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Abstract: Namibia is rich in mineral wealth, tourism and wildlife. Over the past years, the destination has been 

promoted for its wildlife, abundance of scenery and endless horizons. Nevertheless, cultural tourism has been 

viewed as an alternative to the main stream tourism. Studies have shown that cultural tourism has become an 

important product and in some cases a dominant factor in the rural economies of African destinations. The paper 

presents and discusses key findings derived from the study. The empirical evidence shows that the use of culture as 

a tourism product can complement the plethora of wildlife products currently on offer in Namibia. Results further show 

that most tour operators are reluctant to promote Namibia as a cultural tourism destination. The majority of tourists 

who visit the rural areas do so by coincidence since the rural areas are located en-route to the National Parks. Even 

though Namibia experiences a significant growth in tourist arrivals, less attention is currently being paid to the 

development of alternative forms of tourism, particularly cultural tourism, despite the growing interest of international 

visitors. This paper urges tour operators to create demand for cultural tourism as an alternative form of tourism. 
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1 INTRODUCTION  

Tourism is the third largest contributor of Gross Domestic Product (GDP) to Namibia’s 

economy after mining and fisheries/agriculture and it is one of the largest job provider 

industries (MET 2009:3). In many countries, tourism has become the largest economic 

sector and contributes substantially towards their national economies. In Namibia, tour-

ism is viewed as a catalyst for development, contributing to national and regional har-

mony (MET 2009:3; NACSO 2010:8). The country is largely rural with a diverse tangible 

and intangible cultural wealth. A number of major cities namely; Windhoek, Swakop-

mund and Walvis Bay offer fascinating tourism opportunities. Besides in-migration to the 

country, it is apparent that more visitors have discovered Namibia as reflected in the in-

crease of tourist arrivals, from 777,890 (in 2005) to 984,099 (in 2010). Revenues are 

expected to increase from US$2.4 billion (in 2002/3) to US$11.5 billion (in 2009) and it 

accounts for about 81 000 jobs countrywide and this trend is likely to be sustained in the 

future (MET 2010:2; NTB 2011: Internet).  

Despite these modest numbers, Namibia has the potential to become one of Africa’s 

leading tourism economies over the next decade (MTI 2008). The tourism industry in 

Namibia is spread throughout various regions and communities. Besides the warm cli-
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mate, scenery, and national parks, there is an abundance of attractions and various 

types of outdoor recreational activities. Natural resource areas such as forests, rivers, 

and wetlands are increasingly becoming popular destinations even for “business tour-

ists” who add such sites as side trips for vacations that primarily focus on the beach, a 

theme park or an urban area. 

Based on its natural and cultural resources, Namibia is in a unique position to further 

develop and promote its tourism industry. However, lack of data pertaining to cultural 

tourism visitor numbers, associated demographic profiles, and behavioural issues limit 

the ability to conduct strategic marketing programmes in order to increase visitation to 

the country. Whilst the efforts of the Namibia Tourism Board (NTB) in promoting and 

marketing tourism in general are laudable, it should nonetheless be pointed out that the 

country's inability to recognize the changing demand and consumption patterns of tour-

ists has resulted in promotion and marketing strategies focusing mainly on wildlife and 

adventure tourism (Ipara 2001:102). However, during the past decade there has been a 

resurgence of interest in indigenous cultures which has added an impetus to the tourism 

industry in Namibia. 

2 THEORY 

Cultural tourism has been defined as the art of participating in another culture, of relat-

ing to people and places which demonstrate a strong sense of their own identity (Wood 

1993:11). It encompasses built patrimony, living lifestyles, ancient artefacts and modern 

art and culture (Timothy 2011:49).  It is motivated by a desire to observe, learn about, or 

participate in the culture of the destination (Timothy 2011:16), experiencing cultural tra-

ditions, alluring places and local values (Richards 2001a:36). Culture can be viewed in 

two inter-related perspectives: the psychological perspective – what people think (i.e., 

attitudes, beliefs, ideas and values), and what people do (i.e., ways of life, artworks, ar-

tefacts and cultural products) (Akama 2001:13). Therefore, cultural tourism can be seen 

as covering both ‘heritage tourism’ (related to artefacts of the past) and ‘art tourism’ (re-

lated to contemporary cultural products) (McKercher & du Cross 2002:31; Richards 

2001b: 272) which has added a new dimension to tourism demand. Tourism demand is 

about using tourism as a form of consumption to achieve a level of satisfaction for indi-

viduals, and involves understanding their behavior and actions and what shapes these 
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human characteristics (Goeldner & Ritchie 2009:206). Cultural tourism demand has 

been defined in numerous ways, including the total number of persons who travel, or 

wish to travel, to use tourist facilities and services at places away from their usual place 

of work and residence (Reisinger, Cravens & Tell 2003:430). To this effect cultural tour-

ism demand can assist in understanding motivation, needs and experiences as well as 

being a useful indicator of changing trends (Page & Connell 2006:63). More so, tourism 

demand is the foundation on which all tourism related business decisions ultimately rest 

(Witt & Song 2001:112). 

3 MOTIVATION FOR CULTURAL TOURISM 

Tourism demand is a comprehensive outline of what motivates tourists to travel, where 

they travel to, and how often they travel (Lubbe 2003:109). Thus, a consideration of 

demand in relation to tourism can assist managers and destination marketers in under-

standing tourists’ motivation, choices, needs, preferences and experiences (Slabbert & 

Viviers 2012:68), as well as being a useful indicator of changing trends (Page & Connell 

2006:63). Hall and Page (1999:321) agree that an understanding of tourism demand is 

a starting point for the analysis of why tourism develops, who patronizes specific desti-

nations and what appeals to different tourism generating regions. Travel motivation 

happens when the individual decides that a travel experience will satisfy a specific need 

or needs (Lubbe 2003:109). It is also at this point that the individual becomes a potential 

tourist and he or she begins to evaluate various destinations for holiday opportunities to 

quench this quest. 

4 COMPETITIVENESS AS A TOOL TO REPOSITION A DESTINATION 

Competitiveness is a key word for any destination manager/marketer. There is little writ-

ten about the competitiveness of tourism destinations (Buhalis n.d: Internet). The con-

cept of destination competitiveness is relative and multi-dimensional in that it should be 

consistent with international economics and business literature (Dwyer, Forsyth & Rao 

2002:4). Subjective variables such as culture, heritage and quality of life top the list in 

any destination competitiveness frameworks (Dwyer et al. 2002:5; Heath 2002:124; 

Ritchie & Crouch 2003:258).  
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Competitiveness is linked to perceived quality of attractions that are better than those of 

other destinations (McKercher & du Cross 2002:208). Such perceptions concern, in par-

ticular, those aspects of the tourism experience that are professed by travelers to be of 

superior value considering the place’s characteristics (Avraham & Ketter 2008:193). To 

achieve a competitive advantage, a destination should ensure that its overall appeal 

and the tourist experience offered are superior to that of competitors and cannot be eas-

ily imitated.  

This can be achieved through effective positioning which identifies strong attributes that 

are perceived as important by visitors (Ibrahim & Gill 2005: Internet). However, once a 

destination attains a competitive advantage, it becomes subject to erosion by the ac-

tions of a competitor who can either imitate or introduce further innovation (Dwyer et al., 

2002:6). For competitive advantage to be sustainable over time there should be barriers 

to imitation, also called isolating mechanisms, such as the use of copyrights, the com-

plexity of product offering or the overall experience within a destination of which culture 

is a unique example (see http:// en. wikipedia.org/wiki/Resource-based_view: Cit-

ing_Wiki pedia). If the isolating mechanisms are strong, the competitive advantage sur-

vives for longer. 

A destination could imitate the strategies of another destination, usually a competitor, in 

order to erode the other destination’s competitive advantage. According to Grant 

(1991:115), certain conditions have to exist for imitation to take place. The imitating des-

tination should identify with that which the rival possesses as a competitive advantage. 

Having identified that the competitor has a competitive advantage as evidenced by its 

above-average profitability, the imitating destination should believe that it could achieve 

a similar advantage by investing in innovation. 

5 REPOSITION A DESTINATION THROUGH CULTURAL TOURISM 

Tourism destinations worldwide are faced with the challenge of repositioning them-

selves through image alteration or reclassification of the tourism product in their current 

positioning strategy (Tkaczynski, Hastings & Beaumont 2006: Internet). Research or the 

informed acquisition of strategic knowledge and information is an increasingly important 

activity pursued by government tourism organisations (Weaver & Lawton 2006:400). 
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Studies conducted by Dugulan, Balaure, Popescu and Veghes (2010:744) have shown 

that cultural heritage does not appear as a supporting pillar for travel and tourism com-

petitiveness in many countries particularly in Central and Eastern Europe. This is not 

necessarily due to lack of such resources but rather due to insufficient or ineffective 

promotion.  

Determining cultural tourists’ visitation trends, identification of key market segments and 

their expenditure, activity patterns, perceptions of visitor satisfaction and effectiveness 

of prior and current promotional campaigns should be based on market research. To 

understand tourists’ motivation and behaviour, destination marketers should analyse the 

elements that influence visitation in order to achieve visitation goals (Pearce 2005:162; 

Enright & Newton 2005:341), hence this can help in repositioning a destination for com-

petitiveness (Cooper, Fletcher, Fyall, Gilbert & Wanhill 2005:5).  

Understanding the tourist pre-purchase information search can help in the design of ef-

fective marketing strategies getting across the right message, in the right place and at 

the right time to the tourists (Lubbe 2003:37). This implies using a certain criteria for 

identifying cultural tourists’ behavioural characteristics, expenditure patterns and needs 

which is fundamental in market segmentation. 

6 MATERIALS AND METHODS  

While the perspectives of the international visitors and particularly those of tourists from 

the developed countries have been the ‘benchmark’ for assessing a destination’s ap-

peal, in most developing countries, domestic tourists’ perspectives can be argued to be 

an inclusive perspective, noting that support of the local industry by the locals can real-

ize improved quality in products and services, maintenance of occupancy levels and ul-

timately the confidence of international visitors (Ndivo, Waudo & Waswa 2012:2).  

This study sought to determine tour operators’ perspectives regarding cultural tourism in 

Namibia. The study measured issues such as the major products being marketed, local 

community awareness of the significance of cultural tourism, the state of cultural re-

sources and the overall growth of cultural tourism. From the list mentioned above, a 

questionnaire was prepared comprising both open-ended and closed questions. On 

open ended questions, respondents were asked to add some important cultural ele-
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ments worth preserving which were omitted on the Likert list but helped in discussing 

the subject. Closed questions were in the form of a Likert scale (1= strongly disagree 

and 5= strongly agree) where respondents were asked to rate the statement regarding 

cultural tourism products.  

The survey consisted of a total number of 500 e-mail questionnaire attachments sent to 

tourism and travel operators drawn from the list of tourism business directory in Namib-

ia. Participants were randomly selected. A 22% return rate was achieved which was 

deemed satisfactory considering the data collection method used. The constraint that 

the survey encountered was that respondents were reminded three times. In the first 

instance, 12% responses were received, on the second time, 6% and finally, 4% were 

received. Since the aim of the study was to symphony the views of respondents regard-

ing re-positioning Namibia as a cultural tourism destination in order to enhance its com-

petitiveness, simple tabulations were made showing the views of respondents.  

The method was deemed suitable as it enables the description of data. The decision to 

use cultural heritage as a key component was reached based on the destination’s 

unique untapped cultural and heritage resources. A survey of ten major tour operators’ 

website was conducted. The snap survey sought to review the products, representation 

of culture through graphics and images being promoted by tour operators. The results 

were then used to make inferences regarding cultural tourism in Namibia and its impli-

cations to destination marketing. 

7 RESULTS 

Based on the empirical survey, the following results are presented. Table 1 summarises 

the demographic description of the respondents. The respondents were categorised ac-

cording to age and sex. The table seeks to understand the largest percentage of re-

spondents based on the aforementioned variables.  

TABLE 1: RESPONDENTS BY AGE AND SEX (N=110) 

Age group Female Male Total 

% % % 

Under 20 years 0.0 0.0 0.0 

21-25 years 33.3 7.3 23.6 

26-30 years 17.4 7.3 13.6 
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Source: Own compilation 

Table 1 shows the distribution of respondents by age and sex and it can be observed 

that about 36% of the total respondents were aged 41 years and above of which 58.5% 

were males. A total of 23.6% of the respondents were aged 21-25 years of which 33.3% 

were females. The results show that the majority of people working as tour consultants 

were females and young and those who were 41 years and above were probably in 

management positions as shown in Table 2 below. 

TABLE 2: NUMBER OF YEARS OF EXPERIENCE IN THE TOURISM INDUSTRY AND SEX (N=110)  

Years of experience in the tourism industry  Female Male Total 

% % % 

0-1 year 4.3 - 2.7 

2-5 years 52.2 14.6 38.2 

6-10 years 21.7 26.8 23.6 

> 10 years 21.7 58.5 35.5 

Total 100.0 100.0 100.0 

Source: Own compilation 

The survey shows that 38.2% of the respondents had 2-5 years of experience followed 

by 35.5% who had 10 years and above. A total of 23.6% had 6-10 years of experience. 

The results show that there was a balance on the responses since most of the respond-

ents had more than 2 years working experience.   

In order to reposition Namibia as a cultural tourism destination, respondents were asked 

to identify the most important products being marketed. The responses were tabulated 

as indicated in Table 3. 

TABLE 3: MAJOR PRODUCTS BEING MARKETED (N=110) 

Products being marketed Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Total 

% % % % % % 

Business tourism - .9 .9 48.2 50.0 100.0 

Age group Female Male Total 

% % % 

31-35 years 13.0 14.6 13.6 

36-40 years 10.1 12.2 10.9 

41+   years 23.2 58.5 36.4 

Total 100.0 100.0 100.0 



J  NDLOVU 
E  NYAKUNU 
 

Re-positioning Namibia as cultural tourism destination to  
enhance its competitiveness: A tour operators’ perspective 

 

 

 
 
Journal of Contemporary Management  
DoE accredited   
ISSN 1815-7440   
 

 
Volume 10  

2013 
Pages 117 – 134 

 

 
Page 124 

 

 

 

Products being marketed Strongly 

disagree 

Disagree Undecided Agree Strongly 

agree 

Total 

% % % % % % 

Backpacker tourism - - .9 38.2 60.9 100.0 

Historical and cultural 

 tourism 

6.4 8.2 22.7 31.8 30.9 100.0 

Special interest .9 .9 4.5 43.6 50.0 100.0 

Hunting safaris - 2.7 6.4 26.4 64.5 100.0 

Photographic safaris - - 2.7 28.2 69.1 100.0 

Educational tours .9 .9 1.8 35.5 60.9 100.0 

Eco-tourism - 1.8 .9 34.5 62.7 100.0 

Safari tours - - 1.8 31.8 66.4 100.0 

Adventure tourism - - .9 38.2 60.9 100.0 

Sports tourism - - 5.5 40.0 54.5 100.0 

Source: Own compilation 

The table above shows that tour operators tend to promote the following products name-

ly; photographic safaris (69.1%), safari tours (66%), hunting safaris (64.5%), eco-tourism 

(62.7%), educational tours (60.9%), adventure tourism (60.9%), and sports (54.5%). 

Some of the products being promoted include special interest (50%), business tourism 

(50%) and historical and cultural tourism (30.9%). The results show that cultural tourism is 

not marketed as a unique product but as part of a product line (package). Whilst Namibia 

has vast cultural heritage, both tangible and intangible heritage, the results show that 

there are no tour operators specialising in this niche product.  

To determine the potential role of cultural tourism in the Namibian economy, respond-

ents were asked to rate a set of statements concerning the potential of cultural heritage 

tourism in Namibia. The responses obtained are indicated in Table 4. 

TABLE 4: ROLE OF CULTURAL HERITAGE TOURISM IN NAMIBIA (N=110) 

The potential of cultural and 

heritage tourism in Namibia 

Strongly 

disagree Disagree Undecided Agree 

Strongly 

agree Total 

% % % % % % 

Sustenance of livelihoods in the 

rural areas 

- 1.8 6.4 37.3 54.5 100.0 

Can lead to employment creation - - 1.8 36.4 61.8 100.0 

Local community development - - .9 32.7 66.4 100.0 
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The potential of cultural and 

heritage tourism in Namibia 

Strongly 

disagree Disagree Undecided Agree 

Strongly 

agree Total 

% % % % % % 

Attracting investment - .9 4.5 41.0 53.6 100.0 

Improvement of standards of living - - 7.3 31.8 60.9 100.0 

Need to create awareness - .9 1.8 25.5 71.8 100.0 

Need more investment .- .9 1.8 22.7 74.5 100.0 

Economic growth .9 - 1.8 42.7 54.5 100.0 

Great potential - - 1.8 19.1 79.1 100.0 

Slow growth - - 1.8 22.7 75.5 100.0 

None existent .9 1.8 6.4 50.9 40.0 100.0 

Source: Own compilation 

The results indicate that Namibia has great potential (79.1%) for cultural tourism, 75.5% 

of the respondents felt that cultural tourism has a slow growth which is supported by 

74.5% who said cultural tourism needs more investment. Since there is evidence that 

this product needs more investment, there is need to create awareness (71.8%) on the 

significance of cultural tourism. If cultural tourism is promoted, it can lead to local com-

munity development (66.4%), employment creation (61.8%), improved standards of liv-

ing (60.9%) and sustenance of livelihoods (54.5%).   

Generally, the world over tourism can lead to economic growth (54.5%). Respondents 

were of the opinion that since more investment is needed; stakeholders need to develop 

ways of attracting investment (53.6%) into this area. Only 40% of the respondents felt 

that cultural tourism was none existent. To ensure viability of this product, respondents 

were of the opinion that there is need to develop interpretation services or tell compel-

ling stories of the past and document these in order to attract cultural tourists.  

However, in some cases, the evidence shows that cultural tourism was viewed as 

providing real and authentic life experiences to tourists in communal areas. Further-

more, some respondents felt that, if it is properly planned it can yield more benefits to 

the locals through the sale of hand-made crafts from local materials as souvenirs. 
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8 TOUR OPERATOR'S PERCEPTIONS OF CULTURAL TOURISM 

Some tour operators commented that they were not sure of any incidences that have 

transpired as an outcome of cultural tourism impact; however some positive outcomes 

were noted where tourists visit cultural heritage sites in Namibia, make documentaries 

of tribal lives and take pictures of cultural artefacts. Some tour operators were not sure 

as to what measures of control are there and some were not even aware of the cultural 

heritage policy. Table 5 shows the perceptions of tour operators regarding cultural tour-

ism. 

TABLE 5: TOUR OPERATOR'S PERCEPTIONS OF CULTURAL TOURISM (N=110) 

Destination’s competitiveness through  

cultural tourism  

Status group 

Tour 

consultants 

Tour 

managers 

Tour 

Guides 

Total 

% % % % 

Attractiveness Undecided 8.7 5.6 6.8 7.3 

Agree 34.8 44.4 40.9 38.2 

Strongly agree 56.5 50.0 52.3 54.5 

Total 100.0 100.0 100.0 100.0 

Distinctive competency Undecided 6.5 16.7 .0 5.5 

Agree 28.3 22.2 29.5 27.3 

Strongly agree 65.2 61.1 70.5 67.3 

Total 100.0 100.0 100.0 100.0 

Sustainable utilisation of re-

sources 

Undecided 2.2 .0 2.3 1.8 

Agree 21.7 44.4 25.0 26.4 

Strongly agree 76.1 55.6 72.7 71.8 

Total 100.0 100.0 100.0 100.0 

Source: Own compilation 

Tour operators strongly agreed that cultural tourism can increase the attractiveness of 

Namibia as a destination (54%).  A total of 67.3% strongly agreed that this product can 

be used as a distinct competitive advantage. Tour operators acknowledged that cultural 

tourism can result in sustainable utilisation of resources (71.8%), since it can help peo-

ple to develop a sense of pride in their culture. Tour operators were of the opinion that 

culture is viewed by some locals as being backwards, especially the youth. However, 

some tour operators were concerned that the growth of cultural tourism can result in 

tourists mythologising local cultures, which can eventually cause deterioration on the 

quality of experience through commodification of culture. Tour operators were also con-
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cerned about mass cultural tourism which has a potential to impact negatively on the 

destination should this product be promoted robustly.  Some tour operators warned that 

even though cultural tourism has the potential to yield positive benefits, it needs to be 

managed properly so that positive impacts could be realised. 

A substantial percentage of the respondents (35%) agreed to a certain extent that local 

communities are involved in cultural tourism planning in their area since planning is a 

broad process which starts from national to local levels (30% of the respondents agreed 

and 20% greatly agreed). The results show that more consultations and involvement of 

locals is needed for cultural tourism to succeed. It seems as if cultural tourism develop-

ers only consult with government on key issues and that locals participate passively at 

grassroots level.  

To support the evidence presented above, respondents indicated that locals do not play 

a pivotal role in the cultural tourism implementation (40%) process. Tour operators sug-

gested that if local people are being used as attractions, national cultural tourism strate-

gies should be put in place to create community’s awareness of tourism potential in 

Namibia. The involvement of local people in marketing and promotion of cultural prod-

ucts could improve the product offering as, indicated in Table 6. 

TABLE 6: COMMUNITY NOT AWARE OF CULTURAL TOURISM POTENTIAL IN NAMIBIA (N=110) 

Community’s awareness of cultural tourism 

potential in Namibia 

 

Status group 

Tour 

consultants 

Tour man-

agers 

Tour 

Guides 

Total 

% % % % 

Attractiveness Undecided 3.2 13.5 18.7 9.0 

Agree 22.7 24.3 23.2 25.5 

Strongly agree 74.1 62.2 59.1 65.5 

Total 100.0 100.0 100.0 100.0 

Investment Undecided 12.7 4.0 12.6 7.3 

Agree 36.8 45.4 40.4 22.0 

Strongly agree 50.5 50.6 47.0 70.7 

Total 100.0 100.0 100.0 100.0 

Employment  Undecided 13.8 15.3 1.8 12.5 

Agree 35.9 34.2 3.4 20.3 

Strongly agree 50.3 50.5 61.8 67.3 

Total 100.0 100.0 100.0 100.0 

Source: Own compilation 
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The evidence suggests that most communities are not aware of the value of cultural 

tourism in Namibia. Whilst tourists come from all over the world to visit Namibia, the 

community is ignorant of the contribution of culture to destination attractiveness 

(65.5%). Even though tour operators were of the opinion that some community projects 

are well managed and the community is largely involved, some communities were not 

aware of the amount of investment in cultural tourism (70.7%) in their locales. This be-

ing the case, tour operators suggest that communities should be more involved in all 

projects in their areas, especially if the project has the potential to help the community 

directly. However, some community members raised concerns about foreign life style 

influences, sympathy and the feeling of pity by visitors in their communities. Respond-

ents could not link employment (67.3%) to cultural tourism; concerns were raised with 

regard to the loss of authentic tradition which has been compounded by the introduction 

of a living museum concept. Generally, respondents indicated that there is a significant 

upkeep of cultural heritage sites in Namibia. Furthermore, respondents indicated that 

the Living Museums are part of Namibia Community-Based Tourism Association 

(NACOBTA) strategies to revive cultural tourism but most of the cultural tourism activi-

ties are not controlled at all or if controlled, it is not enough.  

9 DISCUSSION AND IMPLICATIONS  

Cultural tourism is premised on local people’s rich and diverse material and non-

material resources.  The results show that in Namibia, cultures have been negated or 

poorly developed, promoted and marketed to meet the diverse and changing consump-

tion tastes and patterns of cultural tourists.  As a result, few communities appreciate the 

anticipated benefits of cultural tourism projects which may not be immediate and some-

times take a long time before the results can start showing (Richards 2007:72). Contrary 

to the concerns raised by tour operators that cultural tourism could result in loss of au-

thentic tradition, instead cultural tourism can be used as a community modifier. By doc-

umenting community lifestyles and rich traditions, local people/communities can begin 

to have a sense of belonging concerning their renewed source of community pride and 

overcome their prejudices. Cultural tourism should be compatible with tour operators’ 

schedules and should offer reliable, regular show times and a guaranteed experience. 

Sometimes overseas tour operators reinforce existing stereotypes and inaccurate imag-
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es of indigenous African communities (Akama 2001:14) through brochures, graphics 

and other promotional materials; in that case dissatisfaction can result if there is a gap 

between tourists’ perception and their expectation. The bigger the gap, the more dissat-

isfied the tourists become. Even though tour operators in Namibia follow designated 

tourism routes, the evidence shows that there are no tour operators specialising in cul-

tural tourism as a core product. To most, cultural tourism is an additional activity on their 

traditional routes which are not expanding benefits to communities. The fundamental 

principle of cultural tourism is that local people must retain ownership of their culture 

and have power in decision making with regards to the elements they wish to portray 

and with which they want to conceal (Richards 2007:73), which is not the case in Na-

mibia. 

Black alienation and exclusion from the main stream tourism in the past has meant that 

most blacks have lacked control over the way in which their diverse cultures have been 

portrayed (Akama 2001:15). Based on this notion, the cultural tourism strategy in Na-

mibia should be questioned since the benefits are based on showcasing indige-

nous/marginalised communities as part of the cultural tourism strategy, which is differ-

ent from the developed world. Currently, most Namibian nationals do not participate in 

cultural tourism, which has become a challenge in shaping this niche tourism activity. 

Studies have shown that there is a struggle that has emerged between market viability, 

authenticity and representation which have resulted in commercial screening and pack-

aging utility (Ramchander 2004:4). In pursuant of cultural heritage resources, these 

studies have shown that culture and history represent the primary touristic attractive-

ness of a destination which is the product of ‘human’ rather than ‘natural’ processes 

(Crouch, 2007:2). The evidence gained from the empirical findings suggests that what is 

being marketed and promoted are pseudo-events that are reflective of neither past nor 

present realities (Ramchander 2004:4).  

Commercialisation of non-material forms of culture has been a major concern and the 

marketing of culture appears to be the most prevalent issue in developing countries 

(Richards 2007:75). Considering that the Namibian government has adopted tourism as 

a strategy for economic growth, poverty alleviation and employment creation, cultural 
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tourism must not be used as a development option alone to base a rural economy on 

but should be used as a means to complement local economies that are already thriving 

(Sillignakis 2008).  

The recognition of the role of cultural tourism in creating and reinforcing people’s identi-

ty has, in recent years, played a significant role in the growing interest in diverse as-

pects of tourism, especially in the developed world. However, in Namibia, cultural tour-

ism should lead to increased public appreciation of environmental issues and problems 

thereof by deriving strategies that recognise threats and focus on managing potential 

impacts in an attempt to strive for long-term viability (Page & Connell 2006:185). To be 

able to reposition a destination for cultural tourism prospects, it is essential to conduct 

basic market research about the status quo of cultural tourism, the activities undertaken 

by tourists during excursions and the overall perception of communities regarding cul-

tural tourism. This will then inform destination markers on how they can re-position Na-

mibia as destination competitively. The adoption of a “low volume-high returns model” 

demonstrates the need to target cultural tourists who are considered to be well in-

formed, educated about cultural values and appreciate both social and economic im-

pacts of their presence on the locale.  

Global studies on cultural tourism indicate that many destinations are now actively 

emerging by developing their tangible and intangible cultural assets as a means of im-

proving their comparative and competitive advantages on the marketplace. Beside, 

most destinations have created locale distinctiveness in the face of globalization. Never-

theless, tourism and culture have been viewed as major drivers of a destination’s attrac-

tiveness which is a key component of competitiveness. To achieve competitiveness 

through cultural tourism, the government of Namibia has to initiate policy interventions 

to guide the adoption of cultural tourism as a distinct competitive advantage for the des-

tination.  

10 CONCLUSION 

Tourism and culture have become buzz-words in today’s destination competitiveness 

literature linked to their role in destination’s attractiveness. The study has shown that 

the promotion of culture in all its forms is likely to feature strongly in tourism products 
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and the promotion of emerging destinations such as Namibia, even those that have 

conventionally depended on their natural assets (sand, sun and sea) in the past for their 

attractiveness. Although cultural tourism has been studied in detail, this paper has re-

vealed that most studies have failed to address the concept of destination attractiveness 

through culture and its use thereof for competitive positioning, especially in the African 

context.  

This study revealed that Namibia has diverse cultural heritage resources, but most tour-

ists who visit the destination are not culture enthusiasts and currently, cultural tourism is 

used as an additional activity by tour operators. As such, there is a need to develop 

tangible and intangible cultural assets creatively (e.g. selling “atmosphere”, cultural 

events and or gastronomy, museums and monuments). The study argues that cultural 

tourism needs to be re-defined, re-packaged and marketed vigorously in order to lure a 

unique cultural tourism market segment.  

The current assumption by those with the responsibility of marketing tourism in Namibia 

is that all tourists are interested in culture, which may not be the case. The key findings 

reveal that there is inadequate market research on cultural tourism and cultural tourism 

in its self is a “missed opportunity”.  

By conducting deliberate and comprehensive market research to understand tourists’ 

needs, perceptions and motivation for visiting Namibia as a destination, particularly cul-

tural heritage sites, Namibia can reposition itself for market leadership. Such studies 

should be extended to understanding local communities’ needs, believes, attitudes, be-

haviour and expectations of cultural tourism. This paper recommends a holistic ap-

proach to cultural tourism awareness campaigns which should include tour operators 

and other tourism stakeholders. Finally, Destination Marketing Organisations (DMOs) 

should play a leading role in promoting cultural tourism to enhance Namibia’s competi-

tiveness.  
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