of these visitors also traveling to Melbourne during their
stay(Figure 3) One of the best known professional tennis competitions, the Australian
Open, is another event that attracts many touaistaially Local pesonnelare hired to

work at the events, and after the conclusion of festivitresworkforce $ well equipped

to work in other touristelatedprofessions (Melbourne, 2008). This strategy is beneficial
in that it serves the industry by marketing to tourists and offering employment
opportunities to théocal people.

Boston, Massachusetts, is ery popular tourist destination that has successfully
utilized marketing techniques to attract travelers from around the world and domestically.
The significant role Boston played in the American Revolutionary War marks it as a
historically significant dstination, and thus the city
uses this identity to promote itself. Boston also s
features numerous other attractiohat are inviting to

tourists(Figure 4) cultural sectors, such as the North

End and China Town offer ethnic food, while fashic
districtsand shopping avenues are appealing as wel
The Greater Boston Convention and Visitors Bure8
is an informative resource for tourists to make use

concerning all that Boston has to offer (Harpell Ir~

Figure 4: Boston Common
(www.discoverboston.com)

2008) . Bost onds i nf asemmgetfaceyircluding bnksitottaur, wi t h

operators, has made it an appealing resource for tourists traveling to Boston.
Another large and popular tourist destination, Cape Town, South Africa, has

become known as t he fhub arketsfitselsas nch ih leistory Af r i c @
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and culture, making a Vvisit a unique exper
designed to appeal to tourists by advertising current and future events that the city will be

hosting, such as the 2010 FIFA World Cup (GifyCape Town, 2008). The strategies of

website design, special event promotion, and the creation of tourist agencies employed by

Cape Town and the other large cities mentioned earlier have proven to be successful,
yielding thriving tourist industries.

Smaller African cities have also demonstrated the ability to successfully promote
themsel ves. Lusaka, Zambi a, i s known for
possessing the amenities of a flourishing city. Even with relatively high unemployment
rates, theity is clean and the local population is welcoming of tourists. Lusaka is rich in
culture and exhibits its African taste through numerous markets where visitors can
sample ethnic food and observe traditional Zambian garb. The city is also equipped with
parks, shopping malls, and tourist centers. A local magazine knolwmsaka Lowdown
is an easily accessible resource for tourists to utilize to navigate through the city (Africa
in Sites, 2008).

An interesting, small African city which has become aypaptourist destination
is Gaborone, Bot swana. This emerging city
growing cityo (MindaQa, 2008) and boasts sign
tourists. The city rests in a prime location near an intienma airport where visitors can
easily access hotels, food, and shopgifigure 5) Just outside Gaborone is St. Claire
Lion Park, an attraction that allows tourists to experience wildlife while remaining near
the city itself. Kgale Hill is a mountaiocated on the outskirts of the city where visitors

can glimpse breathtaking views (MindQ, 2008). These attributes unique to Gaborone are

11



clearly shown on the city website to help
distinguish it from other popular tourist

destinations in Africa. The toist industries in

becoming competitive both locally and

— internationally.

et

As the tourist industry is becoming

o -

e v, PRl T
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Figuré 5: Market in Gaborone, Botswana

(www.discoverbotswana.com) increasingly more competitive, it is important for

cities to enhance their infrastructure in oréerwelcome visitors. Amenities, such as

| odgi ng, di ning, and public transportation,
are cared for. Destinations must also adhere to needs such as secuiritfpramation

distribution High crime rates shibd be addressed by cities to ensure the safety and well

being of guests. Tourists must be convinced that the destination they visit will be safe

and memorable, while the natives must be willing to warmly welcome travelers. In
particular, local people gy a crucial role in portraying any destination as a desirable one,

and thus they can help visitors feel at ease and relaxed.

Along with improvements to infrastructure,anketing tocertain tourists is an
essential part of attracting travelers to visgipecific destination. It is necessary that the
specific market(both foreign tourists and local people¢ identified and targeted with
particular marketing strategieg¢Judd, 1999) If a destination is not appealing to the
intended market, the industry ivdecline. As important as it is for cities to market to
travelers, it is also necessary to advertise the benefits of an improved tourist industry to

the native people. In many developing countries, citizens do not understand the role that

12



the touristndustry plays in the economy (Buhali s,

tourism, locals tend to view foreign travelers as trespassers who do not appreciate their
history or culture. To improve the relations between tourists and natives, marketing

strateges should be part of creating awareness for the benefits of tourism at a given

destination. The strategies should be appealing to tourists, but also accurately
representatives of the destination in order to satisfy both target groups.

There are numeus ways local people can become involved in the tourist
industry. Primarily, they can work in various businesses that cater to visitors. As tour
guides, the local people are knowledgeable about the history of their city and therefore
are qualified for gposition of this type. Also, with increased participation in annual
festivals, the native people can display thmitture to the public and encourage more
outsiders to visit. Other opportunities for local residents include working in the tourism
sectorof a tourist agency and becoming educated to be travel agents. In these ways the
local citizens can be assured that the tourist industry will be serving their needs and/or

will enhance the features of the city that they desire visitors to experience.

2.22 THE MARKETING PLAN

A marketing tourism plan is an essential part of developing marketing strategies,
as it is a means to organize how a country will generate an increased tourist industry. A
marketing plan is a written document that outlines the stepsssary to market tourism
effectively as well as the resources and time that are required to fulfill the plan (Mahoney
et al, 1987). It includes the overall goals and objectives, such as increasing tourism by a

certain percentage and the means by wthahwill be achieved. The plan also identifies
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the resources available to market a tourist destination, including local businesses that may
be interested in improving tourism for their own benefit. Specifically, marketing
strategies and a budget areidedl. Finally, an evaluation tool is inserted into the plan in
order to assess its efficacy.

Marketing segmentation is a useful aspect of the marketing plan that identifies
how to direct promotions toward various groups of tourists, as targeting tatsesnhas
proven to be ineffective (Mahoney et al, 1987). This process involves selecting the target
group, categorizing the potenti al mar ket
them according to specific criteria. For tourism purposes, tleetedl market segments
would be those that consist of potential tourists who would most likely visit a specific
destination. The segments may be comprised of people with similar demographics,
interests, product attributes (cost and quality) or lifestylai{dhey et al, 1987). Thisis a
useful organizational tool that, when incorporated into the Marketing Plan, can help

identify the people most likely to visit a destination.

2.2.3MARKETING MECHANISMS

A marketing plan is a valuable tool for destinatiaasdentify the mechanisms
that will augment a tourist industry; one such mechanism that is emerging rapidly is the
internet. It is an instantaneous source of information about almost anything and is
available worldwide. The internet has recently bedized to market tourism as it is
one of the first resources travelers turn to for information regarding a destination (Wilby,

personal communication, February 6, 2008). It drives more research on behalf of the
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visitor and consequently results in moreeheist to travel. The internet also eliminates
the cost of a travel agent for the traveler as well as a reduction in distribution fees for the
host country. Tour operators use the internet as a means to electronically research and
distribute informationegarding a destination. This information is then easily accessible
to their clients. Thus, it is critical that tourist destinations advertise through the internet
to market themselves.

A study done to evaluate the effectiveness of website developbyehtew
Zeal andds Regional Touri st Organi zations
website design that engage the visitor. The most superficial level, Stage 1, is effective for
promotion. It gives general information such as location, contactniafioon, and
business details. The next level, Stage 2, is more in depth, and involves user interaction.
A website may have links to other resources, online enquiry forms, customer support,
discussion forums, and current updates. The most detailed &age 3, allows for
secure online transactions for making payments and interaction with corporate servers
(Doolin, 2002). These guidelines are useful to gauge the effectiveness of a website in
attracting tourists.

The Melbourne city website displays nwvats describing why travelers should
visit the city. This is a clever marketing technighat convinces tourists to come to
Mel bourne to ensure that they Adonoét. mi ss
The website encourages tourists to videlbourne because it has the features of any
large city yet is incredibly easy to navigate. The website also boasts about the public
transportation system available for tourists to make use of during their visit. It is

inexpensive, easy to use, and #atde mode of transportation throughout the city.
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Finally, the Melbourne website attracts tourists through promotion of vacation packages,
lists of accommodations, and links to view live events in the city (Melbourne, 2008). The
ease of which a user caravigate and learn about Melbourne through the website
qualifies it as a successful marketing tool.
Boston has an effective website and, al t |
marketing tool that has assisted the city in enhancing its tourigstinydby being a
simple resource for potential tourists to use as a planning tool. It is easy to clutter a
website with too much text, and thus it is importanintorporate attractive images into

its design The Boston website, designed by Harpell (2008), is adorned with many

— e - y »pl N
Figure 6: Snapshotof Boston Tourism Website(www.cityofboston.gov)
appealing pictures and advertisemdgrigure 6) Each image has a link which will bring

the user to more detailed information about the specific topic. Online maps and
brochures save money time on printing each time chaagesnade to these sources.
Simultaneously these can provide tourists with the mogbate information they are
looking for. A search box is a key feature of the website that quickly transfers the user to
the exact subject page he or she is lookory flt is essential that the search engine be
configured carefully however, as it cauickly become an irritating feature that may
deter visitorssEach of the el ements of the city of B
tool for tourists interested imavelling there.

The website for Cape Town is yet another example of an effective marketing tool

aimed to persuade potential tourists to travel to South Africa. The website is unique in
16



that it displays current events and news related to the city (EiBape Town, 2008).

The city will be hosting the 2010 FIFA World Cup, and with this advertisement, tourists
will want to know what else they can do and see during the tournament. Another feature
of the Cape Town website is the currency converter. f&amce, many international
tourists will desire to know the exchange rate and relative cost of items in South Africa,
thus this link is a convenient tool.

In much the same way as large cities have utilized the internet as a means to
market themselves, sth African cities have found similar success. Our research has
found that the website for Lusaka, Zambia, is very appealing. It identifies the unique
aspects of African culture that the city has to offer, while highlighting the features that
are develojmg and make the city more modern. To encourage more tourism, game
parks, city attractions and local accommodations are also displayed (MindQ, 2001). The
website for Gaborone, Botswana, distinguishes itself from other Afcapital cities by
boasting hout its emerging economyThe city hosts football matches at the national
stadium, hosts musical perfornees at the theater, and has a develogingpping
di strict called the AMain Mall 0. The site
various tourist sites within the city (Africa in Sites, 2008). These websites are examples
of an effective use of the internet as a marketing mechanism for relatively unknown
African tourist destinations.

Brochures are another common marketing mechanism that emhance a
countryodos i mage. The use of appealing pici
visitors is an effective tool by which marketing tourism can be enhanced. A brochure

includes the most popular attractions and restaurants as well as aquoalegatethe
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city. It often displays cultural events and specialized shopping (Breneman, 1987). A
brochure is commonly used by travelers because it is tangible and easily transported. In
order to be effective as a marketing mechanism, a brochure Imeustesthetically
pleasing. It should be colorful and easy to read, and only the most important features
should be included, as a brochure is considered a small document.

In a country as large as Australia, there are so
many adventure opportunitieadsites to see while
visiting that they cannot be experienced in a single
vacation. With this knowledge, the tourism board
has designed brochures that focus on specific types
of tourism, such as edourism, to cater to the needs
. of these visitors. Othdorochures flaunt the beauty
of specific islands, such as the Cook Islands, where

tourists are exposed to traditional food while

Figure 7: Brochure for Grand Pacific
Drive, www.grandpacificdrive.com

relaxing on the beacfFigure 7) Some brochures
include a brief history of the destination to give travelers backgroundmatam
regarding the sites they are visiting (Revolution Inc, 2005). Brochures for other popular
destinations include coupons as an incentive to visit various attractions. These
mechanisms contribute to the marketing strategies of the cities to mardampetitive
tourist industry.

Television advertisements are another important marketing mechanism that can
help improve tourism. They are a quick means of advertising that must be utilized

appropriately in order to convince a potential tourist toeréw thefeatureddestination.
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In less than a minute, a television ad mudtuence viewers to travel there The
promotion of a city can also be augmented when famous people are seen visiting (Judd,

1999) or used in advertising campaigns (Chan, 20 u=auy ¥ ¥

Kong as a tourist destPis ‘ t Aicombi
excitement of a sophisticated, modern city with a r§ ‘ v
heritage and cultural history that visitors find absolutg
exhilaratingo (Chae, s20Qge
it L Gharehasiafgp@ared in television commercia z

marketing the city as a vibrant tourist destinatibigure

8). Other immediate results from the advertisem: Figure8: Jackie Ehan promotin
ong Kong

(www.discoverhongkong.com)

campaign (which debuted in New York City on

g

September 18, 2003) dluded the creation of a twaay festival in San Francisco
honoring September 22 a §heiffécdsnofjthepromotion dfour i s m
the city through television advertisements were immense and increased the number of
visitors to 1.64 million in asingle month (Chan, 2003, p.1). This example demonstrates

the tremendous immediate impact of television advertisements, although expensive, on

the tourist industry and the importance of utilizing this tool.

2.3BRAND IDENTITY

The individual or combinedise of 1) the internet, 2) brochures, and 3) television
advertisements are valuable means of marketing a tourist destination. However, these
tools can beused most effectively when incorporated with a brand identity. A

destinationds anrinsagedsuch that tourists ayrivefatoardessnation with
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an impression in mind. A study by Konecnik et al. (2008) examined how brand
identities are perceived by both the supgilye and the consumeide of tourism. In this

study branding is describeds constructing

fsense of pl aceo, rep
destination should be perceived by target
consumers (ibid, p.177). Similar to the brandi
of consumer products, such as G&a | a 0 s L

Refreshing

Asur pri si ng (Figurer9k destied®m i na o _
Figure 9: Coca Cola advertisement
(www.gameguru.in)
brands can use slogans and logos to creatc a

positive perception of a destination. Brand identities can also be characterized by a set of
core values that determine a general theme of how a destination can be pddrayed
describe the tourist expeniee The popular usef this marketng techniquehas led to

the development of a framework for the creation of brand identities that isclude

1) identifying the values of a destination,

2) positioning those values into a representative brand idegtidy,

3) using the brand identity to competitively market to tourists.

2.3.1DESTINATION BRAND VALUES

Destination band identities encompass the essence of a place, such that they not only
form a visual sensation, but also an emotional relationship anf@ngansumers, the
locals, and the destination itself (Morgan et al., 2001). With this in mind, great care is

taken to ensure that the brand identity is representative of the destination. Tourism
20
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stakeholders will only accept it if they feel the branduaately portrays the culture of the

mar keted destinati on. Konecni k et al . (20
oneds culture is an issue that evokes emot
p.180). A brand identity creates an image thatwdr from historical, cultural, and

national relationships in order to develop a popular perception of the destination. The

first step in thebranding framework, as defined by Morgan et al. (2001), involves
determining the destibutea orivabuasdé Fhisnms@ascomplishep or t a n |
through interviews with tourism stakeholders, focus groups consisting of tourists and
businesses, and communication with the local government. A case study of the creation

of New Zeal anddés brhew 424dadalnandd, ~uodaisdmn sPturraet €
Research was conducted concerning travel trends, global perceptions of the country, and
communication with thearioustourist markets. Reseathinformationincludedvisitor

needs, motivations for travel, andnoerns or barriertourists face when traveling &

destination (Morgan et al., 2001The collection of this datiormed a basis for branding

New Zealand as thec o u n tattripuéeswere bestdetermined through perceptions,

desires, and needs of consm and stakeholdersThis process of developing brand

values serves as a model for other destinations around the world.

The attributes a destination bracmhveyscan beelaboratedipon andcategorized
to better understand how they correspond to loedhasitor perceptios of the location
andcontribute tathe eventual creation of a new brand identity. According to Hankinson
et al . (2005) , the attributes can be <cl assi
environment, activities and facilities br and atti tudes, and peopl

theseclassesthe research collected can be viewed in relation to other values and then
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used for comparative purposes; how the destination currently markets its values to an
audience and how other desttions market themselves to tourists. It is importantehat

d e st i nattributeslme@alected and organized, in order to construct an accurate
impression for tourists. While the desires and needs of tourists should be stressed, it is
important thathe image created does moaccuratelyportray the location. As Konecnik

et al . (2008) stated, a brand identity ai ms

than erasing ito (ibid., p.181).

2.3.2DESTINATION BRAND IDENTITY POSITIONING

How then does a brand identity appeal to a given audjesrcgroup of tourists?

.n During the positioning oflNew Zealand s hr and
lnn)uP“HE studies were conducted concerning the types o
HEWEEE]EHCLCDFH tourists visiting the country in addition to the

Figure 10:(5\:\?\2% ‘Isdv\?znetzlyafr?(;.lgloer\;]V)Zealand appeal of the featured attractiond/organ et al.
(2001) used the term Apositi
shifting of brand values into a marketable imag€&he branddentity for New Zealand
depictsfour appealing attributes of the country to market to tourists: the landscape, the
people, theadventure, and the culturaVhen marketingthe country the tourism board
was cognizant of its inability to market to all audiences, they utilized brandindo
marketto specific types of tourists. Based on the perceptiolN@iv Zealandas an
untoucted terrainof natural landscapes and hidden discoverieschiosen market to be
targeted wasadventure and nature based tourisrAll aspects of the brand should

reinforce the valueoundin the first stepgFigure 10) This includes images, colors, and

wording in brands, slogans and logtdogeley, J. et 8l.2007). Theeaspectshould in
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turn express the human characterizations that tourists can assathate destination
AR100% Pur e Nsemarkefee tarbughimages of refreshing, greeddeapes,
pure waterfallsas well as the activities ¢fiking, kayaking, and swimmin¢~igure 11)

Theseattributes ardargeted at tourists

interested in adventure and nature.

O0pur e 6 thesdpsenationretating
to its sincerity and ruggedss, is
portrayed in both the images and the

of green, blue, and white coloring on tk

. .. Figure 11: Coast of New Zealandwww.newzealand.com)
New Zealand Tourism websites

(Tourism New Zealand, 200Tpurism New Zealand2008) The New Zealand Tourism
Board saves money and effort by focusing on markebtngpuarists that have a strong
interest in the attractions it offers. In this semise countryhas been successful in
shifting the brand identity from a set of destioatvalues toa marketableimage and
perception
Followingthe o u nt r y 0 sto increasdourian, the aty of Auckland, New
Zealand has attemptetb appeal to adventure and nature based tourists, as weib@ae!
tourists through the creation of its own brand identty Known as the ACI t
(Figure 12) Auckland usests coastlineto attract

= AUiCkland visitors interested in beaches, lighthouses, and
City of Sails

W Bckisedng. com

sailing. Marketing to a slightly differemgroupthan
Figure 12: Brand Identity for Auckland,
New Zealand(www.aucklandnz.com)

n100% Pur e, , Nleewcity Zoffees| adl n d 0

touristsleisure activities and energetic nighie as portayed on its websit@igure 13)
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(Tourism Aucklangd 2008). The coloring of the websitimg§

mi mics that of the c o uthetcityyg
markets itself as unique frothe rest of the countryith the
use of thesloganit Ci t y o fThis S$aatic iscendmon in
other countries, such as South Africathere cities have |
createdtheir own brand idefities to distinguish themselve S
within the country Some cities lack a brand identiénd thus “Figure 13: Coast of Auckland,
New Zealand
mustrely on the countryto market to tourists and hopefyll ~ (Www-aucklandnz.com)
draw visitors. The framework for branding a destination is the same whdtieer

destination is a city or an entiountry, though a country will have a broader range of

attributes to represent than a city will most likely have.

2.3.3COMPETITIVE USE OF BRAND IDENTITY

When positioninga brand identity, it must bemotionally appealing to tourists,
such that it gives the destination a compet:i
key is to develop a strong brand that holds some unique associations forghe ooa r , 0
to ensure thathe consumer associates the destination with an emotionally memorable
experience or point of difference when compared to other destinations of similar
attributes (ibid., p.337). It is crucial thata brand identity limitsa destinatb n 6 s
substitutability and displays the destination as better suiting the needs of a traveler than
othes. According to Aaker (1997), whose studies includadnvestigationof @ r and 6 s
Apersonal ityo or |l i keness t o hgu omeates char ac
associations with consumers. In determining attributes of a destination, the personality of

the destination should be portrayed to attract tourists that can associate with that
24



characterization. There are five dimensions relating to humaonadity traits; these
include ASincerityo, AEx ci bnedme natnod, fANRCUogngpeedt nee
Figure 14organizes these characteristics according to the traits of the destination they

encompass.

‘Brand Personality

| T [ ]
Competnce | [Soptsicaion | [[Roggodness

~ Sincerity | | Excitement

«Down-to-carth | |=Daring | = Upperclass * Outdoorsy
*Homest [ |[e«Spirited +Charming | |+Tough
Nhol  « Imaginative . .
« Up-to-date

Figure 14: Brand Personality Characterizations (Aaker, 1997, p. 352)
According to Konecnik et al. (2008), a distinctive brand identity can give a

destination a competitive edge in markettoghe tourist industry. Competition among
tourist destinations has increased in ntgeears due to enhanced interest in sites offering
unigue attractions and more efficient modes of travel, such as faster airplanes, trains, and
automobiles. Although some countries have experienced increased tourism as a result,
others still face challegges in marketing to the tourist industry due to the high price of
travel or deficient information distributian Morgan et al. (2001) found that 70% of the

total tourist population travel to only ten major countries. This results in all other
countries cmpeting for the consideration of the remaining 30% of travelers. This
competition has resulted in a strong dém@agis on branding destinations ascessful

branding allows for differentiation of a destination from its competitors (Pitt et al., 2007).
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Thusforming a brand that markets to the correct audience better than another destination

offering similar attractions is crucial.

2.3.4DESTINATION BRANDING IN AFRICA

Some destinations face challengeshbiranding themselvesas one aspeabf
positioningincludes overcomingpr shiftingt o u r persepti®n® of a destination. Many
developing destinations are perceived negatively due to past history of war, political or
civil unrest, disease, and/or povelty addition to current prevalence of crime and
political corruption(Pitt et al., 2007). In recent years, African nations have faced this
challenge as they develop the continent as a tourist destination. South Africa identifies
one of its largest obstaclés increasing tourismsathe perception ot being unsafe,
politically unstable and costly to travel to (South African Tourism, 2007). Rising above
the concerns of instability due to the period of apartheid, the city of Cape Town in South

Africa has installed a tourism strategy to promote the dtg aafe and energetic tourist

g

CITY OF CAPE TOWN | ISIXEKD SASEKARA | STAD KAAPSTAD

destination, which includes a new brand idenfifiyhis city

works f o r(Figyre 159 This brandingeinforces the

ideals of peace and prosperity, while assuring tourists

the city will meet heir needs of a pleasaanhd energetic
THIS CITY WORKS FOR YOU

vacation. As part of a larger country initiative to mcree"',‘:igure 15; Brand Identity for

Cape Town, South Africa
tourism, the department of tourism for Cape Town . __ (www.lib.uct.ac.za)

joined with a destination marketing organization, Cape Town Routes Unlimited, to assist
in marketing the city as a tourist desition (Cape Town Routes Unlimited, 2008; City of

Cape Town, 2008) Cape Townds success in communi
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use of this organization to market to appropriate audiences, subbsasidentified by
the South African Tourism (200d)vision in its Tourism Growth Strategy

Similar to Cape Town, other African cities are challenged to compete with
destinations of similar attributequiring them tcshift perceptions that they all offer the
same experienceThe cities of Lusaka, Zabm, and Gaborone, Botswanare similar to
Windhoek, Namibiaand Cape Town, South African that they are developing tourist
destinations, all offering scenic landscapes, unique wildlife, rich culture and history, and
the adventure that comes with trbmg to a destination as different and unknown as these
African destinations. While these destinations each offer unique cultures and differing
landscapes, consumers vidltemas the same, such that competition arises in marketing
tourism. Thus each of these destinationgnust work diligently to offer unique
experiences thatttracttourists as well as encourage thosatorsto return.

Lusaka, Zambiapromotesan energetic culture, as well as country safaris and
historical landmarks typical of Africa tourist destinationgAfrica in Sites, 2007)

Competing to be the superior African tourist

. > destination, Zambia has eted a country brand
al ;
B, " identity, izambia, the Real Afriga(Figure 16) The
i - : . .
. city of Lusaka does not have its own hifang, thusit

- i,

L relies on the country as a whole to marketourists.

it B
Figure 16: Brand Identity for Using ayellow and orange sun surrounding the slogan,

Zambia (www.zambiatourism.com)
the countrymarkets itselfasdistinctly African (suggesting a unique culture, wildlife, and

beauty.
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Gaborone, the capital city of Botswana, isriing to develop itself as a tourist

destination as well. Known for its production of diamonds and diverse wildlife,

Botswana as a country has adopted the brand naifiehefGem of Africa (Figure 17)

(MindQ, 200§ . Using successfrmd oMor Af rcithaba c e mp Itif
Botswanais the besthat Africa has to offer The O6gemd gives an i mp
and luxurious place, while also offering the unique culture and wildlife Africa is known

for. Gaborone, likd.usaka, does not have
its own lrand identity to set the city apart

from the country as a tourist destination.

The downfall in this is that these cities are
not marketed to their full potential. Perceptions

Figure 17: Brand Identity for Botswana
and opinions of the country as a tourist destinatiuii, (www.gov.bw)
whether good or bad, atbus carried over to the cities unless the city has its own
marketing mechanism to set itap from the country as a wholeAuckland, New
Zealand with its branding ast h €ity ®f Sail® s an example of how a city can

distinguish itself from the count These cities serve as a model for the creation of a

brand identity for the city of Windhoek.

2.3.5BRANDING NAMIBIA

As other African nations have branded themselves, Namibia has also branded
itself to market tourism. Though only andependent count for 18 years, the Namibia
Tourism Board (NTB) (2007) recogni zed the ¢
need to brand itself in order to become a memorable, distinctive, and valuable tourist

destination. Thus the NTB launched a branding cagmpaesulting in the identification
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of four brand values gained from tourist impressions and opinions of Namibia as a tourist
destination. These values include Rugged, Natural, Soulful, and Liberathey were
developedhroughan investigation ofisito r s 6 I mpr essi ons and comme:
as a tourist destination. The use of these values in the creation of a brand identity evokes
specific emotions and memories that attract new visitors as well as invite previous

Vi sitors to reggedd walsh eu swodr dt oi Rduescr i be 't h
Aunt amed wildernesso that dr aws adventure t
unblemished and pure environment in which one can view pristine landscapes and wild

animals in their natural habita. The value fASoul ful o suggest
inherent to Namibia; a place where visitors can get away from their everyday lives to find
themselves in breathtaking vistas. Lastl vy,
rejuvenating expgence one will have when visiting Namibia. Tourists have the freedom

to explore the countryds natur al | andscapes
These values have been determined to represent Namibia and should be used by all
businesses imarketing the country as a tourist destination. This aspect of branding is

different from other brand identities because a specific logo has not been created to be

used by all businessestather the values should be incorporated into all aspects of

marketng tourism in the country.

By following the theme established by the brand values, tourists receive a re
occurring impression of the experience Namibia offers. The Namibia Tourism Board
(2007) suggests all marketing strategies used by tourism compaom@ain a
combination of thdour values, including words and colors associated with those values,

to represent anything sold as uniquely Namibian. Words that associate with the brand
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attributes, such as wilderness, elemental, pure;spoilt, peaceful, aflective,
adventurous, and boundless, support the types of experitecd3 Bis trying to convey

to travelers. Along with the Namibian ruggedness and natural environment is the use of
earth tones in coloring advertisements, which help to reinforderéimel valuesThe seal

for the NTB serves as an example of how the values have been
included in its logo(Figure 18) The emblem includes the colors
orange, brown, green, and red in the lagoorporated into images

of a Baobabtreg water and a sanddune. This captures many

Figure 18 Brand aspects of N a nthebindgencus Baababdtsee and e
Identity for NTB

_namibiatourismb . .
W“””OZ?{,“ Lc;;%lg/'sm breathtaking dunesnd portrays the values dsscribed above. The

use ofphotograph reflecting these valuesan also be used to help create an impression

of a Nambian experience.

The Namibian experience has three parts represented in the branding: 1) The
Place, which is rugged, natural, and unlike any other tourist destinatiomhe?)
Relationship, which is soulful and spiritual, as visitors are touched emdyidnathe
vastness and tranquility of Namibia, and 3) The Visitor Benefit, which is liberating, with
visitors having the opportunity to explore on their own and become relaxed and
rejuvenated during their time in Namibia (NTB, 2007)he branding of Namih is a
countrywide effort to create a positive impression ofriaBonas a tourist destination
Theiexperienceodo i s an etha Windhoek mustpnadeltin ite f

own efforts to brand itself as a tourist destination
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2.4ToOuURrISM IN WINDHOEK

While Namibia has branded itself through the assistance of the NTB, the capital
city of Windhoek has yet to brand and market itself to tourists. Before this can be done,
factual information regarding all aspects of tourism in the city musinberstood. The
Capital Tourism Strategy in Windhoek (City of Windhoek, 2005), compiled by the city of
Windhoek, was written to strategize means for increasing the number of tourists coming
to Windhoek, extending the lengths of their stays, increasingrtfueint of money each
visitor spends, and raising the number of return visits. It describes the two main types of
tourists in Windhoek as those on individual itineraries (visiting friends and family or on
business), and those on organized tours. The lakdénly come from outside of Africa,
predominantly from European countries such as Germany and Austria. To gather tourist
demographics, travelers were surveyed, and it was concluded that over sixty percent of
visitors to the city were from outside of Add (City of Windhoek, 2005), as shown in

Figurel9.

South Africa

Europe, North
America, and Australia

Figure 19. Origin of Visitors to Windhoek (adapted from Capital Tourism Strategy, City of Windhoek, 2005)
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The Capital Tourism Strategy also describes the age ranges of \isit@ieng to
Windhoek & gathered from tourist surveysThis information is useful to know what

group of travelers should be targeted in marketing strategies.

B 16-35years
36-50 years
H51+years

Figure 20. Percentage of Ages of ThosendEscorted Tours in Windhoek (adapted from Capital Tourism
Strategy, City of Windhoek, 2005)

As shown in Figure 20the majority of the tourism population who partake in
packaged tours is between the ages of sixteen and thirty five, followed by guesteover
age of fifty. The percentage of visitors between the ages of thirty six and fifty was the
smallest at only eight percefthese statistics are similéor thosetouristson individual
itineraries. These data providenportant information regardindghé target age group of

tourists visiting Windhoek.

Of all surveyed tourists, eightfive percent indicated that visiting Windhoek
during a stay in Namibia was important. Positive aspects of the city included the
shopping and natural environment. Mostrisis commented, however, that they felt

unwelcomed by locals, experienced difficulty navigating the city, and found it
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inconvenient that most businesses closed early in the evening. Using this information, a
list of strength and weaknesses was crea#rd is summarizedn Table 1from the

Capital Tourism Strategy (City of Windhoek, 2005)

Table 1: Strengths and Weaknesses of Windhoek as a Tourist Destination

STRENGTHS WEAKNESSES

Relaxed mix of race and culture Difficult to get aound

Availability of goods and services Crime and insecurity

CleanlinessPeace and stillness Lack of cultural aspects and African image

Rich heritage and heritage sites Very little to dqg Lack of information

Beautiful sceneries and surroundings Closing of businesses, service centres
tourism attractions on weekends

The Capital Tourism StrategZity of Windhoek,2005) also details various other
pros and cons of the city as a tourist destination as indicated from tourist surveys. For
example, maw tourists staying in Windhoek described the natural environment and
wildlife as very pristine. However, they remarked about the lack of such vistas outside of
a few game reserves and scenic drives in the Khomas region. Visitors expressed interest
in themixture of culture found in the city, yet felt unable to interact with the locals, who
did not seem interested in displaying their heritage. Besides cultural activities, visitors
were drawn to the city mainly for its shopping and dining, rating botheag good.
However, visitors commented that prices were expensive, and restaurants were often

overbooked. Lastly, though safety enforcement officers have a distinct presence in
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Windhoek, visitors were concerned by the frequent occurrence of petty creme the
high rate of poverty. Tourists felt they did not know how best to protect themselves and
did not want the additional stress of losing valuables when visiting Windhoek.

All of this information is usefulvhenbranding Windhoek in that demonstates
the touristso perspective of the city.
for a brand identity, and thus what they find as positive attributes should be expressed in

its brand and their concerns addressed through recommendationgrfavements.

2.5MARKETING WINDHOEK

Windhoek has the potential to be a very popular tourist destination. However,
without the proper marketing techniques,
to attract paying tourists, evenifthegoalsst | i ned i n the cityos
Currently, tourists venture to more popular destinations in Namibia where wildlife and
natural beauty are the main attractions (City of Windhoek, 2005). The present promotion
of Wi ndhoek6s and rich dist@syeis notusufficient te appeal to tourists
wor |l dwi de. The city has also attempted
however, this has proven relatively unsuccessful. To enhance the industry, the Tourism
Strategy has identifiedossible attractions that could be used to market the city.

First, Windhoek has many natural hot springs that could provide the foundation
for the development of whole health industryCity of Windhoek, 2005). This would
include a spa that would attractivelers worldwide interested inxurious baths and
natural therapeutic facilities. With this new tourist attraction, the city would

consequently be marketed as a soothing and unpolluted destination. The creation of such

34

Ul t

t h

Tour



a facility must be approveaid deemed crucial to the promotion of the ditgt, as it is
an expensive undertaking.

Anot her suggestion presented in Windhoek:
cultural aspects of the city and advertise them to tourists. A trail through theroitgy si
to Bostonds Freedom Trail, has been propose
labeledt he ACul tur al Mil ed and would provide tolt
variousattractionsof Windhoek deemed important by local stakeholderswoild pass
by city landmarks such as the Franco Namibia Centre, National Art Gallery, Scientific
Society and National Theatre and Museum. Tidsl has yet to be implemented.

However if marketed effectivelyit could potentially draw in many tourists.

A final suggestion to market Windhoek as a tourist destination is to appeal to
business tourists, as they provide a substantial percentage of visitors to the city (City of
Windhoek, 2005). I n order to attldeeed t hese
to be enhanced. More conference facilities would be built in order to sustain a larger
number of business tourists coming to WindhoHkis suggestion is importaritpwever,
financially, it may require more funding than the city is willing to sphen

Each of themeans of attracting visitonmentioned aboverovides potential to
improve the tourist industry in Windhoek. When incorporated into marketing tools such
as brochures, websites, television advertisements, and a brand identity, they can
posiively impact the tourist industry in the city. Before these attractions can be added
and marketed, the city has identified the need to obtain reliable information regarding
tourism. A database of accurate information regarding the types of touristomeda

Windhoek, the number of people employed by the tourist industry, as well as the
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contribution to the GDP needs to be createthesedata @an be used to predict the
number and type of tourists as well as expected visitor expenditures. With this
information, the attractions can be properly marketed to the correct audience and

ultimately improve the tourist industry in the city.

2.6 BRAND IDENTITY FOR WINDHOEK

The Corporate Communication and Tourism Division of the city of Windhoek
believes that thereation and marketing of a new brand identity will help strengthen the
citybéds tourism industry. Wi ndhoek currently
use in tourism (!Gaelpersonal communicatiodan. 30, 2008), although attempts have
beenmad t o brand the city (Athe heart of Nami!l
an aloe tree amidst a mountain range in bl
Currently the city uses this logo for all of its services, including the tourism diviSioa.
tourism division hasexpressed that the logo is important to the city, though the direct
importance of the aloe tree and color blue have not yet been explained (Kpprsalal
communicationMar. 12, 2008) The city does not have the budget to maksew logo
for the corporate leveab use (!Gaebpersonal communicatiomlar. 13, 2008), however
the tourism division has cited Windhoekés d
use in tourism and t hweeateaipleasidgsepresentateve, anadi nt y i
sustainable brand identity. Included in this may be the establishment of new attractions
and the improvement of services for tourists. These changes will support a new brand

identity and better attract tourists to Windhoek.
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CHAPTER 3. METHODOLOGY
The goal of this projeatvasto createwi t h t he active participa

TourismDivision, a powerful brand identity that encouradeurists tovisit the city for
more than a few daygxperiencing all Winlkoek has to offer To complete the project,

we defined objectives thaassistedin accomplishingour goal. We deeloped
methodologies based amsearch in marketing and branding of tourist destinations that

include surveys, interviews, and focus groups.

3.1IDENTIFY THE ATTRIBUT ES OF WINDHOEK FOR USE IN BRANDING
THE CITY

When creting a brand identity, the produshould be representative of the
destinationand appeal toa par ti cul ar audience of touri st
arriving primarily from Eiropean countries, thus the brand identity was aimed at this
group Discovering the attributes of Windhoek as a tourist destinadgsistedin
ensuring that the city is accurately, and attractively, portrayed through a brand identity.

A compilation ofthe attributes determineithe core values of Windhogkvhich then

became the inspiration for the brand identifyourists and tourism stakeholders, such as

hotel ownerstourism consultants, representatives of the city, and tour operaters,

some ofthekey sources for information regarding Windhéek t o u r ilntetviews p p e a |
with local businessmanagers and representatives of tourism stakeholder companies
helped us to identify unique attractionsand experienceshe city offers. With the
assistance ob ur s p o ns Mr. Manfretl 1Gaeb,sadist pf local businesses was

formed and categorized according tteeir respective interest in tourism. The list of
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contactancludedtour operators and hotel managers, whose business depends directly on
the tourst industry, as well as cultural leadeveho work to promotethe i t y6s hi st or
and heritage Within the first two week®f our stay in Windhoekthese businesses were
contacted and dates for interviews were identified.

To begin business interviews, wkrst contacted those who attenddde
preentation of our project propostlo t he Ci t y hefExettive@fite.e k 6 s C
We viewed these stakeholders as those most interested in our research, and thus their
ideaswere important to obtain.We idenified Ms. Johanna Shangala of the Namibia
Tourism Board (NTB) as an important resource as the NTB was directly involved in the
branding of Namibia as a countrilr . Barrie Watson, of the C
Planning Division,was questionedegarding thenfrastructureand accessibility of the
city. Ms. Dorothy Daibewof Safari Hotel, was interviewedtogams i ght i nto t he |
interestand appeain tourism. As the manager of the hotel, Ms. Daiber was asked
guestiongertaining to howthe hotel promas the city and its attractions to guestér.
Martin Weimes, a tour operator of Springb@\las, wasaskedt o compar e Wi ndho
tourism industry to other African cities and howe ttWindhoek s attarmcti ons
incorporated into tours Ms. Michelle le Rax, of Namibia Conferencingwas
interviewed as another business stakeholder who is involved in the planning of large
events such as conferences that attract business tourists. She answered questions
pertaining to advertising the city armqmfomotingit to various types of tourists.We
interviewed Ms. MariaHamata of the City of WindhoeKTourism Information Office
regarding the attractions tourists are interested in visiting as wtibas they enjoyed

most
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We also interviewedcultural stakeholderswho provided insight into the
attractions Windhoek has to offer afeatures of the city to use in a brand identity for
tourism. Dr. Jeremgilvester of the National Museunof Namibig answered questions
regardingthe cultural attractionsWindhoek hassuch asmuseumsgdining, and tours to
the informal settlements. The director of the Namibian Art Gallery, Mr. J. Madisia, was
guestioned about cultural attractions that cqubdentially be displayed throughout the
city to appeal to tourists. Professarsd faculty at both the Polytechnic of Namibia and
University of Namibia were identified as cultural stakeholders as they understand the
marketing process and importance of touriddn. P. SmitandMs. Susann&cholz of the
University of Namibia answerequestionsregarding ways Windhoek can market itself
whil e remai ni ng MaTandagivkud) a the Polgtechnic of Namibia,
was questioned regarding cultural aspects of the city that are currently present and could
potentially be expresdan a brand identity.

Our interview protocd for each stakeholder differed slightly according to his or
her i ndi vidual i nterest I n  Wiintlddedsekad s t our |
guestionspertainng to cultural and historical sites the cityadito offer. Interviewees
were also asked to identifyther attractiors within the city or nearbgreas aswell as
attributes of the citythat are appealing to touristsA general form of the interview
protocol can be found iAppendix D Individual interview piotocols can be found in
Appendice<£-Q.

The stakeholders listed aboypeovided perspective into why certain sites are

importent to the city and which attributed the city they would like to see marketed to
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tourists. The comments collectddough interviewsvere qualitatively categoriz® into
the following:

e Marketed attractions

e Understanding of currerity logo,

e Willingness to accept a new brand idenatmed at tourism,

e Appropriateness f Nami bi a¢s core values

e Words that describe/indhoek

e Colors that represent Windhoek

This methodsssistedusin identifying the most importantattributes of Windhoek
according to local stakeholderty be used in the creation of representative and
appealing brand identity.
The first of twofocus group with local busines&nd cultural stakeholdersas

alsoformedto gain further insightnto how thg, as residentsf the city wantWindhoek
to be portrayed. We invited a mix of business and cultural stakeholdersmviae
identified as importanpeople to comibute to a local perspective dine city as a tourist
destination. We contacted representatives @& Bepartment of Tourism (DOT),
Association of Namibian Travel Agents (ANTA), Federation of Namibian Tourism
Associations (FENATA), NTB, &ari Hotel, Venture Publications as part dfravel
News Namibia (TNN), City of Windhoek TourisBivision, Tourism RelatedNamibian
Business AssociatioTRENABA), Ministry of Environment and Tourism (METand
the National Art Gallery.A formal emailwassentto each of the stakeholders outlining
the program and intent of the focus grouparticipation was confirmed through phone
calls two days before the event. Stakeholders who attended the focus group included
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members of t he Ci ty and inforation dliissoaskiMs.sGlady® ur i s m

Fernandez, Mr. Manfred !Gaebls. Grace Kamuingona, Mr. N.K. Kapere, and Ms.
SarahNegumb9 as well as representatives from Venture Publicateoms TNN (Ms.
Ule Caspary, Ms. Rieth van Schalkwyk, and Ms. Hannelnftandthe National Art
Gallery(Mr. Yann Fougere)

As in any focusgroup, the first few questions were used to generate initial
discussion and introduce the topitBranding WindhoeHlor tourism This allowedthe
participants to become comfortalMath each other antb begin thinking more deeply
about branding destinationsMore detailed questions were then asked to gain specific
insight into the branding of WindhoelA protocol of the procedures and questiasked
can be found in AppendiR.

Suggestions regardingoloring, wording, and images tme used in a new brand
identity, concerningboth the theme and logo/slogammed specifically at tourists were
colleded from the responses othe first focus groupparticipants Commentswere
gualitatvely organized according to perspectives on attributes, wording, colors, and
symbols to be emphasized in the brand idemiitgwereused tosupplemensurvey and
interview results.A reportof the findings was compiled and sent to all participaantsl
can be found i\ppendix S

To obtain a even broackr perspective onthe attributes of Windhoek, we
surveyedtourists of varying ages andationalities recognizingthat the tourist season
was not at its peak during tidarch to April timeframein which we completed our
project. Wealsorealized that the visitors who were surveyed may not be representative

of the entire tourist population; however, théid provideinsight to us to help make
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recommendations to improve the ovetallrismindustry in Windloek. To distribute our
guestionnairesind gain the highest rate of return, we delivered themembers of the

Tour and SafarAssociation (TASA). TASA is a group of tour operators who have
previously worked with the City of Windhoelstaff in their toursm research.
Specifically, we sentourist surveys to touoperatorsat African Extravaganza, African
Wanderer, Chameleon Safaris Namibia, Crazy Kudu Safaris, Eagles Rock Tours and
Safaris (Pty) Ltd, Wilderness Safaris Namibia, Olympia Reisen Namibia l(tySWA
Safaris (Pty) Ltd, Springbok Atlas, Sandy@a&afaris, Sense of Africa In©ryx Tours
Namibia, and Elwierda Tours (Pty) Ltd because they participated in the latest tourism
strategyresearchin 2006 We asked the tour operators to include gheveys in their
travel packagetandedout to tourists ortours At the end of the tours, the operators
collected thecompleted questionnairesd returned them to udVe allowed two weeks

from the timewhen they were distributei the opersors tohawe themreturred to us

This wasthe best method because it did not disrupt the tourists during their stay and
allowed them to complete the survey at their conveniengdirty-nine questionnaires
were returned to us two weeks after being distribut€de surveysincluded questions
focusingon culture, city attractionsand events that Windhoek offers. The sample of
tourists was grouped according to their country of residence, arypih®f touristthey
classified themselveas (e.g. adventure, natuteased, leisure, business)lhe sirvey
instrumentcan be found iMppendix T These surveys were helpful because, while
business stakeholders and cultural leaders may be able to speculate tourism wants and
needs, it is ultimately the tourist who decides interesting attraction that he or she

wants to visit in the city.
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The datawere analyzed quantitatively for multiple choice and closed question
answers.We used information tgauge the representation of our sample to the reported
ages of tourists mostommonly visiting Windhoek. We also analyzed the data to
compare touristsodé appeal of Wi Tihel dordemtkof t o
responses to opaeanded questionwasanalyzed qualitatively focommon themes, such
as the types of activés and attractions visited addition to general impressions of the
city. These datarevealedwhat aspects of Windhoek are attractive to tourists, and
therefore what attributes shouldibeludedin the brand identity.

Impressions and experiences tosrasnd locals have of Windhoek were important
to collect in order to accurately determine the core values of theasitg tourist
destination. Inthe same interviews and focus grodgscribed abovewe asked each
stakeholder additional questions concegiiheir impression of the city and what values
the cityhas to ofer to the tourist experience. Individual stakeholder interview and focus
group protocd can be found in AppendicesRE Tourists were also asked their about
the tourist experience iWindhoek. Their ideas were important to consider in the
creation of a brand identity because ultimately they are the audience to whom the brand

must be marketed. Again this tourist questionnaire can be found in Appendix T.

The response these questiondlawed us to identify common impressions of
Windhoekand what aspects of the city are uniqWée used graphs to help represent the
data visually Thec i taftribiges were collectad qualitative formthrough discussions
in interviews and the first fars groupon popular attractions in the cjtyas they

highlighted the type of experience a tourist woulshdgeom visiting certain sitesTourist

responses to Iimpressions of the <ci After contr i
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compiling all catafrom interviews, thedcus group, and the tourist suryeye were able
to identify the core valuesf Windhoek. These values atee foundation for the brand
identity.

3.2 DENTIFY STRATEGIES TO MAKE THE CITY MOR E APPEALING TO
TOURISTS

In our effortsto identify improvements the city can make to curreistorical and
cultural aspectas well as create new attractions, we compiled information tihensame

interviews focus groupandtourist surveyas thoseliscussed in Sectighl.

Interview questons referring to 1 mpralewedugtot he <cit

gauge what attractions local stakeholders view agitapt attributes of the city, making

it a uniquedestinationand how they feethe sitescould be improved.Responses from
these qudsns were categorized and analyzed qualitatiaglgording to improvements

in marketing, physical attractions (cultural, historical, dining, etc.), atydefforts in
information andinfrastructure €.g. transportation, public spaces, beautificationtod

city, and safety We identified trensl in improvements to both the city as a whole and
specific attractionsfrom responsesy both business and cultural stakeholders. We
gathered informal insight from Mr. Manfred !Gaeb to narrow our list of improwésne
into a more feasible set of suggestidmassed largely on what projects had been attempted
in the past After this list was finalized, we formulated a set of recommendatmns
improve current attractions, marketing, aoitly efforts in infrastructure as well as

recanmendations for additionaktractionghe city could construct to appeal to tourists.
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Results from oufirst focus group were also used to make recommendations to
i mprove Windhoek06©ncetagain; wes were iabled to gathegalo
st akehol dsentosatractioms sheygféet are important for Windhoek to market
andbr develop These suggestions were made voluntarily after the discussimerning
branding had begunTheywere incorporated intour qualitative analysigor Section 4.2

in addition tobeing added tthe final set of recommendations.

Through theourist survey, we were able to assess what attractions tourists enjoy
most as well & what improvements the city coutdlake to current attractions to satisfy
travelgs. We sampled touristd varying age, gender, and ethnidityobtain data from a
diverse population. The survey assisteddin determiningv h a t Atypeo of t ou
respondentsvere so that we could gauge what attractions would be most beneficial to
improve and towvhich audience these attractions should be better marketed. Sampling
various ypes of tourists allowed us to see which attractiwase appealing teach type
of traveleras well ago obtain insight into what the city can do to mékmore alluring

to tourists.

Appendix Tcontains a survey protocol with the questions askétk analyzed
and comparedhe survey results to the respon$esn stakeholder interviewand the
focus group discussioto decipher which aspects of the city shouédfbcused on for
improvements concerning tourisnThese werghenadded to the recommendations to

improve attractonsnde nhance Wi ndhoekodés tourist industr
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3.3IDENTIFY STRATEGIES TO DEVELOP A MORE ATTRACTIVE AND
INFORMATIVE WEBSITE

An integral @rt of successfully marketing tourism includes the use of an

attractive and engaging website. In addition to recommendations to improve Windhoek

as a touri st destinati on, we evaluated

tool. We identifiedaspects of the website to be evaluated including its occurrence in

search engines, ease of navigation, attractiveness (coloring, images, wording, and

organization), relevant information, and links to other related sites. We researched other

ci t i e mdveldites torcomparthemt o0 Wi ndhoek6s. The ci

Boston, Massachusetts, London, England, Melbourne, Australia, Auckland, New
Zealand, Nairobi, Kenya, Johannesburg, South Africa, Cape Town, South Africa, Lusaka,

Zambia, and Gaborone Bot swana. Wi ndhoekos websi

manner for comparative purpose# table was formatted with the occurrenakthe
following aspects othe main pager links from the main pagef each destinatiorivap,
General Information, Acconmodations, Dining, Transportation, Things to D,
Information on Upcoming Events, All links \Wrking, Brand Identity, Casistent Font
Consistent ColorsandLinks to Online Bookings We took detailed notes about each of
the features to gauge their relativeffectiveness and make more specific
recommendations for the features to be

Finally, gaphs were used to present the data visuatigto help usdraw conclusions.

In addition to our own research of otheurism websites, we interviewdte
City of Wi ndhoekds website design team and

Specifically, we spoke with Mr. Louis van Wyk and Ms. Hanley Kischner of the
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Information Technology(IT) Department as well as our liaisonrMManfred !Gaeb.
These interviews were important in regards to the recommendations we made, as we were
able to gauge how the website is currently put togethertl@dwillingness of the
technology department to change the current websfie interview potocol can be
found inAppendix V.
Through tle above methodologywe gatheredinformation about the most
common features on other tourism websites as well as those that are present and missing
from Windhoekos current weilyppadfieattributesia wer e &
can be improvedWith this informationwe made recommendations regarding revisions
to incorpaate a new brand identity, as well as how to make the website more attractive

and user friendly.

3.4CREATE THE BRAND IDENTITY AND DEVELOP A PROTOTYPE
BRANDING WINDHOEK GUIDE

When creating the final brand identity, evfirst identified core valueghat
encompass the tourist experience in Windhoek. These were determinedh&om
attributes of tke city that resulted from our comptet of themethods in Section 3.1
These values were tieundationfor the brand identityipon which a theme for branding
was based. The steps that followed included the developmarglojan anébgo to use
for adverti si n@swellaza bcandiny guise tda ikustraté sow tourism

stakehol ders can i ndadto gheirroantadvertisbmentc i t y6s new

To begin creating the brandve brainstormedpossible slogans that were
categorized according to each of the core valuesseTtieas were displayed throughout

our officeg and collectively, those thate found most representative of the city were
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selected.New ideas were addei this listeach weekor three weeks Suggestiongor
potentialslogansveregatheredrom intervievs with local stakeholders and the branding
discussion from our first focus grouplnformal conversations with our liaispir.
Manfred !Gaeh assisted in identifying which slogans were most relevant to the core
values we wanted to market.

In additionto the creation of a slogan, we created a lmgpromote Windhoek as
a tourist destinatian This logo was alsinfluenced bythe core values determined to
representthecityThe fAwords to degicroillbe sWiamdhaeceglknd od sd
Wi n d h tha weare gathered from our previtusliscussednethods were considered
in addition to others that we brainstomneurselves. We tried to captute meaning of
the words through imagesd symbolshat werenitially sketched and then transferred to
a canputer. The colors used were thoseost popularly suggested froaur interviews
and focus group as well as those that supported the core vali&gnbols that were
commonly mentionedvere also incorporated into our draft designsgain, informal
convesations with our liaison helped us to critique the logo.

After the preliminary logos and slogans were designed, we conducted a second
focus group withsome local stakeholderso gather conments and suggestiorier
improvements to the initial draftdn order to encourage more stakeholders to attend this
focus group than were present at the first, we delivered the invitations personally. During
the discussiorwe gatheed insight regardingthe accuracy with which theore values
represent Windhoek After presenting our draft designs and phrases, we asked for
thoughts on wording, coloringnd symbol choicesA protocol forthis focus group can

be found inAppendix Y. The responses from these questions were reviemed
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categorized by applicability tavording, coloring, and/orsymbols. We then made
suggestedhanges to the slogans, logos, &mdnding theme (i.e. the core values, color
scheme, words associated, etc.)

Once the creation of the brand identity was complete, we wrptetatype of
brandingguide for the City of WindhoekA branding guide is a tool that outlines ways
in which businesses can promote themselves within a common theme. The NTB created
this type of guide with the branding of Namipandit has since been a useful tool for
bushesses to market themselvesiala mi bi an o . We asahenpdrtant i ed t h
tool to create for the city of Windhoek as it will encourage businesses to work together to
promote themselves within the city.

With the NTBO0s own hwedssdribad the meaningeftheas a mc
core values and howhe Tourism Division and other tourisrelatedbusinesses could
promote themselves withithe context othec i twaldes. We wrote the guide using
Microsoft Office Publisher2007 to make it easy toead. Many visual images were
included to further portray howhe Tourism Division and local businesses can
incorporate the brand values into their own marketing techniqlies. guide was also
intended toencourage the incorporation of the brand identity thedesign of the new
tourism website, as it is directly marketing the city for tourisfihis guide wanly a
prototype, as time did not allow for professional design and publicafiomcluded a
synthesis of ideas frorbackground research, inwews, both focus group, and the

tourist surveywhich can be founth the Results and Analysis, Chapter 4
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CHAPTER 4. RESULTS AND ANALYSIS
We have organized the presentation of our results into the following categories:

Attributes of Windhoek, Improvements to the City of Windhoek, Website Analysis, and
the Brand Identity. Our results from background research, interviews, focus groups, and
tourist surveys allowed us to achieve our goal of providing the City of Windhoek with a

representative brand identity.

4.1ATTRIBUTES OF WINDHOEK
The aim of our first research objective was to identify attributes of Windhoek for

use in branding.Through interviews, focus groups, and tourist surveys, we learned about
the various cultural, histical, natural and modern attractions the city has to offer as well
as the words, colors and symbols that are representative of the city. The results of our
research have helped us identify trends and patterns in attributes cited among the local
stakehatlers and tourists.
4.1.1MARKETED ATTRACTIONS

In order to identify attractions in Windhoek that local stakeholders feel should be
marketed to tourists, we selected the most common responses from each of our interviews
and recorded the number of peopleowhadethe same suggestions. Figureshbws the

distribution of responses.
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Figure 21: Tourist attractions in Windhoek according to local stakeholders

Museums: The museums in Windhoek were identified as important attractionsitthe
should utilize for tourism purposes. They display the history of Namibia as a country, as
well as the various cultures that have inhabited the nation. Other aspects highlighted in
museums include the end of the apartheid era, which had a signifiopact on
Windhoek as the capital and largest city in Namibia. Integration occurred with relatively
little outward hostility toward the white Europeans, and the cultural influence of the
Europeans can still be seen throughout the museums and theselty iDr. Jeremy
Silvester of the National Museum of Namibia (Appendix K) mentioned the draw
museums have to tourists. They are a common attraction among all tourist destinations
and thus are places tourists want to visit. Ms. Maria Hamata, of thefCityWi ndhoe k 6 s
Information Offices, (Appendix J) also noted that museums are one of the first sites

tourists inquire about when visiting the tourist information offices.
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German Church: The German ChurchChristuskirche, is a significant historical
landmark n the city as it is a symbalf the German influencen Windhoek. This
Evangelical Lutheran Church is located jllow the Parliamentary Gardeasd is
situated at one of the highest points in the @ftynture Publications, 2006}t is adorned
with stained glass windowsetin a sandstone structure. @lhurch is seen as a tourist
attraction because of its beauty and wey it fusesEuropean culture with the African
flavor of thecity. It was mentioned byr. Abuid Karongee, a tour guide for Fatme
Face Tours, (Appendix Gs an attraction tourists visit when staying in the @ity to its

exquisiteness and historical significance.

Katutura: Kat ut ur a, originally meaning fAthe pl ace
this name by the variety of bla@thnic groups forced to movetheren t he ear |l y 19 (
It lies on the outskirts of Windhoek, nearly 15 kilometers from the city cévtarture

Publications, 2006) During the apartheid era black Namibiamere removed from their

homesnear the center fowindhoek and segregated within Katutura. Formal and

informal settlements were developed to housedifierent ethnic groups so that the city

centercould be occupied by the whitesAf t er N mdepebdereedis 1990, the
apartheidsystemwas abolibed; however the settlementsKatuturastill remain today.

They are now very diverse with various cultural groups living together in these areas.

Many people sell meat, beans, fruit, and vegetables atpieair markets while others

carry out dailybusinessesuch as seam stressing amar dressing. Shebeengbars)line

the main streetsand crowds of people often gather there at the end of the day. Katutura

may seem depressing and poverty stricken to an outsider; however, upon visiting, a

tourist will see that the people who live there are very proud of their lives. The
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atmosphere is relaxed and upliftimgth families living happily together in small homes

many have built for themselve&atuturais an integral part oWi n d h o e kailddsiasp a s t
identified as an important aspect of the city that should be marketeditrs. Mr.

Abuid Karongee (Appendix G), a city tour guide, said that tourists are most interested in
personal interactions with the residents of Katutu&o muc h  osfpastliekse ci tyo
within Katutura that it simply cannot be neglected. The cultural diveo$itiie people,

traditional garb, and food are aspects Mr. Kapere, (Appendix Q) of the City of

Wi ndhoekos Corporate Mar keting Di wivesi on, b

advantage over other tourist destinations in southern Africa.

City Tours: To gain a thorough understanding of the Namibian people and their lives in
Windhoek, a city wide tour should be taken by all visitors. Various tour companies exist
throughoutthe city that can bring tourists to parts of the city they may not otherwise
experience. A unique aspect of the city wide tours is the personal interaction they allow
visitors to have with the residents. Many tours depart from Independence Avenue, the
main street that runs through Windhoek. Tourists can see the centrally located shopping
centers and then witness the transformation of the city as they travel towards Katutura.
Many tour guides highlighChristuskircheand Heroes Acre as significant, loistal
landmarks. The Old Location cemetery contains the graves of the 13 heroes who were
killed during a demonstration against the South African regime, responsible for the
apartheid. The buildings and houses within the center of the city are luxumious
comparison to those that line the outskirts. The middle class, or coloreds, occupied the
houses somewhat further from the city center during the apartheid period. The homes

furthest from the central point of Windhoek, located in Katutura, were harilthfe
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blacks. Today some of the ethnic groups and neighborhoods have begun to integrate;
however, many of those who lived in Katutura during the apartheid era have not moved.
Large populations of whites still live in or near the city center, while sthee in
wealthy sections such as Eros and Klein Windhoek. The majority of the black population
still lives in Katutura. Tour guides bring visitors through the markets in Katutura that the
municipality has built for local people to sell their goods.e Tours drive through the
formal settlements where people having a steady income have been able to buy or to
build permanent homes. Visitors are also taken to the informal settlements that the
government has declared a place of temporary residence && Wi have come more
recently to live in Windhoek. Many of these people do not have a steady job and thus are
given plots of land owned by the government. Most of the homes in the informal
settlements are built from recycled materials such as metalss@ad must be registered

with the government. Primary and secondary schools have been established for children
living in these areas as well. Visitors are exposed to the various cultures within the
settlements as many of the residents wear traditigadd and eat ethnic food. These
aspects of Windhoek are unique and eye opening to many tourists who have not been
exposed to the suffering caused by the apartheid and the resulting effects on this
culturally diverse city. For this reason, a city tour i @ssential part of visiting
Windhoek, as it is a much different experience than is offered in many other cities. The
cultural groups that are revealed through a tour were aspects of the city that helped define
the core values to be expressed in the bidedtity. Mr. Martin Weimers, a tour
operator for Springbok Atlas, (Appendix M) mentioned the importance of city wide tours,

just as the ones in Cape Town have been developed to increase its tourism. Ms. Maria
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Hamata (Appendix J) also mentioned city evidurs as an important attribute for the city
to market. Tourist surveys also confirmed the importance of cultural tours, as these were

mentioned as appealing aspects of Windhoek.

Penduka Centre:Pe ndu k a, meaning fAwake wupotothe s t he
craft center designed to employ women living in informal areas of Windhoek. The center
preferentially employs disabled women, including those with physical and/or mental
disabilities, as well as those suffering from diseases such as HIV/AIDSunaiculosis
(Venture Publications, 2006). The center trains these women in one of several areas of
handcraftsmanship, including pottery, sewing, beading, embroidery, and painting. They
are paid and fed for their work. If a woman worker is sufferinnfeodisease, materials

are brought to her home, and once cured, she is offered the opportunity to apply for a
regular job at the center. This establishment has given many women the opportunity to
provide for themselves and live independently. Pendukmowing with several new
distribution locations in the Netherlands, and has created a website to promote more
international business. This attraction in Windhoek is one that was highlighted by Mr.
Abuid Karongee (Appendix G) and Dr. P. Smit, a professtiieaUniversity of Namibia,
(Appendix N) as something to be marketed to tourists. This center highlights the art and

culture of the city, as well as the care and concern the city has for its inhabitants.

Namibia Craft Centre: This craft center, locatedlose to Independence Avenue in
central Windhoek, was described by some interviewees as being a popular tourist
destination. With a wide array of crafts from different areas of Namibia and beyond, the
Centre displays crafts from the African cultures repréed throughout the entire

country. The fusion of African and European cultures is evident in the crafts and music
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that are sold, along with the ethnic food offered at the café. Participants in our first focus
group cited the Centre as an importantrexal e of Wi ndhoekds mi x
a place that, when visited, becomes a very positive part of the tourist experience. The
shopping, cultural and historical aspects of the city were cited by tourists through surveys
as being the most appealingrioutes of Windhoek. This confirms the importance of the

Craft Centre, which combines shopping with culture.

Nature: The natural, outdoor aspects of Windhoek were another attribute of the city that
both business and cultural stakeholders found impbttamarket. Visitors traveling to
Africa in particular, come mainly to escape the commotion and business of modern,
western lifestyles. They want to experience the exotic wildlife and nature that is
preserved in many parts of Africa. As a result, idifficult to market African cities to
tourists. Windhoek is a unique African city, however, because it is very natural and yet
accessible to rural areas of Namibia. Surrounding the city are the Khomas Hochland
Mountains that can be seen in the distédnmen the buildings in the city center. Okapuka

is a popular game farm with hiking trails and game drives, only a short ways from
Windhoek, which can easily be experienced by tourists staying in the city. Dr. P. Smit
and Ms. Scholz (Appendix N) mention&is Dam as a popular dam and outdoor
walking area that tourists can enjoy visiting. Ms. Benita Herma, of TRENABA,
(Appendix O) cited the Parliament Gardens as a beautiful place in the city where one can
enjoy the open spaces. These natural aspectsppealang to those not wanting to
completely abandon city life. Windhoek provides a nice blend of urban and rural life,

and thus these attributes are important and contribute to the tourist experience.
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Shopping:l't is c¢cl ear that Wmndhaek iins tthtae fihearst
diverse yet also because it is a centrally located capital city and the most modern urban

area in Namibia. The city has everything one may need to shop for, from food and

clothes to insurance and cars. Tourists aaohd variety of souvenirs that reflect both the

European influence and African cultures that the city has to offer. Although the city is

t hought by many to be fArel axed?o, it was al
anything one naddma(Appendix 3. . AlthBughn thet majority of

businesses close early in the evening, the local stakeholders discussed there being no

large reason for them to stay open later. Businesses have always closed early and tourists

do not contribute enough inoce to compensate for the extra money needed to pay
employees. Despite closing early, the shopping is easily accessible in the city center and

in surrounding malls. For this reason, the shopping available in Windhoek was another

attribute of the city thabusiness stakeholders in particular identified as important to

mar ket to tourists. This again was confir me

where shopping was seen as the most appealing attraction in Windhoek (Appendix U).

4.1.2UNDERSTANDING OF CURRENT LOGO
The current Windhoek city logo is an abstract depiction of an aloe plant. It is a

corporate symbol for the City of Windhoek, complimented with the corporate colqr blue

as seen in Figure 23 The use of an gabegan some Bhyearsas t he
ago, according to Mr. Barrie Watson, (Appen
Division. The original logo had three branches at its peak to represent the three races that

inhabited Windhoek; blacks, coloreds, and whit€ke logo was changed more recently,
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according to Mr. Manfred !Gaeb, to represent the integration of all people following the

apartheid eréFigure 22)

Q}

: When creating a new brand identity for tourism, we

=
> = asked local stakeholders if they knew the sigaifice of the
i N
l
Lk cityos current cor pof®tokeourl ogo.

interviewees said they did not know the meaning of the

Figure 22: City of Windhoek ] .
Corporate Logo corporate logo, except that it depicts an abstract aloe pglémt.

Abuid Karongee (Appendix G) mentioned that some tourists iagliout the symbolism
of the logo when they arrive at the Old Location Cemetery, as it is displayed at the
entrance. He himself does not know the significance of the logo, yet along with most
other stakeholders, he speculated that the aloe was chosesédetats prevalence in
Windhoek. Mr. J. Madisia, of the National Art Gallery, (Appendix L) acknowledged that
he did not know the meaning of the logo, but that it is clear that the picture is of an aloe
plant. Through an analysis of these comments we w@aile to conclude that the logo did
not have a significant impact on local stakeholders and that a different logo was a feasible
possibility for a new tourism brand identity.
4.1.3WILLINGNESS TO ACCEPT ANEW BRAND I DENTITY

The willingness of local akeholders to support a new brand identity aimed at
tourists was information we needed in order to gauge how stakeholders would receive
and use a new brand identity. We also used this information to ascertain how explicit a
Branding Windhoek guide woulcerd to be. With a high compliance, fewer examples of
how to incorporate the new brand would be necessary. However, with a low acceptance,

we would need to show more abstract examples of how the new identity could encourage
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tourists to visit. Approximatg 89% of interviewees said that they would support a new
brand identity aimed at tourist, whil e 11%
promote Windhoek as a tourist destination. Mr. Martin Weimers (Appendix M)
acknowledged that most touriste not know what the city logo means, and thus a new

brand identity for tourism purposes would be more appealing to visitors and helpful for
businesses to market themselves. One contrasting opinion was held by Ms. Dorothea
Daiber (Appendix H) of Safari étel. She believes that the current logo is very
representative of Windhoek and that it should continue to be used in marketing the city.

If any changes were to be made, she commented, that the abstract aloe plant should be
incorporated into the new dgsi.

The first and second focus groups we conducted revealed conflicting arguments
about the creation of a new brand identity
stakeholders mentioned that the inclusion of the aloe plant in a logo was imgortan
associate the brand with the corporate sector. Contrastingly, others mentioned that
maintaining a brand identity similar to the current city logo would confuse tourists. It
was ultimately determined by the majority of respondents that a new bramityide
should be created for use by the tourism division, as long as the current city logo is
incorporated on marketing tools to signify
4.1.4USeEFULNESS OFNAMIBIA 68 CORE VALUES

When referri ng dtfoobranding Nawmibi8, dvesevatuatedtwe
values they identified fothe country and their relationship to Windhoek. We asked
stakeholders whether or not the core values Rugged, Natural, Soulful, and Liberating,

were representative of the city. Tiesponses are in Figur8.2
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Figure 23: Appropriateness of Namibia's core values to Windhoek

The data show that none of the stakeholders found the core valtagygéd,
Soulful andNatural to be representative of Windhoek. NBenita Herma (Appendix O)
noted that the core values the NTB defined for branding the country are effective, yet
exclude civilization, an important aspect of Windhoek. Thus, she felt that the city should
have a different set of core values to use inngm8. Dr. Jeremy Silvester (Appendix K)
also stated that Windhoek cannot live up to the brand values defined for Namibia, and
thus they are not appropriate for use by the city. Some fbiosdatingto apply to the
cityds openness [Hsnnut was hohsuféceent foreus to ibeatigye that T
this same core value could be used to brand Windhoek, however. Based on results for
words used to describe Windhoek, we found new core values to be a better representation

of the city.
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4.1.5W0ORDS THATDESCRIBE WINDHOEK
To help define the core values for Windhoek, we asked all interviewed

stakeholders and focus group participants to describe the city in a few words. Their
perceptions as local residents are important because they know the city veetlerifor

a brand identity to be effective, it must be credible. As residents, the stakeholders have
the best feel for Windhoek and know what the city has to offer to visitors. We compiled

the most popular descriptions of the capd they are shown Figure 24
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Figure 24: Descriptive words for the City of Windhoek

It can be seen from the graph that a diverse culture is one of the most defining
attributes of Windhoek as perceived by the local stakeholders. Ms. Johannal&hanga
(Appendix E) described the city as a fAcosmo

need is available. There were conflicting opinions about the relative safety of the city.
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Ms. Michelle le Roux (Appendix I) described the city as being relatively aafe
compared to Johannesburg, while Ms. Dorothea Daiber (Appendix H) argued that the city
is not safe. She mentioned that pmdcketers often hide in bushes along the roadsides,
and target tourists walking through the city. Due to actual crime levelssasd that the
city cannot be described and promoted as fis:
as being fAcleano, however, al | acknowl edged
tourists. Mr. Martin Weimers (Appendix M) said that the cultdigersity, both among
the African groups and Europeans, is a defining aspect of the city that should not be
overlooked. Stakeholders at the first focus group agreed with these descriptive words
highlighting the cityos foausgroup,same gakeholderslo we v er
commented that though the city is modern and cosmopolitan, these features may not
appeal to tourists visiting the city en route to an escape from the developed world. Mr.
Manfred !Gaeb suggested that Windhoek is indusyriathovative as it was one of the
first cities to recycle water. We determined that the values, whether modern, innovative,
or efficient, depend on how these are marketed and which attributes accompany them.
Tourists were also asked about their imp@ssi of Windhoek as a tourist
destination. As can be seen in Fig@f the majority of visitors described the city as
clean and tourist friendly. When asked what impression of Windhoek they would find
most appealing, the majority of visitors continuedupport the idea of a tourist friendly

and clean city.
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1.7%

M Rich in Culture & History
H Clean

M Tourist Friendly

B Gateway

m Other

Figure 25: Tourist Descriptions of Windhoek

4.1.6COLORS THATREPRESENTWINDHOEK
To ensure that the coloring in the brand identity was representative of Windhoek,

we askedall stakeholders to list the colors that best reflect the city. A range of colors

were mentioned, and the most common are organizeiime 26.

4
3 4
2
1 -

Blue Green  Orange Earth Yellow Brown
Tones

Number of Responses

Figure 26: Colors for Windhoek's Brand Identity
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The colors blue and orange aspresentative of the sky, according to Mr. Abuid
Karongee (Appendix G) and Ms. Benita Herma (Appendix O), whereas the color green
signifies the lush plants and flowers. Mr. Tjanda Tjivikua, the Rector of the Polytechnic
of Namibia, (Appendix P) and Ms. &fia Hamata (Appendix J) mentioned the use of
earth tones because they coincide with the colors chosen by the NTB to brand Namibia.
Stakeholders at the first focus group suggested many of the same colors, such as blue,
orange and yellow. Many stakeholslein both the interviews and focus groups, stressed
the importance of branding Windhoek within the context of Namibia, and thus linking the
colors of Windhoekdés brand to those wused

consider.

4.2 MPROVEMENTS TO TH E CITY OF WINDHOEK

The responses gathered from interviews with local business and cultural
stakeholders, as well as the first focus group and tourist surveys, concerning ways to
make the city more appealing to tourists were organized by type. The soiggdeti
into the categories of 1) Attractions, 2) Information and Infrastructure, and 3) Marketing.
Respondents recommended that improvements to attractions and advertising, as well as
the citybds investment i n t ourtoudsmindpstryoj ect s,
Responses from tourist surveys also confirmed the need focyartimprovements to

the cty, and can be seen in Figure 27
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B More Information on City

39 2%

B More Public
Transportation

H More Attractions

H More City-Wide Tours

B More Accomodations

B No Change

Figure 27: Tourist Suggestions for City Improvements

4.2.1ATTRACTIONS
Throughout may of our interviews, stakeholders were prepared and willing to

give suggestions about how the city can be improved to enhance the tourist experience.

The majority of the responses were categorized as attractions, as most stakeholders
agreed that there it much for tourists to do in the city after a stay of one or two days.

The comments made by stakehol dersd mainly cc

events and sites, with others referring to the art and history of Windhoek.

Tours: One attracon in Windhoek that can be improved is the city wide tour. Due to
the mix of cultures in Windhoek, it was suggested by Ms. Michelle Le Roux (Appendix
1), Mr. Martin Wiemers (Appendix M), Ms. Maria Hamata (Appendix J), and Mr. Abuid
Karongee (Appendix G)hat the cityemphasize cultural tours. These excursions could
include guided walking tours through the city center to allow visitors to see the mix of
European and African influences with the added security of being lead by a city
employee. Another suggion was the creation of a seffiided tour throughout the city

t hat all ows touri st s t o see Wi ndhoekqds att
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according to Mr. Manfred !Gaeb (Appendix S), could include a cultural mile visiting
different historicaland cultural landmarks in the city. Township tours that bring tourists

to the informal and formal settlements of Katutura were also suggested by numerous
stakeholders. It was noted by Dr. P. Smit and Ms. Scholz (Appendix N) that tourists
want ani d@autbhkenur al experience, thus the
settlements, eat traditional foods, and greet residentstddeee is very appealing.

Many of the stakeholders commented that tourists visiting Namibia want a natural and
soulful exgerience away from the city, and thus they do not stay in Windhoek for more
than one or two days. It was suggested to take into account the reasons tourists travel to
Namibia and combine them with the cultural and relaxed experience that Windhoek has
to offer. Of the tourists surveyed, 57% described themselves as most interested in nature
and wildlife, while 20% were most interested in culture and history. Though more
visitors were interested in nature and wildlife, it was evident that many wanted to
immeg se themselves in Windhoekds culture.
crafts as well as more interactions with locals, as a cultural improvemedaitytienuld
consider, as shown

in Figure 28

B Cultural festivals

m Local Food and Crafts
Museums

M Interaction with locals

m Day Tour

4.3%

Figure 28: Tourist Comments on Improvements to Cultural Attractions.
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Performances Along with the cultural tours, ctral performances were also highly
recommended as a means of attracting tourists. The uniqueness of Windhoek was
defined by Mr. J. Madisia (Appendix L), of the National Art Gallery, as the mesh of the

many tribes, languages, and traditions that are presethe city. Displaying the

different cultures in combination with traditional cuisine, which most tourists are eager to
experience, woul d increase the cityds appea
popul ar restaur ant s hereiqudity African Hishesbasnd aBecelr h o u s e
at mosphere are inviting to tourists. Al t h
Beerhouse may not be an ideal setting for such performances, as it currently does not

have the capacity to host so many additionadbppe In addition to these formal
performances, Mr. J. Madisia suggested the creation of more informal street shows to
illustrate the African ambiance. Any combination of culture and dining was suggested as

a genuine appeal to tourists.

Crafts: Another attractive quality of Namibia, and Africa in general, is the handmade

crafts and art. Ms. Benita Herma (Appendix O) identified shopping as a large draw for

tourists in Windhoek, and a combination of shopping and culture would likely attract

visitors. Curently the Namibia Craft Centre is a large tourist attraction, comprised of

guality Namibian crafts and a café. However, this centre could become even more
popul ar if it were included as the ending p
mentionedby Mr. Manfred !Gaeb during the first focus group (Appendix S). The
stakeholders at this focus group noted the importance of the Craft Centre as a draw for
tourists. It was suggested that cultural performances could take place there, in an effort

to reirforce the fusion of European and African Culture present in the Namibian
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handcrafts, music, and dance. Once again noted as a popular attraction, cultural
performances would require additional space that the craft centre would need to create to
accommodatehe addition of such shows. The crafts sold at the Namibia Craft Centre
were described by Ms. Benita Herma (Appendi

the Centre would be a good place to expand and emphasize to tourists.

History: In additiontotheg | t ur al aspects of Windhoek, t he
were cited as places for improvement, as the capital offers a rich history. In particular,

the museums in Windhoek, as commented by Dr. Jeremy Silvester (Appendix K) are not

very attractive, ath the exhibits unimpressive, such that tourists usually interested in the
citydéds history or historical sites do not e
(Appendix N) both noted that the city could benefit from improvements to its museums,
andpesi bly the addition of a new City of Win
apartheid past and recent independence. Ms. Scholz (Appendix N) suggested a single

ticket be sold to allow and encourage tourists to visit all of the historical attractidres in t

city so that they see as much of Windhoek as they can, as short as their stay may be. The
stakeholders all recognized that the culture and history of Windhoek are already present

but that attributes need to be better defined and attractions established

4.2.2I NFORMATION AND | NFRASTRUCTURE
Part of developing Windhoek as a tourist destination includes city efforts to

improve certain aspects of the infrastructure that most closely affect tourists. Thus
suggestions gathered from interviews and focuspgauth local business and cultural

stakeholders, as well as responses from the tourist surveys, were organized according to
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the following: Tourism Awareness, Transportation, Public Space, Local/Business efforts,

and Safety.

Tourism Awareness: Each of thestakeholders interviewed held different jobs and had

di fferent backgrounds and interests in the
for improvements to the city as a tourist destination differed. However, there were trends

in suggestions for mpr ovement s to the citydés infrastru
For the citybs effort to Iimprove tourism aw
information offices extend their operating hours, specifically during weekends. It was

also menbned by multiple stakeholders that improvements in marketing the tourism

offices, either through well displayed signs oflgeation to more central areas, could

enhance tourism awareness. Ms. Dorothea Daiber (Appendix H), a marketing and
promotion expedrat Safari Hotel, recommended that the tourism offices become central

booking places, where tourists can buy tickets for a variety of attractions.

Transportation: Accessible and safe transportation was another aspect of Windhoek that

was identified as aarea to be improved. Approximately 37% of tourist responses to city
improvements in the tourist survey noted transportation being the most important
improvement the city could make. Ms. Benita Herma (Appendix O) commented that
improved transportation woud contri bute to the cityds eff
Windhoek could offer tourists. Many stakeholders interviewed also commented on the

current lack of public transportation in the city. It was suggested by Dr. P. Smit and Ms.

Scholz (Appendix N)that a bus route including city attractions and restaurants be
established to help tourists and locals alike. Additionally, walkways for pedestrians

would increase the relaxing atmosphere that the city puts forth as suggested by Ms.
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Benita Herma (AppendiX®). As mentioned by both Mr. J. Madisia (Appendix L) and
Mr. Martin Weimers (Appendix M), dining is an important experience for any tourist,
and public transportation should include a nfins dining route that takes tourists to
local restaurants and &af in the evenings. Providing tourists the security of a reliable

transportation service and the access to quality dining will enhance the tourist experience.

Public Space: The city was noted by many of the stakeholders to have a relaxing
atmosphere, whbh could be further enhanced by creating more public space. More
parks, playgrounds, open dining areas, and gardens would emphasize the open air quality
of the city. These fAsocial 06 spaces, as t hey
(Appendix N, should include outdoor performances, and areas where tourists can meet
locals in a friendly environment. Further efforts should also be made to beautify the city,
commented Ms. Michelle Le Roux (Appendix I). This could be accomplished by public
art displays, showing the many cultures of the city, as suggested by Mr. J. Madisia
(Appendix L), in addition to improving the City Center. The City Center was noted by
Ms. Benita Herma (Appendix O) as needing to be a social place where tourists can relax.
In support of improvements to the City Center, the stakeholders at the initial focus group
commented that the City Center should be a place where tourists can congregate and
attend events, such as cultural performances and tours. Contributing to the open
environment, were suggestions from multiple stakeholders to enhance outdoor dining, as
the weather in Namibia is a large draw for tourists, and many want to be outside as much
as possible. Thus enhancing the City Center to include more outdoor dining laad to

more tourist friendly would assist in improving tourist appeal.
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Local/Business Efforts When asked what improvements the city could make to create
more appeal for tourists, multiple stakeholders commented that there is a lack of cohesion
between thedcals and businesses in understanding and promoting tourism in the city.
Specifically Michelle Le Roux (Appendix I) noted that businesses do not cooperate in
marketing the city as a destination for businessmen and tourists. The city is currently
trying to promote itself as a destination that can sponsor large conferences and
conventions, but unless businesses support this effort, it will not succeed. In conjunction
with businesses working together to promote tourism, the city needs to make local people
avare of the i mportance of its tourism indus
to be proactive in improving tourist attractions/events and advertising these attractions to
locals as well as tourists. Dr. P. Smit (Appendix N) stated that touvasts to meet

locals in order to better experience the culture, and what better way to do this than to
excite locals about city wide events and tourism. The more locals are aware of the
benefits of tourism, the more likely they are to support improvententse industry.

Part of these improvements includes extending business hours to accommodate tourists.
Currently many local businesses, including shops and restaurants, close early in the
evening, forcing tourists to find alternative means of enter@mmand dining. Some
stakeholders reasoned that raising the awareness for tourism might spur local businesses

to extend their hours of operation.

Safety: In addition to businesses contributing more to the tourism industry, Windhoek
itself needs to suppotburism with improvements in safety. Though many stakeholders
acknowledged the city as one of the safer destinations in southern Africa, Windhoek is

currently on the u. S. St ate Department 6s i
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Embassy in Namibiauw to the high frequency of petty crimes (pmdcketing, thefts).

Such crimes, even the fear of them, detract from the tourist experience as travelers do not
want to visit a destination where they feel vulnerable to petty crimes. Nor will visitors be
likely to return to Namibia if they fall victim to such crimes during their stay. Thus,
stakeholders suggested that the city take the initiative to combat these crimes and
increase security in areas where there is high crime frequency and high touiist traff
Some argued that increasing security will have a negative effect on tourists, as they will
notice the presence of safety officers throughout the city and assume crime is more of a
threat than it actually is. However, it was also stated that havgigehsecurity will

make the tourist experience more enjoyable as visitors will not have to worry about being
subjected to crime. They can relax somewhat while maintaining some sense of
awareness for themselves and their belongings if there is a higkkofesecurity in the

city and an awareness of a police presence in order to reduce crime.

4.2.3MARKETING
Although the city might be able to develop better attractions and improve its

infrastructure to accommodate tourists and enhance their experiemogsts will still

not visit the city or plan to stay for extended periods unless proper marketing techniques
are used to promote the city and its attractions/events. Some of the stakeholders
interviewed commented on the current marketing techniquesitthemploys and ways

in which to improve marketing. It was suggested by Ms. Benita Herma (Appendix O)
that cultural aspects be advertised better, especially to emphasize the influences from
both African and European cultures. With this, it was furuggested by Ms. Maria

Hamata (Appendix J), and Dr. P. Smit and Ms. Scholz (Appendix N) that the township
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tours and cultural experiences be developed more and marketed heavily to tourists. Since

cultural diversity is one of the strongest attractions ¢itg has to offer, it is in
Windhoekds best interest that i1t market cult
(Appendix L) noted that marketing the AAfT I
draw tourists, as Vviasniot oexsp ewainetn cteo. h aHee aalns c
dining be better marketed, as tasting local and traditional cuisine is a large part of the

cultural experience that tourists would like to enjoy.

While marketing attractions that Windhoek has to offer is imporianias noted
at both focus groups that the city of Windhoek might benefit from being marketed in
combination with marketing Namibia as a whole. Though Windhoek does not offer the
same type of attractions and experience as other parts of Namibia, bfteyesatural
beauty and an open atmosphere, and tourists can take a hike in the mountains surrounding
the city. It was suggested by both Mr. Barrie Watson (Appendix F) and Mr. Abuid
Karongee (Appendix G) that the natural beauty of Windhoek be betteretedriand
developed. From almost anywhere in the city, one can see the three mountain ranges that
surround the city. The hiking trails in these mountains offer great views of the city and
provide an experience to that similar natural experience gained Visiting other
locations in Namibia. The local dams, Goreangab and Avis, also offer a relaxing stroll
through nature, allowing one to escape the city atmosphere. It is these experiences that

the city of Windhoek would benefit from advertising morecuorists.

Though many stakeholders suggested attractions to develop and advertise to
tourists, few commented on actual means of marketing them. Those that did comment on

marketing techniques mainly discussed the need for marketing of events to latals an
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tourists by use of a calendar of events. Ms. Maria Hamata of the Tourism Information
Office (Appendix J) suggested improvements to the website to make it more appealing
and efficient for visitors. She, along with multiple other stakeholders, commeamtibe

need for advertisements of special events on the website. Other marketing tools
mentioned by Mr. J. Madisia (Appendix L) were city maps and advertisements in the
airport. Many stakeholders simply recommended advertising certain attractions more

than they are currently marketed.

The recommendations gathered from interviews and focus groups concerning
Attractions, Information and Infrastructure, and Marketing, were discussed with the
Tourism Divisionds Seni or Of tiorns sere djscudded. Manfr
for importance and feasibility, and some were further researched. Those seen as
important to improving the tourist experience, as well as feasible for the city of
Windhoek to develop at this point in time, are presented in furthexil dat the

Recommendations chapter (Chapter 6).

4.3WEBSITE ANALYSIS

To determine the attributes to be includ
we first conducted research on other tourism websites for cities worldwide. A table in
AppendixX shows he checklist we created for each of the most common features found
on tourism websites. Figure 288ows the percentage breakdown of the inclusion of each

of the features on the tourism websites.
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Figure 29: Website Researchof Common Features

After determining the prominent characteristics of tourism websites, we compared and
contrasted them. This method gave us ideas

website, what it should include, and how to incorporate the brandtidenti

4.3.1FEATURES
Map: A map showing various travel routes by car as well as walking routes can be

beneficial to a tourist traveling to a new city. Approximately 63% of websites that were
researched had maps, some being interactive, that allowedeh& enter a starting and

ending point, and some with directions to and from surrounding areas. The Cape Town,
London, and Johannesburg tourism websites featured interactive maps, while

Mel bourneds included a rout e oyl halhof ¢he . Wh i
researched websites, a map is not an essential feature to be displayed on the main page.

As a result, we do not find it necessary for the city of Windhoek to display an interactive

map directly on the tourism website; rather a link toegpmmay be more useful.
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Lists of Accommodations: Lists of accommodations are an important aspect of any
tourism website because many visitors will need a place to stay (if not visiting friends or
relatives). If access to a list of a variety of accommodatisuch as a range of quality
hotels, bed and breakfasts, hostels, lodges, etc., is readily available on a website, travelers
will be more likely to visit. It is crucial that all links be working and provide the traveler
with exact locations (and some®s distances from key landmarks) as well as costs per
night, and amenities. All researched websites had lists of accommodations, and thus the

importance of these features was clear.

Auckl and, New Zealandds websiteofserves
accommodations. The various accommodations are arranged by type, and include a
picture of where they are located as well as a brief description of what they offer. This is
a good way to organize a list because most travelers know their budgetegidréhcan

scroll through the page to
Guest and Hosted

find the type of Amerissit Luxury Accommodation

accommodation they are
l ooking for.

tourism website contains list:

of accommodations that link = o e

travelers to webpages wher R, Cremeoccs

o
they can reserve room Figure 30: Auckland, New Zealand's list of accommodations

. ) http://www.aucklandnz.com
online as well as provides
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them with catang options. Another way to allow users to find accommodations easily is
through the use of a search box. A todailsas the one shown in Figure i8Quseful for

those travelers who know where they want to stay.

For Windhoek&6s p useapch Bog may bd thoetechinaogicalty f a
advanced; however, a detailed list of places to stay with a small sized picture could
potentially increase business for any accommodation posting information on the tourism
website. The current website displays a tiftaccommodations although very little
detailed information is provided. Large hotels such as Safari Hotel and the Kalahari
Sands Hotel can provide information for upscale travelers, while more residentially
located guesthouses such as the Hilltop HaumskOlive Grove Guesthouse can appeal to
travelers having a lower budget. The Accommodations List can be divided into sections
such as: Hotels, Guest Farms, Guest Houses, Campsites, Hotel Pensions, and Lodges. An
alphabetical listing will simplify thei$t for those travelers who know where they want to
stay and want to access information quickly. The use of bolded headings and a neutral
background color will make the overall appearance more attractive as well. Refer to

Appendix AA for an example of possible design layout of accommodations.

Lists of Dining Establishments: When traveling, tourists are often interested in tasting

the ethnic food of the destination they are visiting. Some travelers have specific needs or

will want a taste of home, anllus a variety of dining options is algnportant for cities

to have. Of all researched tourism websites, 75% had lists of dining facilities.
Johannesburgdés website provides |inks to re:
city center while Lusaad6s website i ncludes a |isting

Londonds, whiehbcanabg eseein Figure 31 has an extensive list of dining
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options that are featured in categories

Eating Out Features

such as AiVal ue

1 C
Gastro Pubs
¢ For great food in an informal setting,
1_% try a London gastro pub

Eed Oroanic Restaurants 5
% Find great London restaurants offering
B organic and seasonal fare

Restaurant s o,

[3 S|

ALuxur
| o Traditional Accessible Restaurants
% Comfort food at its best - British fare is # Dine out in style at one of London's
- - N . simple and hearty . accessible restaurants
Re st au IMasnid & aeative and =

B World Cuisine

eye catching way to advertise thege=ss «o e o erenhes

w4 Luxury Restaurants in London
gle Foodies and the in-crowd clamour to
4 feast on London's posh nosh

. - . . . Family-friendly Restaurants e —, Antonio Carluccio's London
vari ety Of d Nl ng (0] ptlons aval | able N Keep the kids happy at & welcoming, m e talk to chef and restaurateur

=
== & family-friendly London eatery Antonio Carluccio about London

| Gay Friendly Restaurants
London is home to gay friendly
1% restaurants galore, Enjoy!

the city. Images of the cuisine or them o ek b o

restaurant news

atmosphere of the restaurant are Figure 31: London's list of dining, www.visitiondon.com

common among most of the websites as well.

Wi ndhoekds websi ttef dohingeoptions presentlya Waarista | i s
need to know that there is a variety of dining options in the city, and thus this information
should be displayed on the website. Similar to the way researched websites have
displayed lists of dining options, Windre k can advertise the naAfri
that serve common game found in Namibia. Restaurants that display the culture, such as
Joebs Beerhouse can also promote themsel ves
another category of restaurant thalt appeal to those travelers arriving at odd hours and
want something to eat i mmediately. Ot her ¢
Al nternational o0, AExquisite Cuisined and AF
AKi ng Pieo andbBWimpyedcas fAiQuick Eatso whi !
Beano and ANICEO can be | isted as AFamily S
A picture of either the inside or outside of the restaurant can be used to attract business as

well. Appenadx BB shows an example of a listing.
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Things to Do: A list of things to do is essential for any tourism website. Visitors need to
know how they can be entertained when arriving at a destination. Generally, activities

unique to a city should be emphasizen 7&/«7 wot Ao wiis.

t he cityos websit

(
Displaying 1 - 10 of 36 11234 Next >

1. TABLE MOUNTAIN CAPE TOWN

tl’ave|erS AS expeCted, 100% ( Table Mountain is cne of Scuth Africa’s greatest
landmarks and towers 1,086m above the City of
Cape Town. More =

researched websites included a list % Add to My Favourites

things to do. Some lists were categoriz, | & a warcreront
This is Scuth Africa’s most visited destination. More =

by type of activity, such as sport an | (cdapmueavmnns

adventure, sightseeing, relaxing, at

3. CAPE POINT

entertainment, whiletbers were separate@==

Cape Point iz a landmark at the end of the Cape
Feninsula located in the Good Hope Section of the
Table Mountain National Park. More =

Add to My Favourites

by appropriate age group activiticll

including entertainment for children an ]
Figure 32: Cape Town, South Africa list of attractions

adults. Boston has highlighted some of the http://www.tourismcapetown.co.za

activities it offers unique to the city such as walking ineedom Trail which played a

significant role in theAmerican Revolutionary War. Visitors know instantly about an

activity that they can do at their own leisure that can only be done in Boston. Similarly,

Cape Town, South Africa, has created a |is

interested in the nsd popular attractions the city has to ofi@s shown in FigureZ3 The

list lures in tourists because it triggers a sense of wanting to see what others have defined

as the fAbesto of Cape Town. The events pag

large functions, such as weddings, in the city. Again, the use of images is very beneficial

because it provides a glimpse of the experience tourists are looking for.
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A i st of things to do is one obvious f¢
website.The current list only mentions the museums and art gallery, which are not the
most popular attractions in Windhoek to begin with. As previously discussed, Windhoek
has a variety of activities that tourists can experience. These need to be highlighted an
advertised on the website to inform traveler
they arrive. Attractions such as the Namibia Craft Centre and Penduka will attract those
looking for cultural souvenirs. Historical attractions such as Christuskiand the
Municipality Buildings are other places visitors may be interested in seeing. Thelnat
attractions that Windhoek h&s offer should also be promoted, such as the Parliamentary
Gardens and Avis Dam. Nightlife is another aspect of thetl#y will appeal to the
younger visitors. Pictures of these attractions will once again enhance their appeal to
people researching online. Appendix CC shows a possible design of the webpage

feat ur i ng ThkgsrodDio.o e k 6 s

Information on Surrounding A reas: Although tourists may not want to stay in one city
while traveling, information on surrounding areas was not common among the tourism
websites we researched. Only half of the websites included information about
surrounding destinations. This maytrme valued because cities are trying to attract
tourists to visit and stay in them as opposed to other destinations. However, if there are
several places to visit within a close proximity, this may persuade more tourists to visit

than if another tourisdestination has nothing to offer outside the city proper.

Travelers coming to Namibia are visiting mainly for the wildlife and natural
aspects. The most popular tourist destinations do not include Windhoek; rather, places

such as Etosha Pan, Swakopmuand Soussuflei are much more popular. Commonly
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visited destinations located within a closer proximity to Windhoek include Daan Viljoen

Park and game farms such as Okapuka. Thus,

advertise information about the places, as most tourists will be visiting them anyway.
If the website can incorporate appealing and different features Windhoek can offer in
comparison to the other destinations in Namibia, it will be effective in attracting more

visitors.

Transportati on: Transportation isanother aspect of traveling that all tourists need to

== Plan before arriving at a destination.

As traveling is becoming more and
more expensive, easy and economical

means of traveling are desired by
Getting Here and Around

- ) 1 G- many tourists. Various modes of
Many of Auckland's activities and attractions are within half an hour of the central city. Car . .
rnational airport or locations throughout the region, which is also transportatlon SUCh aS I’al |WayS, buses,
d by buses rain network runs through central and south Auckland, and the ferries
make the most of Auckland's harbourside location
Organised tours. sightseeing trips and personal guides are stress-free options for visitors to taXIS, Walklng rOUteS, blcyC|e pathS

Auckland

Figure 33: transportation in Auckland ,

http://www. aucklandnz.com and car rentals are some of the

most common modes of  tandasnggestions foand browebsite® ur i st
are helpful for potential tourists, as shown inUfegg33 Webdtes with information on

the easiest and most readily available transport systems are features that are regarded as
very important, and thus 100% of the tourism websites we researched included

information about how to travel within the city.

B 0 s t o hsdeshighlights its bicycle paths that are environmentally friendly and
inexpensive, while Nairobi, Kenyads webpage

the miribus system. Auc k|l and, New Zeal andds website
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information forthe various modes of transportation available in the city. All of these
features encourage travelers to visit because they will be able to navigate the city easily

and inexpensively.

While Windhoek does not have an extensive transportation systenietsaveed
to know the available means of transport in order to plan their stay appropriately. Very
little information about the transportation in the city is posted on the website. A list of
the taxi services along with their contact numbers would assisy travelers. Locations
of car rental centers as well as airport and bus information would be beneficial as well.

An example is shown in Appendix DD.

Information on Upcoming Events: Many travel destinations have a peak tour season,

generally becawsthey sponsor large events or have ideal weather that tourists want to

enjoy. A list of major upcoming events is an .
Events in Melbourne

effective means of informing tourists abo

what a city has to offer and can also be usedi@
promote a destinat:. advant acg

over other cities. The date and location are

ver you choose to visit Melbourne, there will be a
whole line up of events waiting for you. Throughout the year,

important pieces of information that should K& 5, 5.2 i o e o e e e e
festivals.

C|eal’|y dlsplayed as We" SeVEFﬁye percent To find out more about Melbourne’s events and what's on

during your visit, use the links and search box below.

Events in autumn

Autumn brings Melbourne's big ticket festivals
and events including comedy, fashion, flowers
and racing cars.

of the researched websites had informati

displayed on the main tourism webpage abg

more =

upcoming eventsAs shownin Figure 34 the Figure 34: Events page for Melbourne, Australig
http://www.visitmelbourne.com
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Melbourne, Australia website classifies the types of events it offers into the seasons in
which they occur. In this way, the website is catered to all types of tourists; leisure
tourists who will want to visit during the warmest montadventure tourists who will

prefer cooler weather, as well as nature tourists who require specific weather to optimize

RO their stay. The website clearl
o'";;:’s:\\ \ d Y

IIJWII A \\\\\\ \\ explains that during each
7 00 10 season, Melbourne is well

Host city 2010 Fifa World Cup ™
equipped to offer tourists a

Figure 35: Johannesburg, South Africa's World CupAdvertisement
www.joburg.org.za unique and memorable

experience. Bostonds website includes det ai
while Johannesbur@Figure 35)and Cape Townds websites displ
2010 FIFA World Cup, the largest soccer competition in the world, to fkeime&ouh
Africa. Gaboroneds website only |ists wupcoming
thus does not feature events of interest to tourists.

In efforts to promote itself, Windhoek can advertise the specific events it hosts as
well as the weather thas beautiful and accommodating much of the year. Specific
festivals and parades such as the /Ae//Gams Arts and Cultural Festival and the WIKA
Parade offer tourists events in which they can indulge in the African and German culture
present in the city. ThFIFA World Cup will likely bring visitors into Namibia, and thus
the tourism website can also display this event to show tourists that Windhoek is within a

close proximity to the soccer competition. These improvements to the current, limited

| i st cofmimgp Eventso will greatly enhance the
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Brand Identity: The placement of the brand

-
%ﬂr

identity

on the main page of a tourism website is a

'ﬁ!.lgmﬂ FL.,_IEJ!‘.

a4 UETHRLED &

mechanism some cities use to promote their
Figure 36: Brand Identity for Melbourne,

tourism. In just a few words and/or a logo, Australia, www.visitmelbourne.com

destination can grtray its main draw to potential visitors. Sevefitg percent of the

websites we researched displayed their brand identities on the main webpage; however, a

majority of these were very smal/l and di ffi ¢

is displayed on its website; however, the colors and image of a yellow and orange sun

clash with the themed colors of the website.

very large and displayed at the top of the page. It is one of the first aspieisvabsite

t hat cat che sFiguréd ® depicdiseheMebouraey Australiabrand identity

which is setn the upper right hand corner of the main homepage so that it is one of the

first features visitors see. Other destinations that do n&t aapecific logo use a brand

theme to make the webpage look cohesive and representative of the city. Through the

use of themed colors and images

that blend well with the

background, a website can

Announcements for
Visitors

appear distinguished and present

Contact Us

a feeling that coincidewith the

City Departments

actual atmosphere of the

destination. Boston, Massachusetts,
Figure 37: Boston, Massachusetts' homepage

http://www.cityofboston.gov/visitors has created a tourism webpage that
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is based on themed shades of blue and graermshown in Figure73 The city is
advertising the Arel axedo a nwurigisntraoughthal 0
colors and complimenting pictures.

With the new brand identity we have created, a webpage based on the theme
colors of bl ue, gr een, orange, and red,
tourism. By displaying the brand acrdkg top of the page, it will be sure to catch the
eye of any user. The font throughout the page can be any of the themed colors and
background colors can complement the design as well. The corporate logo for the city

can still be displayed on the welesib show that the website is supported by the city.

Working Links: Links are a common feature of many websites because they provide a
qguick means to transfer a user to another webpage with more information about a specific
topic. By clicking on a link, anore detailed webpage is displayed with relevant
information. For tourism purposes, links provide another means for related industries to
advertise themselves. Examples of such industries include accommodations, dining,
entertainment, and transportatiorA link must be working smoothly to be effective,
however. If a link brings a user to an unrelated website, or no website at all, one can
quickly become frustrated and abandon the original tourism webpage altogether. One
hundred percent of researcheé ws i t es contained functioni
displays all related links when one scrolls across variousrgsaof the city. In Figure

38, theWh a t Otab isthighlighted yellow, and all the subcategories appear as links to
transfer visitorgdo a new webpage. This effect is simple to use and provides an organized

presentation of related information.
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Visit Londo‘n

Accommodation Places To Go What's On London Areas Travel Maps & Guides People Like You  Special Offers
Theatre | Arts Music Cinema Clubs & DJBars | Comedy Dance Special Events Tours = Classes

Figure 38: London's interactive webpage http://www.visitlondon.com

Windhoekb6s webpage can similarly display
another and perhaps more easily configuredufeatat will provide related information

to various aspects of the website. The current website is very basic, and with few
features is a bit boring. When created, a new website should be updated frequently, and
the links should be checked to ensurertlignctionality is optimal. Accommodation
reservations, information about other popular destinations in Namibia, safari/tour
reservations, among others are a few examples of information that can be made

accessible through links.

Consistent Text: The wse of consistent text iS a ViSUi INTERNATIONAL VISITORS
Where are you
" coming fram?

aspect of the website that is important to appeal to us ?‘ ! - ]

The font should remain the same to make the webg
ESTI'I-I’ALS AND EVENTS
look more cohesive, and the use of bolded headings ""qh\!EJ' :

Join the fun of
local festivals and

Lﬂ?\“e‘ events
emphasized words should be used appropriat mears =
GOLF
Incongstent font can distract the reader and make . E;sz:icll .
webpage look poorly constructed. Eigletight percent of more >
CULTURE

creativity and

the websites we researched used consistent font SE ﬂExplcre
Melbourne's

Londondés website var.

more =

I 1 1 ci t o 1 o c I
links. Mel bour mdcmtStypGNWItb Figure 39: Example of consistentn

. . o text, Melbourne, Australia,
bolded headings for each of the available activit&s hip:/www.visitmelbourne.com
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shown in Figure39. |l nconsi stent t ext and font wer e
which make it look disorganized and unprofessional. To better appeal to tourists, the

website shold have a more cohesive design with consistent text.

Windhoekds website currently wuses incons
lowercase letters inappropriately. The headings are not distinguished effectively and thus
make the website appear unangzed. A professional font with appropriate font effects

will enhance the overall appearance of Wi ndh

Consistent Color: When designing a website, a color theme should be established to

make the website look professional
y\ﬁCAPE TOWN

& Western Cape

VISIT & TRAVEL >> F‘x‘
t‘ D

h.:rs_ua_ colors can irritate the eyes, while dull

and appealing tothe user. Bright

WHAT’S ON >>

colors can make text difficult to read.

Thereshould be enough of a contrast
BUSINESS >>

RECONNECT

between the text and its background

Figure 40: Example of consistent color, Cape Town, Sout .
Africa, http://www.tourismcapetown.co.za so that the words are legible, yet not

too much that the colors detract from
the iformation provided. Along with text, tHeackground color should complement the
images displayed on the webpage. This will enhance the images themselves and make
the webpage look more attractive. Eigkight percent of the websites we researched
useaconsi stent color theme. Cape Towndés tout
match the brand identit{Figure 40) Bostonds website is mainly
various shades used to emphasize different

includes a black and orange theme with black text. An example of a poor use of color is
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Nai r obi § s Figuebswhickeis multicolored. There is no established color

theme, and thus the website appears somewhat unprofessional.

SOMUCHTOSEE ¥ | Wilderness Coast Mountains Forest Lakes Desert

Featured Destination
MAULIDI: HEART AND SCUL OF LAMU Lamu is an island in

4 more than just a gecgraphical sense. Within these beautiful
chores, unigue traditicns and customs have been prezerved
and protected from cutside influence...

Feature Archive ::

Figure 41: Nairobi, Kenya example of inconsistent colorhttp://www.magicalkenya.com

Cities

S50 MUCH TO DO (=

BEACH SAFARI

Windhoekdéds website features a mesh of
very bright and somewhat difficult to read. The poor color effects may deter some users
who do not like its appeance or feel that the website is too harsh for their eyes. With
the brand theme we have developed, the colors blue, green, orange and red can be
incorporated into the website. This will facilitate the positioning of the brand identity on
the page to maké look both professional and cohesive in addition to being more

attractive.

Links to Online Bookings: The ability to make reservations for accommodations,

dining, and events is a recent feature that many

- Featured deals and packages

websites have added to their webpages. & i

Easystay Embrace Our Natural
St Kilda Heritage

convenience that many travelers can make us: East Gippsland
From
. .. : 89°
when planning a visit to another place. Nea == 3
90% of researched websites included this feat "Zmas oo mees e commmodstion

reoms ® Dinner both nights set
against natural beauty

on their main tourism webpages, and its growi Figure 42 Melbourne. Ausralia online

. . . . . bookings example
pOpU|a”ty is evident in this Iarge percentag, http://www.visitmelbourne.com

The websitedor Boston and Johannesburg haven&l contact information to allow
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bookings, while others are more efficient in allowing users to book dire€ilyure 42

shows howMelbourne provides brief descriptions of accommodations and a single button
thatwillbr i ng the user to a booking webpage. [ n
website provides a Trip Advisor that helps visitors plan a trip with scheduled events and

places to see.

While a Trip Advisor may be an mdvanced
website does not need yet, online bookings should be considered. The added
convenience of online reservations will make the website more appealing to more people.

The website team will need to work in conjunction with accommodations and touring
compane s t o establish an online booking systenm
website. This will potentially bring more business to those companies that provide online

booking through the webpage, as their information will be visible and easily accessible

First Page of Web Search (on Google.com)Many people use common search engines

such as Google to find websites with relevant information they need. When key words

such as the name of a city and the word Atre
it is beneficial if a cityds tourism websit
users will choose to view one of the first web pages that are listed on the search engine
results page, and thus a touortag.nAllpfahge s pr e
tourism websites we researched were listed as the first option on the Google search
results webpage. This added benefit to the

and should not be neglected.
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By contrast, wiwendseaeak cfoogi smo, At he cit
page is not among the first available website that is listed on the Google search engine.
As already stated, it is important the website be one of the first listed webpages. The
number of visitors to the websiteill theoretically increase and in turn improve
Windhoekdés tourist industry. Al t hough it me

as many people use Google to search for information online.

4.3.2INFORMATION TECHNOLOGY INTERVIEW RESULTS
From our regearch it was apparent that many improvements need to be made to

Windhoeko6s tourism website. To obtain more
tourism website, we interviewed the Information Technology (IT) team (Appendix W).

We learned that the Cityf Windhoek does not have the means to hire a graphic designer,

and thus the job has been given to Mr. Louis van Wyk, Manager Programme Office and
Administration and Ms. Hanley Kischner, the assigned employee to website design. We
interviewed them to learmore about the process of designing a new website and what

they would like from us as recommendations to assist them in a design.

From our interview, we learned that the current website was designed in 2003 and
has not been updated since. The city dagsvant the tourism webpage to be separate,
and thus its design must coincide with that
requested a budget of N$1,000,000 to be designated for the construction of a new city
website. On July 1, 2008, a budgetl be allocated. From there, Ms. Kischner will
submit five possible designs to be reviewed. Once the final council has approved a

design, the new city website can be created.
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There are specific criteria that both Mr. van Wyk and Ms. Kischner have
denti fied to be included on the new website.
means any information one may need from the website must be accessible through a
maximum of two clicks. The website must also be interactive to engage the user.
Finally, any photos posted on the website must be small and contain few pixels so that
they can be uploaded quickly and can be viewed by anyone with a small amount of

bandwidth.

Both Mr. van Wyk and Ms. Kischner were very encouraging about our
recommendations tthe tourism website. They requested any information we can give
them about web design as well as information about our research on other tourism
websites. They are willing to incorporate our design recommendations into their own, to
be submitted to theeview council. They hope the new website can be created and

functioning by next year, 2009.

4 .4BRAND IDENTITY RESULTS

The goal of creating a Br andattibdtesfot i t y wa ¢
the Tourism Division and local tourisiusinessedo use inbrandng themselves as
distinct to the capital of Namibia. To do thdistinguishableeatures of the city were
identified by business and cultural stakeholders during interviews and focus groups, as
well as from tourists through a questioneair The attributes of the citycluded its
attractonsdes cr i ptions of the cityds atoningphere t
and images symbolizing Windhoek. We combined all responses to generate core values

and a corresponding theme that isresgntative of Windhoek. This is the basis for the
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brand identity; the theme that describes the tourist experience and allows the Tourism
Division and businesses to market themselve
To complete the positioning dfie brand we then chose the most distinctive aspects of

the city and depicted them in a logo/slogan. The aim of the logo and slogan combination

was to display the most appealing attributes of Windhoek in a simple archteieng

manner to potential towgis. The Branding Windhoek Guide was a culmination of all of

our results for the Brand Identity and a proposal guide was made to show the Tourism

Di vision how to mar ket i tself within the ci
supported by the Towin Division and enhanced to be professionally published, would

serve as a guide to |l ocal tourism businesse

Tourism Brand Identity.

4.4.1CORE VALUES
The first step in developing the Branding Windhoek Guide wadewtify core

values. The Namibn Tourism Board created fourre values to defie specific
characteristics that highlight the tourist experiencdistinctly Namibian. Similarly, we
created far core \alues thatare unique to the tourist experienceiindhoek. These
values create a theme that the Tourism Division and other tobrsimesse®cated in
Windhoek can use to market themselves more specifically to the city. These values,
developed with input from local stakeholders and cultural leadeckide Cultural,
Diverse, Modern, and Opgeand each repsents a unique aspect of the tourist experience

in Windhoek

Cultural : The blend of ethnic and cultural groups Windhoekhasmadethe city the

cultural hubof Namibia While many of the cultutaattractions are still in their infancy,
92



the cultural presence permeates the city, such that any visitor can distinguish the
Namibian culture as different from those in South Africa and Botswana. According to

Mr. J. Madisia, (Appendix L) the previous pexnce of colonialism, namely the German

influence, is still present and is an appealing aspect of the city to those tourists interested

in the capitaldés culture and history. As t
cityds s hoppi negardatimey mighussei Herers vgomdn anuraditional garb,

with matching dress and heshaped headdress. A Damara woman, in a gingham dress

and head covering, or a Nama woman with a striped, pink skirt, is easily distinguishable

in a crowd of peoplecrosgn t he street. At Joeds Beerhous

game, including Gemsbok, Springbok, Kudu, Zebra, and Ostrich.

The culture may be easily seen in the city; however, the authentietoféaee
experience occurs when tourists visit thenship in Katutura, as commented on by Mr.
Abuid Karongee (Appendix G). There, in both formal and informal settlements, people
from all the different ethnic groups live a life foreign to most travelers. Seeing the
lifestyle of the people in Katutura, Migig a local market, and tasting local foods, visitors
can truly get a feel for this aspect of the Namibian cultlitds experience is enriching
and enlightening, as tourists learn about another way of life, with both joys and struggles.
Other attractios such a®endukaandnew restaurants in Katutyrprovide visitors the
faceto-face experience they are seeking when visiting Windhog&ke majority of
stakeholders mentioned the cultural diversity of the city as a unique feature that currently
offers tourists a cultural experience and has the potential to be a larger tourist draw if

marketed well. The presence of so many cultures creates an overall eclectic Namibian
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culture, one of both African and European influence that makes Windhoek the city it is

today.

Diverse Similar to the rich culturethe diversityin cultures, attractions, dining, and
atmospherén Windhoekis a unique aspethe city has to offer touristsAs the capital

city, Windhoek represents the thirteen regiofighe natim, and néve ethnic groups

from each region reside there. With Windhoek being a cultural center, there is a mixture
of lifestyles, ideals, languages, and influences. The fusion of African and European
cultures throughout the city affirms the diversity and cieaedistinct attribute of
Windhoek, as according to Ms. Benita Herma (Appendix OyenEsuch as théAé
/IGamsFestival held during thepeaktourist seasorgemonstrate thdiversity in the city

to visitors and locals alikeWith means for historicatultural, and artistic attractions, as
well as shopping, business, and a wide variety of dining, tourists of all origins and types
can find something worthwhile to do in the city. While the country of Namibia attracts
those who are setkliant, resourdell, people who crave an adventure or challenge,
Windhoek offers such a diverse experience, that any type of tourist can enjoy their time
in Windhoek. For this reason it is to Wind
with the information to exp@nce different activities, such as cultural tours, museum,

dining options, local hikes and games drives, and shopping centers.

Just as Namibia is said to be a fALand o
diverse experiences and atmospheres. Indepead&enue hosts a vibrant and lively
atmosphere, while Zoo Park has a more relaxed and spacious nature. Post Street Mall
displays the culture, with many street vendors selling handmade crafts, while Maerua

Mall is more modern, with the convenience of rgpen walkways and the presence of
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high-end shops and foreign brands. Though a diverse city with large gaps among social
classes, Windhoekds inhabitants appear to ||
lifestyles. This contributes to the tatrexperience, as visitors from all walks of life can

find their place in Windhoek, not having to worry about instability amongst the

Windhoek residents.

Modern: Windhoek islike a firstworld city, and for this reason it is seen as very
modern, as notedy Ms. Johanna Shangala (Appendix E). It haslaxed atmosphere
and offers all the amenities ahy other city Windhoek is also equipped with multiple
conference centers and has the capacity to support business tourists, as noted by Ms.
Michelle le Raix (Appendix I). This aspect makes it efficient and contemporary.
Adding to the efficiency of the city is the accessibility mentioned by Ms. Benita Herma
(Appendix O). Though the city lacks public transportation, its small sizerawded
streets and alkways, as well as the abundance of taxis, makes travel within Windhoek
relatively easy. There is an international airport just outside the city, allowing for
international businessmen and tourists to travel directly to Windhoek.

We feel that the wordi moder no i s a s owieveradutingthece or e v a
second focus grougiscussion many participants explained that tourists may be turned
of f by a Amoderno African city i f Wéaey are
thus considered replacinpe word HAmodernod with Ainnovati:
because these have similar Aup to dated mea
some might associate with the actual word fn

not portray what Windbek actually has to offer. Although the most seemingly

Ai nnovativedo city in Namibia, to an internat
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inventive and pioneering in the global market. Similarly, when considering Windhoek as

an fdef fi dmaynseem tocbe tesourceful to locals, however according to an
international visitor, it may not appear t
Aefficientd do not describe the touri st e X
Amoder no.

We also foundn background research that many internationals have stigmatized
African cities, citing shemchenbegidgvéduapt al
However, Windhoek offers all the amenities found in Europe and elsewhere in the world,
as previoust stated, and is a stable city that maintains its African culture and nature.
Windhoek offers a modern experience, such that tourists do not have to worry about not
having access to dining, accommodations, shopping, banks, and all other basic needs of a
visitor on holiday. Thus, this word is the most meaningful and representative of what

Windhoek has to offer.

Open: Through our research and own experiences in Windhoek, we found the city to

have a very open feel. The axthd phgskal openne
environment is open and relaxing, and the atmosphere and attitudes of the people are
friendly and tolerant. While interviewing stakeholders, many referred to the city being

very spacious. Situated amidbtee mountain rangebreathtakig views are apparent

from any point in the city Mr. Barrie Watson (Appendix F) noted that Windhdes

been carefully laid out to ensure thiéd natural beauty isundisturbed by any city
developmentsandas a result i s descedtrdeisdonatsppeaer y sy
crowded as very few tall buildings line the streets of the capital city. There is quite a bit

of green space in the city itself, such as Zoo Park and the Parliamentary Gardens, though
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many stakeholders mentioned the need for mpemn®@paces. The city boasts having 365
days of sunshine, which is close to true even with frequent afternoon showers during the
rainy season. The openness of the city creates a relaxed feeling for residents and visitors
alike. Many visitors go on holigato a get away from the business of their everyday
lives, including inclement weather elsewhere in the world. Here in Windhoek, the city
offers a relaxing holiday, where tourists can enjoy an afternoon meal outdoors under blue

skies, or an evening bra@neat barbecue) in the cool breeze of the evening.

Windhoek is also fAopenodo in the sense th
Windhoek has had a distinct, segregated history, with the long period of the apartheid
system. However, the city made @afrtransition into social stability and tolerance, such
that people of all races, genders and ethnicities work and live together to make the city a
comfortable place to visit. More than ten African ethnic groagswell as descendants
of European coloalists, reside in Namibia, anall are present in Windhoek.The
tolerance and friendliness found in the city makes it feelfiepgro and MfAaccepting
both locals and tourists, which creates a relaxed experience for tourists. For a visitor
knowledgeale about the apartheid system, traveling to Windhoek would be an
enlightening experience, to see how apartheid has influenced the lifestyles of many, but
also how the city continues to evolve from that system to a cosmopolitan center for

business and toism.

4.4 .2ASSOCIATEDWORDS
When asked about words that described Windhoek, the intervieamglefocus

group participant®ffered numerous responses thiitrelate to the definedoce values.

Wor ds s uc h 0 s Bafris \WasorAppanslix B, A f r iMs. MitHelle & (
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Roux, Appendix a nd A v iMb Alzuid tkarongee Appendix G emphasize the
openness in the (briJergmy vesieCApgentd o | aictldafuidio
emphasize the culturadnd diverse aspects Meanwhile, theefficient attributes are
describedby wor ds such [RrsP. 8mtoApgendixdN, ( and Ms.cl eano
Michelle le Roux Appendix ). These terms not only helped in defining the Core Values,

but also can be used in future marketing of the tourist e in pamphlets,

guidebooks, and other advertisements.

4.4.3ASSOCIATEDCOLORS
Similar to words used to describe Windhoek, stakeholders were asked what colors

they would use to create an image of the city. The colors most often udedciibe

Windhoek included bluggreen and orange, as seen in Figure 43

M

Blue Green Orange Earth  Yellow Brown
Tones

Number of Responses

Figure 43: Colors associated with Windhoek

In the development of our logos, we also included the color red, although it was

not mentiored by our interviewees. We felss inclusion would i nk Wi ndhoekds b
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with the countryas red is part of the Namibian flag as well as a color encompassing the
NTBO6s brandi Weg alsofsaw Mragim,ivibrana shades of redniach ofthe

ctybs ar chitect ur eatures should edt be oveHoaked. tTiesescelorsf
help to create a scheme to be used in all the marketing techniques employed by the
Tourism Division. These colors also help to develop a branding theme that other tourism

stakeholders can apply to their omrarketing of Windhoek related tourism.

4.4.4SLOGANS
We begargroupingslogansunder ourpreliminary ore values. We first tried to

appeal to the Cultural and Diverse aspects of the city witfotlesving slogans:

e fTExperience the many cultureso

e "Meea mahny f aceso

e AiMany cultures, one cityo

e ACity of many faceso

e "Taste for cultural diversityo

e AiCome meet us face to facebo

e AEXxXperience real cultureo

e ANot just a clean city, but a cultural h u
e ADiscover the many faces of Namibi ao

To emphasize th®lodernismof the city, our slogans included:

e iMeet Modern Africabo
AEmbr ace our past, experience our futureo
e IAfrica Reinventedo

And finally, wedescribed th®penness in the city with:

Open to allo
Open your ey
The other si

o Africao
o Africabo

) e 1 i 1

When we preseatl these slogans to our second focus group, we received many

positive comments and criticisms to help us. Many of the participants expressed interest
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in cul tural sl ogans, especially those inclu

Faceso. offeldesewemlmere suggestions during the focus group, including:

e ACl ean, Green Windhoeko

e "The Pulse of Namibiabo

e " The Oasis of the Namibo

¢ TOne City, Past and Futurebo

e "The Smile on the Face of Africao

Following the second focus group, we met with Mr. Nitddna, the Manager of
the Cityds Corporate Communication and Tour

agreed with the concept of using a slogan to describe the culture and diversity in

Wi ndhoek. I n particul ar, Mr. oN. MKayomRmacapp
because the word fifaceso can have dual me an |
the people in Windhoek as having Amany f aces

different attributes, or faces.
The slogan we choseto useieth br and 1 dentity was ACity
Mr. N. Katoma had explained, we felt that the slogan was true to Windhoek. It clearly

depicted the mix of cultures and unique aspects of the capital city that could best promote

Windhoek to tourists. Additma | | 'y it rel ates to Namibiads m
Contrastso, which allows for Windhoek to be
4.4.5L0Gos

The final step in creating the brand identity was to depict the city with a simple
logo. In preliminay drafts, we used scenic attractions, such as a bright sun, aloe plant,
and mountains to appeal to tourists interested in natural beauty. To represent the diverse
culture, we inserted images of the various ethnic groups and their garb. Finally, we
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outlined the city skyline amidst the mountain ranges to show tourists that Windhoek is a

city, yet one with so much more to offer than a typical, capital city.

Using these attributes, we developed several preliminary desmynsfirst draft
incorporated theuwtural aspects of Windhoek with the natural beauty of the mountains
and asun, aswellasacity skylinée pl aced t he Nami bian fl ag
because the city is the capital, and it is an important aspect that we felt was best portrayed
asbeigy i ncluded in the f Weussedcdloestsucleasbluef t he ci
green, orange, yellow and red, as they were best supported by our re¥éaechwe
presented this desidfigure 44)to our second focus group participants, we received

mixed feedback, with many noting that the design appeared too juvenile.

77 NDHOEK

Figure 44: First Preliminary Draft

For our second design, we removed the emphasis from the letters in the word
AWindhoeko and placed it on the sun. We de

however, because we fehat it was an important feature of the logo. Our first draft of
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this logo had four mountains, but after a discussion with Mr. Manfred !Gaeb, we changed
it to three mountains to present a more accurate representation of the three mountain
ranges surroundg the city. We also changed the city skyline to a more realistic
drawing, including the German church and other taller buildings. However, our focus
group participants told us that new buildings were being constructed that could change
the city skyline,so it would be in our best interest to include few buildings and bring
attention to the church and government buildings that will remain indefinitélyis

design is shown in Figure 45.

Figure 45: Second Design

In our third design, we felt it necessary to include the aloet,pés it is used as
the cityéds corporate | ogo, and thus holds sc
border the city, and centralize the focus of the design. We moved the sun to the
background once again to remove emphasis. We also drew aaatbemntic outline of

mountains to better portray how the mountains actually appear. When this design was
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presented at the same focus group, participants were in disagreement over the use of the

aloe. Some felt that the aloe was an important featurechodie in the logo because it

has been designated as the <cit \Fgsre46p g o, anoc
Meanwhile, other stakeholders thought that the inclusion of an aloe, different from the
cityodos corporate sy mbdnbtappericatheth. @verallfituvgse t our |
agreed that the logo was too busy, and a suggestion was maeletigre the logo with

one aloe plant, | ocated centrally within the

Ui th

sl

Figure 46: Third design

Our fourth design was inspired by students from the Worcesibitelehnic
Il nstitute (WPI) also completing projects in
the rays in the sun, and inserted the word f
design(Figure 47) However, it was indicated in our focus gpothat some potential
tourists may have difficulty reading the city name if it was displayed in this way, and

rather the design should be more to the point.
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Figure 47: Design Suggested from classmates

With input from the focus group participants, we were able to edit our designs.
We decided itvould be in our best interest to abandon the first and last drafts, as they
were not weHreceived. We focused our attention on our second design, by making the
mountains more realistic in color and shape, and by removing the bold, orange semi

circle overthe city Figure 49.

Figure 48: Fourth Design
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We also drew a new design incorporating the one aloe, as mentiotiexifocus

group Figure 49.

/>//\_<\¢

T
NDHOEK
Figure 49: Fifth Design
In our final editing decisions, we decided that we could not include both an aloe
plant and the flagn the final design as it would make the logo appear too by thus
drafted separate designs to incorporate either the aloe or the flag. In the logos that
followed, we modified the rays in the sun after receiving feedback from our fellow
classmates. We faded the colors and changed the shape of the rays to have a more
Amodern fl areo that was stil/l representatiyv

effects made the design look more professional, although it did add more colors to the

alrealy cobrful logo. See Figure 5fr the design.
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Figure 50: Sixth design

The same basic design was used for inclusion of the aloe plant, except we
replaced the flag with a solid letter W and inserted the plant in the a#ntiee word

Windhoek (Figure 51

\Q@\&A ”

Figure 51: Seventh design
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Each of these dagns was discussed with our sponsor, and before making a final
decision, he suggested we contact printing businesses to obtain cost estimates for
producing the logo on tourism publications. Mr. Manfred !Gaeb also recommended
simplifying the design, makinthe font in Windhoek more pronounced, and reducing the
Afl aredo effect on t he sun rays. These
considerations were made. Mr. Daniels, of the City of Windhoek Printing Office, was
consulted for a price estimate tomrthe logo. For a logo of full color, as the printer
uses four main colors to print all colors, the pricing would be N$0.80 per skekirling
the price of the paper selection. Black and white printing costs N$0.14 per sheet. Thus
no matter how mangolorsare includedn the logo, the price would bepproximately
the same, especially if the logo is printed on publications already with color (Mr. Daniels,
personal communication, April 25, 2008). While the logo would most likely be printed
on documerg with many colors, it was determined that a simpler design with less colors

would be ideal to reduce the business of 