
Marketing ‘Africa’: Exploring colonial legacies in the 

contemporary tourism industry 

Britney De Bruycker 

Student number: 3990586 

Supervisor: Prof. Shirley Brooks 

Submitted in fulfilment of the academic requirement for the degree of Master of 

Arts in the Faculty of Arts and Humanities at the University of the Western Cape. 

Department of Geography, Environmental Studies and Tourism 

January 2025 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  2 
 

Declaration 

I, Britney De Bruycker, declare that the following study “Marketing ‘Africa’: Exploring colonial 

legacies in the contemporary tourism industry” is my own. Where I have made use of another’s 

work, I have attributed the source in the correct way. 

 

This thesis was carried out from February 2022 to December 2024. The study was conducted 

under the supervision of Professor Shirley Brooks of the Department of Geography, 

Environmental Studies and Tourism at the University of the Western Cape. 

 

 

28/01/2025 

----------------------------------     ------------------------------- 

Signature           Date 

  

https://uwcscholar.uwc.ac.za/home

Copyright © 2025 University of the Western Cape All rights reserved



 

   
 

 
  3 
 

Acknowledgements 

Thank you to my family and my dear friends for their unconditional support. Thank you for the 

patience, the motivation, and the guidance.  

 

Thank you to my supervisor, Professor Shirley Brooks, for her support, guidance and feedback 

which enabled me to fulfil this thesis. 

 

I also thank my participant for the insights on the tourism marketing campaigns of South Africa. 

Thank you for your everlasting kindness, enthusiasm and time. 

  

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  4 
 

Table of contents 
Declaration .......................................................................................................................................................................... 2 

Acknowledgements ......................................................................................................................................................... 3 

List of tables ........................................................................................................................................................................ 6 

List of figures ...................................................................................................................................................................... 6 

Abstract ................................................................................................................................................................................ 8 

Chapter 1: Introduction ................................................................................................................................................. 9 

1.1. Rationale for the study ...................................................................................................................................... 9 

1.2. The study areas ................................................................................................................................................. 12 

1.3. Research statement ......................................................................................................................................... 13 

1.4. Aim and objectives ........................................................................................................................................... 14 

1.5. Structure of the thesis .................................................................................................................................... 14 

Chapter 2: Literature Review ................................................................................................................................... 16 

2.1. Introduction ........................................................................................................................................................ 16 

2.2. Tourism Geographies ..................................................................................................................................... 16 

2.3. Tourism marketing .......................................................................................................................................... 18 

2.3.1. Visual representations................................................................................................................................ 19 

2.4. Decolonising tourism ...................................................................................................................................... 23 

2.5. Representations of Africa ............................................................................................................................. 23 

2.6. Representations of African people ............................................................................................................ 27 

2.7. Representations of African landscapes ................................................................................................... 30 

2.8 Conclusion ............................................................................................................................................................ 32 

Chapter 3: Methodology ............................................................................................................................................. 34 

3.1 Introduction ......................................................................................................................................................... 34 

3.2. Human-centred theories in geography ................................................................................................... 34 

3.3. Geography and the Visual ............................................................................................................................. 35 

3.4. Aim and objectives ........................................................................................................................................... 37 

3.5. Data collection and analysis ......................................................................................................................... 38 

3.6. Ethical considerations and reflections on positionality ................................................................... 42 

3.7. Conclusion ........................................................................................................................................................... 43 

Chapter 4: Stereotypes in marketing ‘Africa’: Analysis of text and images ........................................... 45 

4.1. Introduction ............................................................................................................................................................ 45 

4.2. ‘Africa is a country’ stereotype ................................................................................................................... 45 

4.2.1. The generic ‘African’ experience ...................................................................................................... 48 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  5 
 

4.2.2. ‘Africa’s’ landscape ................................................................................................................................. 51 

4.2.3. ‘Africa’s’ culture ....................................................................................................................................... 53 

4.3. ‘Unchanged’ ‘African’ landscape ................................................................................................................. 54 

4.3.1. Stereotypical adjectives: ‘pristine’, ‘untouched’ and ‘unspoiled’ ........................................ 54 

4.2.2. Stereotypical adjectives: ‘virgin’, ‘primeval’/‘primordial’, ‘raw’, ‘untamed’ ................... 59 

4.3.3. ‘Authentic’ environment ...................................................................................................................... 63 

4.4. An ‘empty’ or ‘uninhabited’ ‘Africa’ .......................................................................................................... 64 

4.3.1. ‘Authentic’ experiences’ ....................................................................................................................... 73 

4.5. ‘Africa’ as an ‘Eden’ or a ‘paradise’ ............................................................................................................ 74 

4.6. ‘Backward’ ‘Africa’ ........................................................................................................................................... 78 

4.7. Visiting the ‘past’ in ‘Africa’ .......................................................................................................................... 79 

4.7.1. Going back in time in ‘Africa’ .............................................................................................................. 81 

4.7.2. Visiting ‘prehistoric’ attractions in ‘Africa’ ................................................................................... 83 

4.8. Conclusion ........................................................................................................................................................... 84 

Chapter 5: Colonial legacies and stereotypes in marketing ‘African’ people: analysis of text and 

images ................................................................................................................................................................................ 86 

5.1. Introduction ........................................................................................................................................................ 86 

5.2. Colonial names .................................................................................................................................................. 86 

5.2.1. Colonial place names ............................................................................................................................. 86 

5.2.2. Colonial names for ‘African’ people ................................................................................................. 88 

5.3. Colonial sentiments: ‘explore’ and ‘discover’ ....................................................................................... 91 

5.3.1. ‘Exploring’ or ‘discovering’ African countries ............................................................................. 91 

5.3.2. ‘Exploring’ or ‘discovering’ ‘African’ people/culture ............................................................... 95 

5.4. Glorifying the colonial legacy ...................................................................................................................... 97 

5.4.1. Glorifying colonial buildings and celebrating explorers ......................................................... 98 

5.5. Glorifying the legacy of colonial ‘prosperity’ ...................................................................................... 100 

5.6. Representing African people as ‘African’ icons of ‘traditionalism’ ............................................ 102 

5.6.1. The Maasai (Tanzania) ....................................................................................................................... 102 

5.6.2. The Hadzabe (Tanzania) .................................................................................................................... 105 

5.6.3. The OvaHimba (Namibia) .................................................................................................................. 107 

5.6.4. The San (Namibia) ................................................................................................................................ 110 

5.6.5. The Damara, the Herero and the Kavango people (Namibia) ............................................ 112 

5.6.6. The Zulu (South Africa) ...................................................................................................................... 115 

5.6.7. Iby’Iwacu Cultural Village (Rwanda) ............................................................................................ 119 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  6 
 

5.7. The notion ‘traditional’ in relation to ‘African’ people and their culture ................................ 121 

5.8. Homesteads of ‘African’ people ................................................................................................................ 125 

5.9. Authentic ‘African’ culture .......................................................................................................................... 128 

5.10. Conclusion ...................................................................................................................................................... 129 

Chapter 6: Conclusion ................................................................................................................................................ 131 

6.1. Stereotypes in the marketing of ‘Africa’................................................................................................ 132 

6.2. Colonial legacies and stereotypes in marketing ‘African’ people ............................................... 139 

6.3. Recommendations for future research ................................................................................................. 147 

7. Reference list ............................................................................................................................................................ 148 

Appendix 1: Interview questions marketer South Africa ........................................................................... 157 

 

 

List of tables 

Table 1: Websites travel agencies ........................................................................................................................... 39 

Table 2: Websites of national tourism departments....................................................................................... 39 

 

List of figures 

Figure 1: Study area map: Rwanda, Tanzania, Namibia and South Africa ............................................. 13 

Figure 2: Photographic representation types in tourism ............................................................................. 20 

Figure 3: Depictions of wildlife in Namibia ........................................................................................................ 50 

Figure 4: Depictions of wildlife in Tanzania ....................................................................................................... 50 

Figure 5: Depictions of wildlife in South Africa ................................................................................................ 50 

Figure 6: Depiction of gorillas and tourists in Rwanda ................................................................................. 51 

Figure 7: Depictions of savannah landscape in Namibia ............................................................................... 52 

Figure 8: Depictions of savannah landscape in Tanzania ............................................................................. 53 

Figure 9: Occurrence of ‘pristine’, ‘unspoiled’, ‘untouched’ in the countries’ travel agencies....... 55 

Figure 10: Occurrence of ‘pristine’, ‘untouched’, ‘unspoiled’ on the national tourism departments 

websites ............................................................................................................................................................................. 55 

Figure 11: Occurrence of ‘untamed’, ‘raw’, ‘virgin’, ‘primeval’/‘primordial’ in the countries’ travel 

agencies ............................................................................................................................................................................. 60 

Figure 12: Occurrence of ‘untamed’, ‘raw’, ‘virgin’, ‘primeval’ on the national tourism 

departments websites ................................................................................................................................................. 60 

Figure 13: Occurrence of ‘uninhabited’, ‘undiscovered’/‘unexplored’ in the countries’ travel 

agencies ............................................................................................................................................................................. 65 

Figure 14: Occurrence of ‘uninhabited’, ‘undiscovered’/‘unexplored’ on the national tourism 

departments websites ................................................................................................................................................. 65 

Figure 15: Occurrence of ‘remote’, ‘secluded’, ‘isolated’/‘desolate’ in the countries’ travel 

agencies ............................................................................................................................................................................. 67 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  7 
 

Figure 16: Occurrence of ‘remote’, ‘secluded’, ‘isolated’/‘desolate’ on the national tourism 

departments websites ................................................................................................................................................. 67 

Figure 17: Occurrence of ‘undisturbed’, ‘untroubled’ in the countries’ travel agencies .................. 69 

Figure 18: Occurrence of ‘undisturbed’, ‘untroubled’ on the national tourism departments 

websites ............................................................................................................................................................................. 70 

Figure 19: Depictions of empty landscapes in Rwanda ................................................................................. 72 

Figure 20: Depictions of empty landscapes Tanzania .................................................................................... 72 

Figure 21: Depictions of empty landscapes in Namibia ................................................................................ 72 

Figure 22: Depictions of empty landscapes in South Africa ........................................................................ 72 

Figure 23: Occurrence of ‘magical’/‘enchanting’, ‘idyllic’ in the countries’ travel agencies ........... 76 

Figure 24: Occurrence of ‘magical’/‘enchanting’, ‘idyllic’ on the national tourism departments 

websites ............................................................................................................................................................................. 76 

Figure 25: Occurrence of the colonial term ‘bushmen’ in the countries’ travel agencies ................ 89 

Figure 26: Occurrence of ‘discovering’ or ‘exploring’ African countries in the countries’ travel 

agencies ............................................................................................................................................................................. 91 

Figure 27: Occurrence of ‘discovering’ or ‘exploring’ African countries on the national tourism 

departments websites ................................................................................................................................................. 92 

Figure 28: Occurrence of ‘exploration’ or ‘expedition’ in the countries’ travel agencies ................ 94 

Figure 29: Occurrence of ‘discovering’ or ‘exploring’ African people in the countries’ travel 

agencies ............................................................................................................................................................................. 96 

Figure 30: Depiction of the Maasai ....................................................................................................................... 103 

Figure 31: Depiction of the Maasai dancing ..................................................................................................... 104 

Figure 32: Depiction of the OvaHimba................................................................................................................ 110 

Figure 33: Depiction of the San (Namibia) ........................................................................................................ 112 

Figure 34: Depiction of the Damara ..................................................................................................................... 113 

Figure 35: Depiction of the Herero....................................................................................................................... 114 

Figure 36: Depiction of the Zulu ............................................................................................................................ 116 

Figure 37: Depiction of the San (South Africa) ................................................................................................ 117 

Figure 38: Depiction of South African safari guides/trackers .................................................................. 118 

Figure 39: Intore Dance Troupes (Rwanda) .................................................................................................... 120 

Figure 40: Tanzanian Homestead ......................................................................................................................... 126 

Figure 41: Namibian people and their homesteads ...................................................................................... 126 

Figure 42: South African Homesteads ................................................................................................................ 128 
 

 

  

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  8 
 

Abstract 

This study aims to examine how the African tourism industry represents itself to international 

tourists, by exploring the tourism industry of four African countries, i.e. South Africa, Namibia, 

Tanzania and Rwanda, through focusing on language and images in selected travel agency 

websites (including the national tourism departments). The selected countries reflect the 

differing nature of the colonial experience and vary in colonial histories, geographic location, 

and prominence in the African tourism industry. The research adopts a qualitative 

methodology, examining websites from different travel agencies in each African country, using a 

textual and visual approach. An interview with a marketer from South Africa was conducted to 

obtain further insight into the thinking behind the tourism campaigns. The focus was on the 

dilemmas faced by image makers in either perpetuating or contesting colonial stereotypes in 

representing South Africa to international tourists. The study found that these stereotypes, 

namely general stereotypes about Africa, African people and the colonial legacies, were indeed 

commonly found in the marketing of South Africa, Namibia and Tanzania. Rwanda differed in 

some key respects, as the Rwandan marketing hardly revealed any colonial legacies and 

perpetuated only a few stereotypes about African people. Marketers found it difficult to 

abandon the stereotypes due to the lack of awareness of certain stereotypes and because of 

marketing purposes as they play into the preconceived ideas that tourists have about African 

countries and its inhabitants. 

 

Keywords: Africa, tourism, tourism geographies, marketing, tourist advertising, representation, 

colonial legacy, stereotypes 
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Chapter 1: Introduction 

This study is interested in exploring themes of representation, stereotypes and colonial legacies 

within the contemporary tourism industry in African countries, particularly in Rwanda, 

Tanzania, Namibia and South Africa. In introducing the thesis, this chapter provides the 

rationale for the study, briefly introduces the study areas and their colonial histories, and lays 

out the aim and objectives of the thesis. Located in the field of Human Geography, the thesis 

adopts a qualitative methodological approach in investigating these issues of stereotypes and 

colonial legacies, both of which are longstanding themes in the tourism industry. 

 

1.1. Rationale for the study 

Academically, the study is necessary because tourism plays a significant role in the process of 

place making as the industry shapes and creates places specifically for tourists to consume, a 

process that centrally involves what John Urry (1990) famously termed ‘the tourist gaze’. The 

marketing of a place causes certain representations to circulate, as the tourism industry wants 

to promote and sell a particular destination through the construction of certain images. Tourism 

marketing plays with the representations of places by using those images to both create and 

then fulfil tourists’ expectations. The impacts for the destination can be negative, potentially 

leading to a freezing of tourist destinations into fixed and standardised places. It results in the 

creation of ‘pseudo-places’ (Relph, 1976 cited in Wall-Reinius, Ioannides and Zampoukos, 

2019). The other issue or interest to tourism scholars is staged authenticity, whereby artificial 

tourist experiences become the norm. This is clearly explained by Williams who refers to: 

“Sanitised, simplified and staged representations of places, histories, cultures and societies 

[that] match the superficiality of the tourist gaze and meet tourist demands for entertaining and 

digestible experiences, yet they generally provide only partial representations of the places that 

are toured and their societies and cultures.” (Williams, 2009, p. 197) 

 

These partial representations of tourist destinations circulate within the industry through the 

use of photographs. Visual representations are a predominant aspect of the tourism industry 

and their role in image-making is significant. Images have the power to make representations 

‘real’ (Hunter, 2008), and thus, photographs are widely considered to be authentic depictions of 

the existing world (Hillman, 2007). As a result, this creates preconceived ideas about a place 

that tourists anticipate to see, and in turn reduces those destinations to certain images. 
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With regards to the marketing of African countries, scholars have pointed out that these 

presuppositions are also generated within the tourism industry through the employment of 

representations and/or stereotypes that stem from the colonial period. In line with postcolonial 

theory, this study approaches colonialism not as a discrete historical period but as an ongoing 

structural relationship that continues to shape contemporary power dynamics and neo-colonial 

practices. A prominent representation that dominates the marketing of African countries is the 

image of Africa as a ‘primitive paradise’ (Dunn, 2004). The African continent is perceived as a 

‘pre-modern’ place unchanged since time began. This also refers to the myth of the Lack of 

Progress defined by Harth (2009), which implies that African people are not advanced. Thus, 

the othering of African people is being emphasised with the categorisation of Western people 

who are ‘modern’ and ‘advanced’ versus African people who are ‘traditional’ and ‘backward’. A 

prime example of this is the tourist representation of the Maasai people who are repeatedly 

represented in a stereotypical way, more particularly as ‘icons’ of African traditionalism, and 

people who resist modern life (Galaty, 2002 cited in Salazar, 2009). Consequently, the Maasai 

and their culture have been turned into a commodity, and thus, a tourist attraction which 

results in objectifying, reifying, homogenising, and naturalising them (Salazar, 2009). 

 

Another significant representation that circulates within the marketing of African countries is 

the image of an ‘authentic Africa’, which depicts the continent as a traditional and undeveloped 

place (Dunn, 2004). Neumann (1995) identified a common trope in line with the latter, namely 

that Africa is often portrayed as an ‘Eden’, which signifies a paradise. This image stands for a 

primordial, undisturbed, and unchanging place without the presence of humans. The 

aforementioned aligns with Harth’s (2009) myth of the Timeless Present, which indicates that 

the African continent is a timeless place where things have been unchanged for decades, as if 

Africa, and its African people, are frozen in time. Therefore, Africa is perceived as a place ‘stuck’ 

in history, and tourists travel to Africa to visit and/or experience the ‘past’ (Dunn, 2004).  

 

Moreover, Africa is represented as a homogenous entity (Nothias, 2018), which refers to the 

myth of African Continuity (Harth, 2009). It encompasses the argument that the African 

continent is presented as one country, achieved by using generic references to ‘Africa’ rather 

than to specific countries (Cornelissen, 2005). In other words, the stereotype ‘Africa is a 

country’ is extensively employed in the representation of the continent, including within the 

tourism marketing, which results in a generalisation that reduces Africa to one country whereby 

the diversity of the continent is ignored. 
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Although there has been research on how Africa in general is represented in the West, there is 

still a gap in the literature on how specific African countries are represented in relation to the 

tourism industry. In particular, literature appears to be lacking on how actual African countries 

represent themselves to tourists, and whether they follow similar Western styles of portrayal. In 

other words, the question is to what extent the colonial legacy in the form of representations 

and/or stereotypes that stem from the colonial period, remains current within the tourism 

marketing. 

 

In my research project for my BA (Honours) degree, I explored how the South African tourism 

industry represents two provinces, the KwaZulu-Natal and the Western Cape provinces, to 

international tourists. The findings suggest that the colonial legacy is still deeply embedded in 

the tourism industry in (South) Africa. This needs more awareness as the tourism industry 

appears to be largely perpetuating those long-standing colonial images rather than contesting 

or complicating them.  

 

My aim in this thesis is to examine the extent to which the colonial legacy is present in the 

tourism marketing by Africans in four African countries, and to explore any ambivalence in this 

regard. In this research I focus on an emic view by looking at how the tourism industry in 

selected African countries represents these countries to tourists (the etic view on the other 

hand centres around how the ‘West’ perceives Africa). These two different views are of course 

interrelated as they shape each other. In exploring tourism advertising and the representation 

of African countries in Africa, I examine the tourism industry in four African countries in east 

and southern Africa.  

 

Those countries have been chosen based on their location on the continent and the fact that 

they were ruled by different European countries during the colonial period. The countries are: 

Namibia (Southern Africa, colonised by Germany), Rwanda (Central Africa, colonised by 

Germany and Belgium); Tanzania (East Africa, colonised by Germany and Britain); and South 

Africa (colonised by Britain and the Netherlands). In addition, these countries have a well-

established tourism industry which is important for this research. I am interested in exploring 

how those four countries are represented to the tourist in regards to the representation and 

depiction of African landscapes, including the animals, and the African people. This comparative 

study of the selected African countries proceeds by looking at selected text and images in tourist 

advertising (i.e. websites).  
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1.2. The study areas 

My research is based on four African countries, i.e. Rwanda, Tanzania, Namibia and South Africa, 

located in different regions on the African continent, as shown in Figure 1 below. These 

countries each have their own colonial history and different former colonial powers because of 

the ‘Scramble for Africa’, which refers to “the period from the late 19th to the early 20th century 

in which European imperial powers claimed control of most African territory” (Kulik, 2024). In 

other words, the European powers divided the African continent in arbitrarily pieces of land 

among themselves. 

 

Rwanda and its neighbouring country Burundi were first a German colony called German East 

Africa from 1894 to 1918 (Clay and Lemarchand, 2024). After World War I the territory fell into 

Belgian hands as the League of Nations mandated Rwanda and Burundi under Belgian authority, 

called the Territory of Ruanda-Urundi (Clay and Lemarchand, 2024). Eventually, Rwanda 

became independent in 1962 (Clay and Lemarchand, 2024). The mainland of Tanzania was also 

first colonised by the Germans as part of the German East Africa region in the 1880s until 1918, 

while the island Zanzibar became a British protectorate in 1890 (Chiteji and Ingham, 2024). 

Here as well, another European power, i.e. the British, took over the German colony in 1920 

after the First World War through a League of Nations mandate to control the mainland 

territory, which the British renamed Tanganyika (Chiteji and Ingham, 2024). Tanganyika gained 

its independence in 1961 and the island of Zanzibar in 1963, resulting in the unification of the 

two countries to form the United Republic of Tanzania in 1964 (Chiteji and Ingham, 2024). 

 

Namibia was another country that was colonised by the Germans in the 1880s, known as 

German South West Africa (Green, 2024). In 1914-1915, South Africa started to occupy the 

country as part of the conquest of the German colonies due to the First World War (Green, 

2024), similarly to what happened in Rwanda and Tanzania. Afterwards, the League of Nations 

allocated a Class C mandate “(meaning no real targets for development of the people toward 

independence were intended) to the crown of Great Britain to be exercised by the Union of 

South Africa authorities” (Green, 2024).  Eventually, Namibia became independent in 1990 

(Green, 2024).  

 

Lastly, South Africa was firstly colonised by the Dutch with the Dutch East India Company that 

settled in the Cape in 1652 (Government of South Africa, n.d.). However, the British took control 

of the Cape Colony in 1806, resulting in the first British settlers arriving in 1820 (Bundy, 
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Gordon, Vigne, Cobbing, Lowe, Mabin, Thompson, Nel and Hall, 2024). In 1910, the country 

became the Union of South Africa with a white government and a certain degree of 

independence, even though the country was considered to be still a colony of Britain (Bundy et 

al., 2024). The apartheid system associated with the National Party victory was officially 

implemented in 1948 and lasted until the first democratic election in 1994 (Bundy et al., 2024).  

 

 

Figure 1: Study area map: Rwanda, Tanzania, Namibia and South Africa 

Source: MapChart (n.d.) 

 

1.3. Research statement 

The key research question can be phrased as follows: ‘To what extent is the colonial legacy 

embedded in tourist advertising, in terms of language and images, in African countries?’. If the 

tourism industry in Africa is still largely driven by colonial representations, this may occur 

because Western tourists, who are the target market and the former colonisers, expect those 
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colonial images when visiting an African country. Thus, the tourism industry in Africa may be 

strategically using those colonial representations in order to attract visitors.   

 

1.4. Aim and objectives 

The aim of this thesis is to determine the extent to which colonial legacies are still prominent in 

tourism-related representations of African countries, by examining text and images in selected 

travel agency websites (including the national tourism departments) across four African 

countries, South Africa, Namibia, Tanzania and Rwanda. This aim is broken down into the 

following objectives: 

(i) To identify language and representations that draw on long established Western 

stereotypes or representations of selected African countries, that originated during the 

colonial period. 

(ii) To compare and contrast the different concepts and imagery used in the selected African 

countries. 

(iii) To explore the decision-making behind the tourism marketing campaigns of those 

selected African countries. 

 

The data used in this study was collected through a textual and visual analysis of 40 travel 

agency websites across four African countries, including the national tourism departments’ 

websites. This was supported by a semi-structured interview with a South African marketer to 

provide insight into the thinking behind the tourism campaigns and how they navigate colonial 

imagery in representing South Africa to international tourists. 

 

1.5. Structure of the thesis 

The first chapter introduced the thesis and the background to the study. It discussed the 

rationale for the study within the context of stereotypes about African countries that circulate in 

the tourism industry. The case studies were introduced and the aim and objectives of the study 

were clearly outlined. In Chapter Two, the relevant and existing literature about this topic will 

be discussed, focusing on the fields of tourism geographies, decolonising tourism and tourism 

marketing, including visual representations. Existing scholarship on representations of Africa, 

African people and African landscapes that are present within the marketing of the tourism 

industry is also reviewed. Chapter Three explains the methodology employed for this research, 

including the field of Human Geography in which the research is situated. Additionally, the 

methodology of the data analysis will be explained together with the ethical considerations of 
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the study. Chapters Four and Five present the results of the study. The results are divided into 

three subthemes, namely ‘colonial legacy’, ‘general stereotypes about ‘Africa’’ and ‘stereotypes 

about ‘African’ people’. Chapter Six provides a conclusion to the study. 
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Chapter 2: Literature Review 

2.1. Introduction 

This chapter provides a review of literature that has inspired and illuminated this research. The 

discussion starts with the field of tourism geographies and highlights the significance of the 

concept of place within the tourism industry. This is followed by looking at tourism marketing 

and more specifically the visual representations that circulate within the industry. Debates on 

the decolonisation of the tourism industry are then considered. The last sections highlight 

stereotypes about the African countries in general, and more precisely African landscapes and 

people.  

 

2.2. Tourism Geographies  

‘Place’ is a key concept in geography. It is therefore important to explore geographical 

understandings of the notion ‘place’ and how this relates to the creation of tourism places 

(Williams, 2009). At one level, place may be perceived as a physical location on the earth’s 

surface, however, the concept is far richer. In human geography, places have been recognised as 

“social constructs rather than just physical entities and whilst in their simplest guise places 

constitute points on a map, they are more importantly a locus of institutions, social relations, 

material practices and forms of power and discourse” (Harvey, 1996 cited in Williams, 2009, p. 

185). Tourism geographers are interested in the relationship between tourists and places 

viewed in this way (Williams, 2009). Placemaking instigates these processes as well (Lew, 

2017).  

  

Tourism plays a role in the process of place making. The term refers to “how people recognize, 

define, and create the places they often call home, whether intentionally or not. It is also 

fundamental to the tourist attractiveness of a place” (Lew, 2017, p. 450). Planned placemaking 

is an essential component of tourism marketing, particularly in large tourism-oriented 

destinations, directed towards international tourist consumption (Lew, 2017). This form of 

placemaking involves government intervention as tourism is perceived as “a tool for economic 

development, employment growth, image and status building, and improving the overall quality 

of life of a place or region” (Bosman & Dredge, 2011 cited in Lew, 2017, p. 453).  

  

The pivotal component of tourism is the representation of places and people, which in turn 

relates to cultural geography, a subfield of human geography. It brings focus to:  
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“Issues of how places and their people are represented (and the subjective nature of 

those representations), how identities are constructed (especially in relation to 

difference, or – in the language of cultural studies – Others), or how patterns of 

consumption become embedded in cultural rather than economic processes” (Crang, 

1998 cited in Williams, 2009).  

  

Tourism has ironically become a dominant factor in the promotion of placelessness and 

homogeneity, even though tourism profiles itself as a practice that seeks difference (Williams, 

2009); (Wall-Reinius, Ioannides & Zampoukos, 2019). It is argued that “many tourists, quite 

illogically, expect a home-from-home experience, even in foreign lands, and the necessity for 

local providers to match those expectations inevitably changes the nature of the places that we 

visit” (Williams, 2009, p. 197). In this sense, ‘placeless’ spaces signify that the importance of 

“local-based attributes is underplayed and minimal connections exist with the local culture” 

(Arefi, 2007; Entrikin, 1991; Freestone & Liu, 2016; Relph, 1976 cited in Wall-Reinius et al., 

2019, p. 768). Thus, tourist places are set up without taking local characteristics into 

consideration, which leads to the representation of ‘modernised’ and illusionary places (Wall-

Reinius et al., 2019). This means that those places are turned into standardised destinations 

“where they look and feel alike, offering uniform products and services designed to generate 

similar experiences” (Wall-Reinius et al., 2019). In short, tourism plays a significant role in 

shaping the identity of places (Williams, 2009). The geographer Salazar also writes about the 

‘tourismification of places’ (Salazar, 2009).   

  

Williams (2009) states that places or destinations and their image(s) are the underlying force of 

tourism practice. Therefore, tourism “maps the globe in a distinctive, though highly subjective, 

manner and one of the ways in which we may view the geography of tourism is as a visible 

manifestation of perceptions and images of what constitute tourism places” (Williams, 2009, p. 

183). In this regard, place promotion is perceived as “the conscious use of publicity and 

marketing to communicate selective images of specific geographical localities or areas to a 

target audience” (Ward and Gold, 1994, p. 2). Images are intangible attributes of place (Lew, 

2017), and selective in the sense of promoting only positive representations of places that 

would attract tourists to visit a particular country (Williams, 2009). As a result, “place 

promotion presents the world as image, inviting the viewer to become an imaginary traveller to 

an imagined place” (Morgan, 2004, p. 177). In this sense, the construction of an imaginary 

geography (Hughes, 1992 cited in Williams, 2009), or idealised places, leads to particular 
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representations of places that may become dominant. To put it differently, “tourism is helping to 

reshape space and, more importantly perhaps, to redefine images of places” (Williams, 2009, p. 

181).   

  

Thus, the tourism industry constructs specific images of people and places which results in the 

inevitability that destinations have to match those constructions, as tourists expect them 

(Williams, 2009). Planned placemaking often results in contrived and staged experiences (Lew, 

2017), or in other words, staged authenticity. Artificial tourist experiences have multiplied 

leading to:  

“Sanitised, simplified and staged representations of places, histories, cultures and 

societies [that] match the superficiality of the tourist gaze and meet tourist demands for 

entertaining and digestible experiences, yet they generally provide only partial 

representations of the places that are toured and their societies and cultures.” (Williams, 

2009, p. 197)  

  

The debate about artificial tourist experiences started since the early 1960s with Boorstin’s 

argument that “the traveller does not experience reality but thrives instead upon ‘pseudo-

events’, that is, commodified, managed and contrived forms of provision that present a flavour 

of foreign places in a selective and controlled manner” (Boorstin, 1961 cited in Williams, 2009, 

p. 197). Lew (2017) agrees by noting that representing an ethnic identity and/or indigenous 

cultural norms include tools that are “selected, placed, and performed to replicate a pre-defined 

set of norms that have been chosen for the marketing value” (p. 456). This ties in with Relph’s 

(1976) argument that the tourism sector creates ‘pseudo-places’ (Relph, p. 93 cited in Wall-

Reinius et al., 2019, p. 768). 

 

2.3. Tourism marketing 

Tourism is not only a business, it also concerns the “construction, packaging, transmission and 

consumption of images and representations” (Rassool & Witz, 1996, p. 335). The marketing of a 

place causes certain representations to circulate, as the tourism industry wants to promote and 

sell a particular destination through the construction of certain images. According to Salazar 

(2009), this image-making is used as a marketing tool. Tourism marketers create powerful 

representations as people and places are “continuously (re)invented, (re)produced, and 

(re)created” (Salazar, 2009, p. 49). This leads to what Wang (2000) called ‘tourismification’, 

namely “a socio-economic and socio-cultural process by which society and its environment have 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  19 
 

been turned into spectacles, attractions, playgrounds, and consumption sites” (Wang, 2000, p. 

197 cited in Salazar, 2009, p. 49). This is associated with the ‘tourist gaze’, as tourists gaze upon 

places and people while entering “a world of imaging and imagining, classifying and 

objectifying, capturing and appropriating” (Rassool & Witz, 1996, p. 336). This means that 

tourism marketing plays with the representations of places by using those images to fulfil 

tourists’ expectations. 

 

Moreover, the tourist or travel brochure is the most important medium to promote destinations 

and to attract tourists, as the representations in the brochures “transform landscapes, 

townscapes, ethnic groups, lifestyles and historical artifacts into bases of recreation and ‘‘sand, 

sun and sea’’” (Rose, 1993, p. 89; Urry, 1990, p. 57 cited in Hunter, 2008, p. 357). In other words, 

the tourism marketing of a destination tends to invoke the desire to visit an extraordinary place 

that guarantees recreation. Thus, the tourists’ motivation behind traveling to certain 

destinations is “to gaze on the panoramas, landscapes, buildings, people, and other 

manifestations of place they have been led to expect to find there through exposure to visual 

representations carried in tourism advertisements, television broadcasts, movies, brochures, 

travel books” (Garrod, 2009, p. 347). 

 

2.3.1. Visual representations 

Visual representations, photographs in particular, play a significant role in image making, as 

they have the power to make representations ‘real’ (Hunter, 2008). This results in the 

construction of tourists’ expectations, which leads to seeking those particular images to 

consume. Hunter’s (2008) analysis demonstrated that there is a consistency in the depiction of 

four types of photographic representations of hosts, the local people, and guests, the tourists, in 

the tourism industry among different regions in the world, which is identified in the image 

below. 
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Source: Hunter (2008, p. 361) 

 

This consistency shows that the commoditisation of destinations and tourists has reached a 

“standardized visual language for destination promotion” (Hunter, 2008, p. 361). Nelson (2005) 

agrees, as images of key tourism attractions often recur within different sections of the tourism 

industry, i.e. tourism boards, travel brochures, websites, which creates the process of 

standardisation. Drawing on the figure above, Dann (1996) identified a tourist utopia based on 

four different forms, such as “artificial (“without people”), restrained (“only visitors 

represented”), restricted (“both hosts and guests appear”), and mystified (“hosts only”)” (Dann, 

1996a cited in Hillman, 2007, p. 137). These utopias involve the tourists’ task as visitors to gaze 

upon landscapes and people, while the local people fulfil various tasks “including those of a 

backdrop, an ethnic symbol, servants, performers, peddlers, lovers, mediators, friends, 

sightseers, and inhabitants” (Henderson, 2001 cited in Hillman, 2007, p. 137). However, Nelson 

(2005) states that local people are regularly represented as “irrelevant unless they have a 

function to tourism, whether they serve as a tourism attraction or facilitator (…) local people 

represent individuals providing tourism services or individuals who fall into the category of 

‘picturesque others’” (p. 136). In this way, local people are represented as the “‘most colorful 

and picturesque and hence those who conform most to the stereotypic picture of the other’” 

(Bhattacharyya, 1997, p. 384 cited in Nelson, 2005, p. 136). 

 

Hunter (2008) highlights that representations, especially photographs, can hide certain aspects 

of a destination, such as poverty, pollution, and construction sites. These images are not 

desirable to attract tourists, and thus, will not be included in the marketing of a destination. In 

Figure 2: Photographic representation types in tourism 
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this regard, representations are constructed in order to freeze the destination so that tourists 

can experience the destination as how it is portrayed. Therefore, representations are considered 

to be “true descriptions” (Brown, 1995, p. 135 cited in Hunter, 2008, p. 356). In other words, 

Hillman (2007) states that an illustration is an authentic depiction of the existing world. 

Authenticity is an important aspect of tourism marketing, as tourists are seeking that particular 

feeling when travelling to a country. Thus, MacCannell (1976) portrays authenticity as “the 

legitimate, fulfilling, and instinctive occurrence of travel” (MacCannell, 1976 cited in Hillman, 

2007, p. 138). This results in tourists having preconceptions or a ‘perceived image’ about a 

destination through the circulation of particular representations (Hemmington, Herath & 

Poulston, 2020, p. 665). In essence, “the visual images highlight without words exoticness, 

“Other”, and meaning beyond the immediate and mundane” (Hillman, 2007, p. 145).  

 

Selwyn (1996) claims that denotative and connotative elements can be found in the marketing 

of a tourist destination image. Denotative elements represent “the attractions in the destination, 

amenities, tranquillity, nature such as heritage sites, beaches, landscapes (natural and 

cultivated), scenic views, wildlife, nicely arranged hotel rooms and the facilities” (Selwyn, 1996 

cited in Hemmington et al., 2020, p. 674). On the other hand, connotative elements include the 

metaphorical aspects of the image such as “culture, authenticity, people, local lifestyle, society, 

and the diversity in the destination” (Selwyn, 1996 cited in Hemmington et al., 2020, p. 674).  

 

John Urry’s notion of the ‘tourist gaze’ has been very influential in this field.  His book of the 

same name was published in 1990 and has been republished several times. Urry’s notion of the 

‘tourist gaze’ is considered to be predominantly visual (Jenkins, 2003) as it is perceived as a 

““way of seeing” the world that is enforced on tourists and essentially conditioned by the 

imagery created for tourism destinations by the tourism industry” (Garrod, 2009, p. 347). In this 

regard, the tourist gaze involves consuming photographs that present ideal images of 

destinations (Urry, 1990 cited in Jenkins, 2003). As one author put it, “gazers are predisposed to 

fun and/or pleasure and the consumption of things, seeking difference, appropriating other 

people, places and other pasts, and pursuits which commodify things” (Hollinshead, 2002 cited 

in Jenkins, 2003, p. 310-311). This visual consumption is associated with travelling to 

developing countries and searching for authenticity. Ironically however, tourists’ preconceived 

ideas are created by the tourist gaze. This ties in with the notion of ‘staged authenticity’ 

associated with MacCannell.  This perception “reduces hosts to nothing less than objects of 

wonderment, but also means that, to satisfy tourists’ demands, host culture is performed or 
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‘staged’” (MacCannell, 1973 cited in Cornelissen, 2005, p. 679). In short, “both the media and 

tourists themselves are thus instrumental in the creation of the tourist gaze and its associated 

myths and prejudices” (Stone and Nyaupane, 2019, p. 888).  

 

The dominance of the tourist gaze means that “some things/ideas are powerfully and/or 

commercially made dominant, while others are subjugated, silenced or ignored” (Hollinshead, 

1999, p. 9 cited in Stone and Nyaupane, 2019, p. 879). This is a major critique of the tourist gaze 

as it reduces destinations to those particular tourist images. Norton (1996) suggests an 

adaptation to the tourist gaze idea by suggesting that a ‘circuit of culture’ model better 

describes their experience.  In his research on the experience of international tourists to East 

Africa, Norton suggests that tourists can react to those representations “By comparing the 

representations in the tourist brochures with their already-constituted, cultural knowledges, 

the tourists were able to re-interpret the texts of tourist promotion and tourist sights.” (Norton, 

1996, p. 369). For instance, his study showed that tourists were surprised by the poverty which 

was silenced in the tourist brochures.  Preconceived ideas of East Africa were actually 

challenged by the tourist experience of visiting the region (Norton, 1996). Thus, Norton (1996) 

demands a model where tourists themselves have more agency in accepting or rejecting the 

images they are presented with. While this study focuses on visual representation through 

promotional photographs on websites, it acknowledges that tourism is also shaped by other 

forms of representation such as social media, oral storytelling and live performances, which fall 

outside the scope of this research. 

 

Hunter (2008) argues that representations can transform a place into “a standardized 

commodity — the destination — and social experience into ‘‘tourist experience’’ (p. 361). For 

Hunter, tourism is perceived as an industry that produces ‘social pollution’ because “tourism 

destinations have become hollow and commodified spaces, how the real has disappeared into 

simulations” (Baudrillard, 1983 cited in Hunter, 2008, p. 360). Crick (1989) claims that “the 

places in the glossy brochures of the travel industry do not exist; the destinations are not real 

places, and the people pictured are false” (Crick, 1989, p. 329 cited in Hillman, 2007, p. 142). 

This argument of how the marketing of destinations can be deceiving, refers to the concept of 

‘staged authenticity’ mentioned above.  
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2.4. Decolonising tourism 

The legacy of colonialism is still present in post-colonial societies through representations; thus 

‘cultural decolonisation’, or ‘decolonisation of the mind’ is a more arduous process to attain than 

political decolonisation (Sharp, 2009, p. 5 cited in Brito-Henriques, 2014, p. 321). In one sense, 

decolonisation can be viewed as a political process whereby a colonised country gained 

independence from a colonial empire (Hargreaves, 2014 cited in Grimwood, Stinson & King, 

2019). On the other hand, I follow the notion of decolonisation in the tourism industry as “an 

epistemological project that foregrounds Indigenous knowledges and resists Eurocentric and 

imperialistic understandings” (Chambers & Buzinde, 2015; Kovach, 2009 cited in Grimwood et 

al., 2019, p. 2). Thus, methodologically, Smith (2012) argues that “decolonizing efforts need not 

outright reject Western theory or methods, but rather attempt to place Indigenous knowledges 

in relation to Western knowledges, without ascribing false “ownership”, temporality, or 

supremacy” (Smith, 2012 cited in Stinson, Grimwood & Caton, 2021, p. 243).   

 

This also involves tourism imaginaries of places and its inhabitants as “they often propagate 

historically inherited stereotypes that are based on the (colonial) myths and fantasies that form 

part of an imaginary” (Salazar, 2012, p. 871). Therefore, Salazar (2009) and Wels (2014) argue 

that the tourism industry represents Africa in the same way as the continent was being depicted 

during the colonial period. The Western media, and in this case the tourism industry, did not 

create the existing colonial myths and stereotypes of Africa, which arose to justify the 

colonisation of the continent (Harth, 2009). However, they tend to reinforce those myths and 

stereotypes as they perpetuate colonial ideas (Cornelissen, 2005; Harth, 2009; Nothias, 2018; 

Stone and Nyaupane, 2019), which still linger in the tourism industry. This is difficult to 

challenge or change, however this thesis should be seen as part of a broader project to 

decolonize tourism imaginaries. 

 

The following sections focus on literature that has critically reviewed images and stereotypes 

about African landscapes and people. 

 

2.5. Representations of Africa  

Dunn (2004) argues that travelling to Africa involves the construction and the consumption of 

African ‘Otherness’. African travel narratives during the colonial era were based upon pre-

existing constructions of African countries and African identities. As a result, Dunn (2004) 

claims that postcolonial African travel narratives are grounded in the same colonial discourses, 
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as the Western tourism industry involves the “‘emplotment’ of Africa and Africans within 

specific Western-scripted narratives” (Dunn, 2004, p. 485). These narratives continue “freezing 

African space—its meanings and boundaries—and controlling African movement” (Dunn, 2004, 

p. 489).  

 

Consequently, Dunn (2004) identifies three discursive images within this narrative that 

dominate the marketing strategies of Africa in the tourism industry. Firstly, Africa is depicted as 

a ‘zoo’, with its abundant wildlife. Secondly, Africa is portrayed as a ‘primitive paradise’, a 

continent which is still untainted by modernity (Dunn, 2004). In a common trope, the tourism 

industry conceives the image of Africa as an Eden, a place that symbolises paradise (Neumann, 

1995), which represents a primordial, undisturbed, and unchanging place without the presence 

of humans. This refers to another discursive image that dominates the marketing strategies of 

Africa in the tourism industry, namely, the image of an ‘authentic Africa’, as the continent is 

represented as traditional and undeveloped (Dunn, 2004). In this regard, Wels (2014) argues 

that Eden became a synonym of authenticity, as “Africa has been portrayed as offering the 

opportunity to experience a wild and natural environment which was no longer available in the 

domesticated landscapes of Europe.” (Anderson & Grove, 1987, p. 4 cited in Wels, 2014, p. 78). 

Africa is “generally represented as ‘the archetypal other’, a place where Western tourists can 

attempt to refashion lost bonds with nature and the environment” (Bruner, 1991 cited in 

Cornelissen, 2005, p. 679). Wainaina (2005) argues that people who write about Africa often 

refer to this with the words ‘bygone’ and ‘primordial’. 

 

As a result, this romanticising of the landscape forms the basis of the marketing of Africa and its 

African countries by focusing on inviting tourists to “imagine themselves in a paradisiacal 

environment, a vanished Eden, where the local landscape and population are to be consumed 

through observation, embodied sensation, and imagination” (Salazar, 2012, p. 866). Wainaina 

(2005) states that the portrayal of Africa is always romanticised. For instance, this romanticised 

image was also found in Cornelissen’s (2005) study about the tourism representation of South 

Africa as this is “akin to the general international tourist portrayals of the broader African 

continent, based on stereotypical messaging concerning nature, landscape and people/cultures, 

and the possibility for the tourist to explore, rediscover and fulfil a primordial self” (Cornelissen, 

2005, p. 692). Thus, the dominant discourses of the Western tourism industry represent African 

countries as an exoticised destination where tourists can see and consume ‘nature’ and the 

‘native’ (Dunn, 2004).  
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This supports Brooks’ (2000) analysis of showing a ‘timeless Africa’, since the continent is 

supposed to be a place without a history. The aforementioned aligns with Harth’s (2009) myth 

of the Lack of History, which stems from a stereotype that arose during colonisation “to justify 

racist policies that focused on constructing the idea that white people brought history to 

Africans” (Keim, 1999 cited in Harth, 2009, p. 15). This stems from the idea that a timeless and 

static place “cannot have history since history denotes change over time. Therefore, white 

Westerners brought history to Africa. In this way not only is Africa again inferior to Europe and 

the United States, but Westerners are also glorified as bringers of history.” (Harth, 2009, p. 15). 

Fürsich and Robins (2004) refer to this phenomenon as ‘packaging history’, as they argue that 

the most recent historic marker on the official government tourism websites of several African 

countries is “the gaining of independence from the imperial powers, and contextual information 

is seldom given on what has happened since” (p. 145). 

 

Thus, this resulted in the overall notion of a timeless Africa in the tourism industry. Harth 

(2009) identified this as the myth of the Timeless Present, which signifies that the African 

continent is a timeless place where things have been unchanged since time began, as if Africa, 

and its African people, are frozen in time. Thus, Wainaina (2005) argues that the word ‘timeless’ 

is used frequently to write about Africa. In addition, the myth of Tradition, Ceremony and Ritual 

relates to the Timeless Present myth, as African traditions, ceremonies and rituals are perceived 

as static entities (Harth, 2009). To put it differently, Africa is recognised as a place ‘stuck’ in 

history, whereby tourists travel to Africa to visit and/or experience the ‘past’ (Dunn, 2004). This 

is associated with what Caren Kaplan (1996) calls ‘imperialist nostalgia’ in the travel industry, 

which is:  

“an intrinsic condition of modernity, where the modern subject must travel to another 

location to ‘discover’ the displaced past. But this entails a construction of the 

‘premodern’ by which the ‘modern’ is defined. (…) This nostalgia for a mythical past 

means that Africa is imagined—and frozen—as a space of ‘tradition’ where modernity 

can visit the pre-modern.” (Caren Kaplan, 1996 cited in Dunn, 2004, p. 490)  

In other words, “Western narratives ‘museumize the pre-modern’ within this African space.” 

(MacCannell, 1976 cited in Dunn, 2004, p. 490). In addition to this, travel brochures depict 

destinations as places that are cut off from modernity, simply put, as places where time stands 

still (Beezer, 1994 cited in Hillman, 2007).  
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Ironically, whilst the marketing of African countries often focuses on the ‘pre-modern’, tourism 

is also considered to be “a catalyst for modernisation, economic development and prosperity in 

emerging nations in the Third World” (Britton, 1989 cited in Williams, 2009, p. 3). This is 

reflected through the impacts that tourism can have on the local geography of host countries, i.e. 

‘modernising’ those places by developing tourism infrastructure, e.g. accommodation and 

transportation facilities that affect the physical nature of places (Williams, 2009). Despite this, 

marketers still “freeze the continent in pre-modernity and evade any connections to 

contemporary problems in their countries. They also silence the complexities, various lifestyles 

and achievements of present-day Africans.” (Fürsich and Robins, 2004, p. 143). In summary, the 

tourism marketing of African countries often does not encompass images of industrialised, and 

thus, ‘modern’, African cities (Harth, 2009), as the geography myths about Africa include the 

assumption that there are no existing ‘modern’ cities in Africa (McCarthy, 1983 cited in Harth, 

2009). However, Fürsich and Robins (2004) state that in order to distinguish themselves from 

other African countries, the tourism marketing does also focus on highlighting characteristics 

that present a ‘non-Africanness’ such as emphasising how ‘modernness’ is compared to 

neighbouring countries. The problem is that this plays into “disputable Western stereotypes of 

Africa, but it may also obfuscate actual problems and defer a chance for correction” (Fürsich and 

Robins, 2004, p. 148). For instance, Cornelissen’s (2005) study about tourism representation in 

South Africa shows that urban environments were less depicted visually, while only focusing on 

the main tourist hubs of Cape Town and Durban that consist of an urban, ‘modern’ environment. 

 

Lastly, Nothias (2018) states that Africa is represented as a homogenous entity. This implies 

that the African continent is presented as one country by using generic references to Africa 

(Cornelissen, 2005), including “a tendency to relate an event located in one country to events 

happening in other ones, or even to relate it to the continent as a whole” (Nothias, 2018, p. 

1143). This is often executed by using “overlexicalization of generic references to “Africa”, 

“African” and/or “the continent”” (Nothias, 2018, p. 1148), which creates a continental or 

‘Africa’ framework (Nothias, 2018). The aforementioned refers to the myth of African Continuity 

which is according to Harth (2009) a major factor in the representation of Africa in the media. 

Consequently, that aspect is also widely visible in the tourism marketing of African countries. 

The African Continuity myth encompasses the idea that ‘Africa is a country’ or that “Africa is one 

undifferentiated place.” (Harth, 2009, p. 14), resulting in a generalisation or homogenisation 

that reduces Africa to one country whereby the diversity of the continent is ignored. Wainaina 

(2005) states that Western authors do not consider writing about Africa with precise and 

accurate descriptions, as they generalise their writings about African countries and African 
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people. Thus, any difference between African countries, landscape and people is neglected, 

which in turn means that they misrepresent the country, by for example, presenting only tribal 

people as the sole inhabitants of an African country (Fürsich and Robins, 2004).  

 

2.6. Representations of African people 

The Western tourist gaze focuses on African people in “a spatial site (‘village’) and a temporal 

site (‘tradition’)” (Dunn, 2004, p. 483). This narrative refers to the depiction of African people in 

their ‘natural’ village habitat, which is associated with a linear development process wherein 

Western people are presented as having more ‘progressed’ than African people (Dunn, 2004). 

This refers to Harth’s (2009) myth of the Lack of Progress, which implies that African people are 

not modern nor advanced as they are considered to be secluded from global processes, and 

thus, perceived as backward (Pickering, 2001 cited in Harth, 2009). This applies to Harth’s 

(2009) myth of the Timeless Present which involves the perception of African people as a 

symbol of the past, noting that “they represent an earlier, less evolved form of “civilized” 

humanity” (Harth, 2009, p. 6). Additionally, the abovementioned discursive image of Africa as a 

‘primitive paradise’ (Dunn, 2004), relates to Harth’s (2009) identification of the myth of the 

Primitive/Exotic, which considers Africans as ‘primitive’ people because of their practices, 

customs and ways of living that are different than those in the (‘modern’) West, i.e. “the modes 

of dress, the types of food, the religious or social customs, especially those involving dance and 

ceremony, the indigenous languages” (Harth, 2009, p. 12). Those differences are being glorified 

by characterising African people as ‘exotic’ or ‘Other’ (Harth, 2009).  

 

This relates to tourism geography as it contemplates how people, i.e. tourists, connect to the 

places they visit (Williams, 2009). More specifically, the tourism practice may be an expression 

of identity and of social positioning whereby tourism is “not only a vehicle for accessing the 

world through travel, but increasingly a way of locating ourselves within it” (Williams, 2009, p. 

12). In this regard, the marketing and its accompanying stereotypes and myths include a 

hierarchical value judgment as African people are viewed as being inferior to the West. In 

essence, the othering of African people is being emphasised with the categorisation of Western 

people who are ‘modern’ and ‘advanced’ versus Africans who are ‘traditional’ and ‘backward’. 

Thus, contemporary tourism is interpreted as “a continuation and silent perpetuation of these 

old processes of stereotyping and “measuring” African cultures in a hierarchical relation to 

Western civilisation” (Mowforth & Munt, 2003 cited in Salazar, 2009, p. 51). 
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This can be shown with a world-famous example, namely the Maasai who are located in 

Maasailand in Southern Kenya and Northern Tanzania (Salazar, 2009). The Maasai are trapped 

within the tourist gaze as the representations of the past and present align. They are portrayed 

as ‘static entities’ and thus, ‘frozen in time’, ‘timeless’, and ‘unchanging’ in order to perform for 

tourists. The stereotypical representation of the Maasai, as warriors, led to the depiction of 

them as ‘icons’ of African traditionalism, and people who resist modern aspects (Galaty, 2002 

cited in Salazar, 2009). The romanticised imagery of the Maasai as warriors resulted in ‘pictorial 

fame’ (Galaty, 2002, p. 347 cited in Salazar, 2009, p. 52), which in turn led to ‘staged 

authenticity’. Wainaina (2005) agrees, stating that the visual depiction of African people, in this 

case Maasai or Zulu, is always in tribal or traditional dress, and regularly portrayed while 

dancing in traditional attire. In this sense, Wainaina (2005) notes that the Maasai and the Zulu 

are mentioned often when writing about Africa and African people, as if they are ‘the African 

people’ of the continent, in a sense icons of Africa. Additionally, when African people appear in 

texts about Africa, they are often characterised as followed: “Your African characters may 

include naked warriors, loyal servants, diviners and seers, ancient wise men living in hermitic 

splendour.” (Wainaina, 2005, p. 93). 

 

Neumann (1995) argues that this leads to freezing their cultural change as the Maasai must stay 

‘primitive’ because those people are “used as symbols of folklore and tradition. They become a 

signifier of unspoiled pre-modern authenticity” (Fürsich and Robins, 2004, p. 143). Thus, the 

Maasai are left with no choice than to accept their new tourismified identities, which in turn 

results in cultural alienation (Salazar, 2009). In this regard, the Maasai and their culture turned 

into a commodity, or what Salazar (2009) calls ‘Maasai-mania’. This means that the Maasai 

became a tourist attraction which resulted in objectifying, reifying, homogenising, and 

naturalising them (Salazar, 2009). In short,  

“It is the African environment and landscape into which Africans have to fit seamlessly 

to satisfy the European spectator and attract them to the stage in Africa as overseas 

tourists willing to pay vast amounts of money, i.e. foreign exchange, for their images 

coming to life.” (Wels, 2014, p. 91).  

This implies that “cultural displays serve as a mirror for Western fantasies, reflecting back in 

performance what the tourists desire” (Bruner 1991, p. 238 cited in Wijngaarden, 2016, p. 1). In 

this sense, it is not out of the ordinary that the majority of tourists come from Europe whereas 

“many of their destinations are former colonies where the places and their people are kept in a 
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state of subordination reminiscent of colonialism” (Mowforth and Munt, 1998 cited in Nelson, 

2005, p. 139). 

 

Consequently, the Maasai “understand the Western fantasy about the pastoral life, and willingly 

play a part to display their Maasai culture, because, as they say, it is what the Westerners want 

to see and pay for” (Bruner, 2002, p. 390 cited in Wijngaarden, 2016, p. 1). As a result, 

inhabitants in African countries are often portrayed as ‘cultural products’, for instance, tourist 

brochures in South Africa depict “Ndebele women displaying and selling arts and crafts; isiZulu 

dancers” (Cornelissen, 2005, p. 690). In addition to this, “in the tourist brochures, emphasis was 

laid upon the diversity of the cultural heritage of black South Africa, and cultural villages and 

arts and crafts were often depicted as specific products for consumption” (Cornelissen, 2005, p. 

691). Similar to the Maasai, culture in South African tourist brochures were “confined to limited 

and staged contact between international tourists and local populations in cultural villages” 

(Cornelissen, 2005, p. 691). 

 

In other words, “Africans still have to ‘perform Europeans’ prior ideas of them” (Landau, 2002, 

p. 19 cited in Wels, 2014, p. 90), even though the stage from Europe has been replaced to Africa 

itself. This means that the stereotypical images and the colonial discourse have stayed intact 

(Wels, 2014). This also applies to Fürsich and Robins’ (2004) study of the official government 

tourism websites of multiple African countries, as they argue that the websites objectify the 

countries’ citizens by “packaging them into stereotypical African representations for the 

Western gaze” (p. 142). For instance, the citizens of Malawi are “depicted as inseparable from 

their ethnic groups and local languages. Their culture is that of the past, of “traditional dances 

and rituals” (Malawi website).” (Fürsich and Robins, 2004, p. 142). Stereotyping causes the self-

exoticization of African citizens and African countries (Fürsich and Robins, 2004). 

 

Therefore, these historical (mis)representations led to the Maasai being part of the African 

landscape which needs to be preserved (Neumann, 1995). This refers to the stereotype of 

African people who are assumed to be ‘close to nature’ (Brooks, 2000, p. 68), as they are 

considered to be living in a natural state (Neumann, 1995). Additionally, this can refer to a 

colonial stereotype that African people live in harmony with nature and consequently are a part 

of nature. In this sense, Africans are reduced to a part of the fauna and flora, which in turn 

causes the dehumanisation of African people. Drawing from a European perspective, Wels 

(2014) states that African people “only get shape, meaning and personality against the physical 
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background of the landscape” (p. 79). In this regard, landscapes are a priority in the tourism 

marketing and perceived as more important than indigenous people. Consequently, “Africans 

and African culture should blend into an aesthetically dominated European image of African 

landscape.” (Wels, 2014, p. 76-77). This makes it impossible to separate African landscapes and 

African people as “The people belong to the landscape; the landscape constitutes the people.” 

(Wels, 2014, p. 91). Cornelissen’s (2005) study about South Africa confirms this as she notes 

that local people mainly appear in tourist brochures in relation to wildlife or the natural 

environment, e.g. in a safari context. Thus, African people and their culture are still being 

defined through long-standing stereotypes.  

 

Furthermore, the marketing of African countries and its inhabitants involves wording that 

“echoes the racist categories of the late nineteenth century, when the European imperial powers 

used pseudo-scientific exploration to justify their carving up of the continent” (Pratt 1992; Said 

1979 cited in Fürsich and Robins, 2004, p. 142). For instance, the description of physical 

characteristics in anthropological terms, and the “discredited colonial term “bushmen”” 

(Fürsich and Robins, 2004, p. 142), which refers to the San people in Southern Africa. This 

disrespectful term is still widely used within the tourism industry. 

 

2.7. Representations of African landscapes 

Cosgrove (1984) argues that the usage of the term landscape indicates “an artistic and literary 

representation of the visible world, a way of experiencing and expressing feelings towards the 

external world, natural and man-made, an articulation of a human relationship with it” 

(Cosgrove, 1984, p. 9 cited in Wels, 2014, p. 77). In other words, landscape as “a pictorial way of 

representing, structuring or symbolising surroundings” (Cosgrove & Daniels, 1998, p. 1 cited in 

Voulvouli, 2012, p. 460).  

 

For instance, Norton (1996) argues that the so-called ‘savannah archetype’ is frequently used to 

depict African landscapes. The imagination of the African savannah consists of yellow grasses 

with thorny scrubs, resulting in the depiction of a dry and dusty area (Norton, 1996). Moreover, 

Brooks (2000) argues that the East African savannah landscape is used generically, meaning it 

has created a generalisation of African landscapes that ignores the diversity of the landscapes in 

the process. As a result, African countries are being reduced to that particular type of landscape.  
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Furthermore, African landscapes are portrayed as open, extensive spaces. This results in the 

portrayal of Africa as “the Land of Wide Empty Spaces” (Wainaina, 2005, p. 94). The promotion 

of “vast open spaces, the isolation, and the beauty appeals to the international market in its 

search for a romantic gaze” (Stone and Nyaupane, 2019, p. 888), this depiction conveys notions 

of adventure and discovery (Cornelissen, 2005). As a result, this “unimaginable vastness” 

perpetuates stereotypes about African landscapes (Stone and Nyaupane, 2019, p. 888), which 

refers back to the colonial period of exploration and conquest. This goes together with generic 

representations of Africa in the international tourism industry, whereby “marketing materials 

project a primal depiction of African nature and the continent is shown as a space where 

Westerners can rediscover a pre-industrial self” (Cornelissen, 2005, p. 690-691).  

 

Wainaina (2005) writes with tongue in cheek advice to tourism image makers: 

“In your text, treat Africa as if it were one country. It is hot and dusty with rolling 

grasslands and huge herds of animals (…) Don’t get bogged down with precise 

descriptions. (…) The continent is full of deserts, jungles, highlands, savannahs and many 

other things, but your reader doesn’t care about all that, so keep your descriptions 

romantic and evocative and unparticular.” (p. 92) 

The ‘African’ sky and/or sunset is also a major marketing point within the tourism industry: 

“Readers will be put off if you don’t mention the light in Africa. And sunsets, the African sunset 

is a must. It is always big and red. There is always a big sky.” (Wainaina 2005, p. 94). 

 

The vastness of the landscapes is accompanied by the depiction of animals roaming wild and 

freely in the landscapes, which in turn refers to the geography myth as it is assumed that wild 

animals can be encountered everywhere in Africa, even though they are restricted to reserves 

and national parks (Harth, 2009). This notion stems from the colonial period as “wildlife was 

very different from that of Europe, this was used as one way of “Otherizing” African people” 

(Harth, 2009, p. 20). Thus, wildlife is important to the representation of Africa (Brooks, 2000). 

This means that wildlife is perceived as the main attraction of any African destination, as Africa 

is “quintessentially ‘animal’” (Rassool and Witz, 1996, p. 349). In this regard, it is no wonder 

that the imagination of overseas tourists expects “herds of wild animals migrating across the 

savanna” (Neumann, 1995, p. 154). Consequently, these images of the savannah landscape and 

wildlife are extensively used in the representation and marketing of African countries. The 

interest in wildlife resulted in the commoditisation of African landscapes and the animals, under 

the name ‘wildlife tourism’ or ‘safari tourism’.  
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For instance, this was the case in Cornelissen’s (2005) study about tourism representations of 

South Africa, as focusing on nature by going on a safari where one can encounter the ‘Big Five’ 

(i.e. elephant, lion, buffalo, leopard and rhinoceros) dominated the tourist brochures. In relation 

to this, Wainaina (2005) argues that when people write about Africa, they often use the word 

‘safari’ in the title as this is the most prominent association with travelling to an African country. 

Going on a safari is associated with the possibility to “experience the make-believe world of 

Africa ‘unchanged since time began’” (Rassool and Witz, 1996, p. 349). Subsequently, a safari 

evokes the idea of encountering the ‘real’ Africa (Rassool and Witz, 1996). It is argued that no 

history of civilisation can be found in that part of the world as it is a “land of spectacular natural 

beauty occupied only by wild animals and savages’” (Norton, 1996, p. 366). As a result, the 

tourism industry is accountable for the creation of the image of a “real Africa” (Stone and 

Nyaupane, 2019). This image includes being in close proximity to wildlife, i.e. animals endemic 

to Africa, in their natural environment. However, reducing an African country to solely wildlife 

can be disingenuous, and thus, will not capture the reality of a country, as Stone and Nyaupane 

(2019) have noted was the case with the marketing of Botswana. 

 

Additionally, African landscapes are perceived as ‘natural spaces’, meaning that those areas are 

untainted by modernity (Brooks, 2000), implying that humanity and its modernity have not 

infected nature. This refers to Brooks’ (2000) ‘timeless Africa’, as landscapes are seen as ‘frozen 

in time’, in their original state. Those landscapes are supposed to be ‘unchanged’, and thus 

prehistoric (Norton, 1996). An example is given by Wainaina (2005) with the description of 

“‘virgin forests” (p. 93), when talking about nature in African countries. In this regard, Brooks 

(2000) claims that nature becomes an idealised escape from the present. 

 

2.8 Conclusion 

This chapter provided a review of literature on the subject of stereotypes about African 

countries, i.e. landscapes and African people. The literature review started with the field of 

tourism geographies and highlighted the significance of the concept of place within the tourism 

industry. Thereafter the topic of tourism marketing was discussed in general, and more 

specifically by looking at visual representations that are advertised within the industry. This 

was followed by a significant aspect of this research namely debates on the decolonisation of the 

tourism industry. The last sections of the literature review discuss the stereotypes about Africa 

and more precisely African landscapes and people, setting the scene and providing a framework 

for the current research study. However, there is less attention paid in the literature to how 
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African countries represent themselves to tourists. More specifically, little attention has been 

paid to the ongoing influence of colonial representations and stereotypes and how they 

continue to shape and circulate within the tourism industry of African countries. This study 

addresses this gap by examining the tourism industry of four African countries, i.e. Rwanda, 

Tanzania, Namibia and South Africa, and by analysing how they portray themselves and to what 

extent they perpetuate colonial legacies. 
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Chapter 3: Methodology 

3.1 Introduction 

This chapter details the methodological approach adopted in this thesis. First, human-centred 

theories in geography are briefly discussed, such as existentialism, phenomenology and 

behavioural geography, as this study is located in the field of Human Geography. This is 

followed by looking at the relevance of the visual aspect within the geography discipline. The 

chapter continues by referring to the aim and objectives of the study once more. The thesis 

adopts a qualitative methodological approach.  Data collection and analysis are explained, in 

particular the selection of images and text and semi-structured interviews. Lastly, the chapter 

brings attention to the ethical considerations and my positionality as a researcher. 

 

3.2. Human-centred theories in geography 

In geography, human-centred theories are concerned with the understanding of the relation 

between people and their surroundings (Hubbard, Kitchin, Bartley & Fuller, 2002). In the 

tradition of humanistic geography, the researcher aims for “an understanding of the human 

world by studying people's relations with nature, their geographical behavior as well as their 

feelings and ideas in regard to space and place” (Tuan, 1976, p. 266). This tradition, dating from 

the 1970s, drew on philosophies of existentialism and phenomenology. Existentialism argues 

that people make their ‘own’ world as they “create the world through the (mental) projection of 

meaning onto the physical phenomena – other people, places and objects – they encounter as 

they move through geographical space” (Mugerauer, 1994 cited in Hubbard et al., 2002, p. 38). 

The tourism industry is actively creating a world for tourists through the circulation of 

particular representations of places and people. Tourists in turn also create their ‘own’ world by 

projecting their pre-existing perceptions of landscapes and humans on particular African places 

and indigenous people and their culture.  

 

Phenomenology is also associated with the concept ‘lifeworld’, which refers to an individual’s 

direct involvement with the places and environments (Hubbard et al., 2002). This can be 

described as what Peet (1998) called the “‘moving historical field of lived experience’, implying 

that our experience is constantly changing as we live and do things in the world” (Peet, 1998, p. 

39 cited in Hubbard et al., 2002, p. 40). This implies the incorporation of a concept of 

intentionality, as it refers to the mind’s ability to form representations (Hubbard et al., 2002). 

Importantly for this study, it is recognized that tourists create meaning as they travel and 
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experience other places. The ‘lived experience’ of tourists and how they perceive certain places 

is central to how tourism industries market destinations, particularly via representations. 

 

Another contributing theory is behavioural geography. Hubbard et al. (2002) state that 

according to behavioural theory, space is not viewed primarily as a real or objective 

phenomenon that is understood similarly by all individuals, but rather this theory argues that 

each individual has his/her own understanding of his/her surroundings, which is “formed by 

mental processes of information gathering” (Porteous, 1977; Gold, 1980 cited in Hubbard et al., 

2002, p. 34). In other words, the behavioural theory focuses on how people obtain knowledge 

about their surroundings through their senses, and on how they remember their surroundings 

by mediating processes of the mind (Hubbard et al., 2002). Here, a reference can be made to the 

‘geographies of the mind’ (Holloway & Hubbard, 2001 cited in Hubbard et al., 2002, p. 34), 

which is relevant to this study. Tourists develop their own perception and expectation of a 

certain destination by gathering information from internet advertising. That kind of information 

sticks within one’s mind, causing a generalisation of one’s imagination onto various destinations 

(e.g. African countries). It should be noted that tourists themselves are not interviewed for this 

study, as the focus here is the representations of African destinations created by the tourism 

industry. Its main focus is the analysis of images, text and graphic representations produced by 

the tourism industry.  

 

3.3. Geography and the Visual 

Rose (2003) notes that “disciplines have specific ways of looking at the world – shaping how we 

see, what we see and indeed what is visible, and, in geography’s case, may be even defining 

knowledge as the visible (rather than the sayable)” (Rose, 2003 cited in Crang, 2010, p. 209). In 

this sense, images are an instrument of how we perceive and interpret the world around us and 

how we convey this to others (Hall, 2009). Therefore, analysing images as a research method 

within geography is worthy of attention because geography as a discipline has a strong bias to 

concern itself with the visible (Rogoff, 2000 cited in Crang, 2010). An historical ontological 

supposition is that “what is observable is what geography is about, and its elision into 

observation as method, visual media as recording and envisioning (be that maps or pictures) as 

technique” (Crang, 2010, p. 222).  

 

Consequently, Rose (2008) argues that geographers handle photographs differently; rather than 

taking illustrations for granted as ‘true’ descriptions of places, they are looking more critically at 
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them as “active players in the construction of a range of different kinds of geographical 

knowledge” (Rose, 2008, p. 151). As a result, photographs can also be thought of as 

representations “as images shaped by specific cultural meanings” (Rose, 2008, p. 152), and thus, 

perceived as more problematic which is the case in this study as well. However, according to 

Rose (2008), some geographers combine both approaches to photos, i.e. descriptive images and 

problematic representations, by acknowledging that “photos are indeed riddled with 

representation but that they can still nevertheless carry a powerful descriptive charge. Using 

this paradoxical approach to photos turns photography into a creative resource for geographical 

work.” (Rose, 2008, p. 155). 

 

By way of example, Hall (2009) reviews key points of utilising photography as a research 

method, specifically in human geography, from a realist and poststructuralist perspective. In a 

realist approach, one would conduct a ‘photographic survey’ which is “an element of the 

description of places studied” (Hall, 2009, p. 455). In such a case, photography as a research 

method is advantageous for the following reasons: 

“The local, visual manifestations of wider processes simply might not be apparent to 

other research methods or forms of data collection. Photography also situates the 

student’s own observation at the heart of the research process, promoting an active 

engagement with the subject studied. Finally, photographs provide a convenient means 

of comparison when looking at either change through time or difference across space.” 

(Hall, 2009, p. 455) 

These arguments are all relevant when doing research in the field of (human) geography.  

 

A poststructuralist perspective to images is more concerned with the context of photographs 

instead of focusing on content, as in the realist approach (Hall, 2009). Looking at the context of 

images include concerns about the selection of certain photos, the way in which objects and 

subjects are framed, and what the implications of the circulation of these images are on how the 

audience perceives them (Hall, 2009). The poststructuralist perspective is apparent in this 

study as images produced by others, i.e. photos on websites of travel agencies in four African 

countries, have been analysed. The analysis sought to ‘look beyond the frame’ (Hall, 2009, p. 

457), by attempting to uncover the meaning behind those images. This is especially useful in a 

study where certain images within the tourism industry play a significant role. In this study, the 

visual analysis of tourism images directly supports the overall aim of the study by examining 

how colonial legacies persist in tourism-related representations of African countries. It also 
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contributes to the first and second research objectives by identifying stereotypical portrayals 

rooted in colonial discourse and comparing how such imagery varies across the selected African 

countries. 

 

Within the geography discipline, critiques have underlined how “an objectivised technology of 

vision rendered especially colonised landscapes and people into objects of an inquiring gaze” 

(Crang, 2010, p. 210). This resulted in the valorisation of a visual appropriation of the Other 

(Gregory, 2003 cited in Crang, 2010). In one sense this can also be applied to the entire African 

continent. As Crang put it, “The apparent facticity of pictures belied the development of a series 

of limited tropes and stock images that were both framed by colonial power and staged that 

power.” (Crang, 2010, p. 210). Pictures “stand for moments of imaginative contact. They are the 

basis for reminiscence and recall.” (Crang, 2010, p. 220). Thus, “visual imagery feeds into tourist 

practice” (Crang, 2010, p. 219), wherein colonial tropes still persist in images within the tourism 

industry (Bate, 1992 cited in Crang, 2010). Literature reviewed in Chapter Two suggests that 

the picturing of Otherness, i.e. images of African landscapes, African people and their 

traditions/customs, etc. is still being perpetuated today in the form of ‘stock images’, specifically 

to show how different African countries and their people are compared to the West which is 

considered the ‘norm’. In this sense, the images in my research nostalgically reference the 

colonial period.  

 

3.4. Aim and objectives 

The aim of this research is to determine the extent to which colonial legacies still feature in 

tourism-related representations of African countries, by examining text and images drawn from 

selected travel agency websites (including the national tourism departments) across four 

African countries, South Africa, Namibia, Tanzania and Rwanda.  

 

This aim is broken down into the following objectives: 

(i) To identify language and representations that draw on long established Western 

stereotypes or representations of selected African countries, that originated during the 

colonial period. 

(ii) To compare and contrast the different concepts and imagery used in the selected African 

countries. 

(iii) To explore the decision-making behind the tourism marketing campaigns of those 

selected African countries. 
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The key research question is the following: ‘To what extent is the colonial legacy embedded in 

tourist advertising, in terms of language and images, in African countries?’. 

 

3.5. Data collection and analysis 

This study adopted a qualitative research approach, which is “explanatory - examining the 

reasons for, or associations between, what exists” (Ritchie, 2003, p. 27). This involves examining 

non-numerical data such as documents, words, and images. This research is primarily a digital 

study by looking at internet advertising, as the internet has become the new source for 

advertising campaigns. This approach was chosen to address the study’s aim: to determine the 

extent to which colonial legacies still feature in tourism-related representations of African 

countries. 

 

Four African countries were selected as a sample for this study. Those countries were chosen 

based on their location on the continent and the fact that they were ruled by different European 

countries during the colonial period. The countries are: Namibia (Southern Africa, colonised by 

Germany), Rwanda (Central Africa, colonised by Germany and Belgium); Tanzania (East Africa, 

colonised by Germany and Britain); and South Africa (colonised by Britain and the 

Netherlands). Their different colonial histories support the second research objective: to 

compare and contrast the concepts and imagery used in tourism representations in different 

African contexts. In addition, these countries have a well-established tourism industry which 

was important for this research, and are among the most popular international tourist 

destinations on the African continent. Other African countries, such as Kenya, Uganda and 

Zimbabwe, which also have strong tourism industries and colonial legacies, were excluded from 

this research due to scope limitations and to avoid thematic overlap (all were British colonies). 

 

Multiple websites of travel agencies within the four selected African countries were consulted. 

The selection was based on whether the travel agency had a website, and if the website included 

substantial images and text such that an analysis would be possible. This refers to the presence 

of sufficient visual imagery to portray the country’s landscapes, attractions and cultural 

elements, as well as descriptive text that represents the various destinations and travel 

experiences within the country. Google was searched using specific keywords. 40 websites of 

travel agencies were selected for analysis, 10 websites of each chosen African country, including 

the national tourism departments’ websites. These are listed below. These agencies were also 

chosen by prioritising agencies owned by local (black) Africans, thus paying attention to the 
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authorship of the content, rather than selecting mostly agencies operated by white Africans or 

descendants of former colonial settlers. This decision was grounded in the research focus to 

highlight local or ‘emic’ perspectives where possible.  

 

Table 1: Websites travel agencies 

Rwanda Tanzania Namibia South Africa 

Amahoro Tours, 

Golden Rwanda 

Safaris, Greenzest 

Travels, Hermosa 
Life Tours and 

Travel, Ikaze Rwanda 

Tours & Travel, 

Judith Safaris, Lets 

Go Tours Rwanda, 

Neza Safaris, Rwanda 

Eco Company & 

Safaris, Umubano 

Tours 

 

Amara Safari, Benson 

Safaris Tanzania, 

FCM Skylink Travel & 

Tours Ltd, KK Tour 
Safaris, Savannah 

Explorers, Takims 

Holidays, 

Traveltrack, Wild 

Gaze Safaris 

Tanzania, Zara Tours, 

Zepisa African Safaris  

 

Acacia Namibia, Blue 

Crane Safaris 

Namibia, Evolution 

Travel & Tours, 
Mannor Safaris 

Namibia, Motema 

Tours and Safaris, 

Namibia Adventure 

Travel Agency, 

Namibia Tours & 

Safaris, Namwel 

Tours & Safaris, 

Oshili Namibia Travel 

and Tours, Pride 

Safari 

African Eagle Day 

Tours, Beyond Africa 

Safaris, Cullinan 

Guided Journeys, 
Discover Africa, Go 

Self-Drive Tours, 

Jenman African 

Safaris, Rhino Africa, 

Southern African 

Tours, Springbok 

Atlas Tours & Safaris, 

Timeless Africa 

Safaris 

 

Table 2: Websites of national tourism departments 

Rwanda Tanzania Namibia South Africa 

Visit Rwanda 

 

Tanzania Tourist 

Board, Zanzibar 

Commission for 

Tourism 

Namibia Tourism 

Board 

South African 

Tourism 

 

This selection enabled the identification of language and representations that draw on long 

established Western stereotypes rooted in the colonial period, which addresses the first 

research objective. It also supported a textual and visual comparison, in line with the second 

objective of examining differences and similarities of concepts and imagery in the 

representations across the selected countries. 

 

A textual approach was adopted, which consisted of a textual analysis followed by a Discourse 

analysis. Texts or discourses (intentionally lower case), display “the phrasing and word choice 

that is associated with ‘language-in-use’” (Gee, 1999, p. 7 cited in Dittmer, 2010, p. 275). 

Furthermore, Dittmer (2010) argues that “The ways in which issues and spaces are framed 
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through this textual form of discourse are of importance, as this is the most empirically 

observable aspect of language’s impact on, and constitution of, the social world.” (p. 275). Thus, 

I employed a textual approach by analysing the language on the websites through examining the 

particular words and expressions that are used to describe the selected African countries to 

tourists. I divided those words and expressions into categories based on long-standing images 

(colonial stereotypes). After identifying the different categories, I wrote down the words and 

expressions and indicated which ones occurred in which websites. This gave me a better 

overview of what categories and what particular words and expressions are prominent in the 

tourism advertising of the selected African countries. Consequently, each African country’s 

marketing categories were compared with the other countries’ analysis to see which African 

country (textually) perpetuates the colonial stereotypes the most. 

 

After close interaction with the texts, I moved on to a discourse analysis (Discourse). Thus, “the 

shift from textual analysis to discourse analysis (or if you prefer, from discourse to Discourse) is 

about connecting the data set analyzed earlier to the broader realm of geographical practice” 

(Dittmer, 2010, p. 282). This includes more abstract connotations (e.g. power, identities and 

structures), whereby “Geographical practice often masks the power relations that are inherent 

to them.” (Dittmer, 2010, p. 282). In other words, discourse analysis “seeks to show how 

alternative geographies are foreclosed while the status quo is perpetuated” (Dittmer, 2010, p. 

285). The status quo in this case is the colonial legacy in the form of colonial stereotypes about 

Africa and Africans that are being perpetuated in the tourism industry. 

 

In addition to this, Lees (2004) identified a method for conducting discourse analysis, namely, 

observing the context as “the social setting in which language is deployed makes a tremendous 

difference in how it is understood” (Lees, 2004 cited in Dittmer, 2010, p. 279). This is significant 

as well in my project as I conducted research based in African countries, where the marketers 

may focus more on attracting international tourists to visit their country by making use of 

persuasive language. Discourse analysis was thus used for analysing the written 

representations on the travel agencies’ websites. Also, Lees (2004) argues that “discourses are 

not simply reflections or (mis)representations of “reality”; rather they create their own 

“regimes of truth” (Lees, 2004, p. 102- 103 cited in Dittmer, 2010, p. 277). In my research, this is 

highly relevant as the tourism industry within African countries creates what they consider as 

their own truth. On the other hand, it can be argued that they merely play into the hands of 

Western travellers, the target market, by highlighting ‘their’ truth about an African country. 
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I have analysed the images that are used on the websites, which are portrayed to fulfil tourists’ 

expectations of what an African country is supposed to look like. Thus, I analysed the images on 

the websites through examining the particular photos that are used to visually portray the 

various selected African countries to tourists. This analysis of the images is similar to 

Mangachena, Chauvenet and Pickering’s (2022) study on social media photos of African 

countries, as every photograph of each selected country, excluding duplicate images, was 

recorded and coded for content. The content of these images, based on dominant 

characteristics, was divided into categories of long-standing images (colonial stereotypes), for 

instance, wildlife and ‘traditional’ culture (Mangachena, Chauvenet and Pickering, 2022). After 

identifying the different categories, I wrote down what kind of images were displayed, and 

indicated which images occurred in which websites. This in turn gave me a better overview of 

what categories and what particular images are prominent in attracting tourists to the selected 

African countries. As a result, each African country’s marketing categories were compared with 

the other countries’ analysis to see which African country (visually) perpetuates the colonial 

stereotypes the most. 

 

Lastly, I wanted to conduct interviews with people involved in crafting the tourism marketing 

campaigns, in order to address the third research objective concerning the decision-making 

processes behind these campaigns. Semi-structured interviews are a qualitative method 

commonly used by human geographers because the qualitative interview gives context to what 

the researcher is examining, and helps to reveal the meaning behind certain phenomena 

(Seidman, 2013; Vygotsky, 1987 cited in Roberts, 2020, p. 3187). The purpose of the in-depth 

semi-structured interview is to “explore and understand actions within specific settings, to 

examine human relationships and discover as much as possible about why people feel or act in 

the ways they do” (McDowell, 2010, p. 158). In this sense, the interview provides “an open-

ended, in-depth exploration of an aspect of life about which the interviewee has substantial 

experience, often combined with considerable insight” (Charmaz, 2008, p. 29 cited in Roberts, 

2020, p. 3186).  

 

Semi-structured interviews were suitable as they allow the researcher to follow a set of 

questions, but are still open-ended to allow for further elaboration on a specific statement or to 

go into further depth when discussing a particular issue (McDowell, 2010). I hoped to conduct 

in-depth and semi-structured interviews with African image-makers and marketers, as this 

would allow me to obtain further insight into the thinking of why the colonial legacy is still 
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embedded in the tourism campaigns in the selected African countries. The intention was to 

interview people who are involved in the national tourism marketing campaigns for the selected 

African countries to gain a better understanding of how and why they might represent their 

country to international tourists through the employment of colonial representations. 

 

However, this did not happen the way I envisioned it. I approached various agencies via a 

contact page/enquiry on their website and/or via an email address that is provided on their 

site. Many travel agencies did not respond and if they did, an interview eventually did not 

happen. Reaching people through websites or via e-mail is more difficult than having actual 

connections in the industry. I was able to secure only one interview, with an image-maker in 

South Africa. My interviewee filled in and signed the consent form, which resulted in the 

interview taking place on 25 October 2024 via Zoom. The interview focused on the dilemmas 

faced by image makers in either perpetuating or contesting colonial stereotypes in representing 

their African country to international tourists. Thus, the interview covered several questions, 

based on my research findings, about how and why they perpetuate those colonial stereotypes. I 

recorded the interview with a mobile app on my phone called ‘Dictaphone’. This enabled me to 

transcribe the interview, in order to have a clear overview of the arguments I could incorporate 

in my data analysis. 

 

While it is unfortunate that I was only able to interview one marketer from South Africa, the 

main focus of this thesis is the tourism advertising on the websites and the analysis of text and 

image. Thus, the interview is an additional component which enabled me to get a better 

understanding of why exactly South Africa is portrayed the way it is by perpetuating the 

colonial stereotypes. Without extrapolating too much, it is likely that similar reasoning could be 

used in other African destinations.  

 

3.6. Ethical considerations and reflections on positionality 

As I wanted to interview people, I had to pay attention to the ethical issues. Before I conducted 

the interview, I informed my participant about my research, the purpose of the interview, and 

requested consent. In other words, I made use of the principle ‘informed consent’ before I 

conducted the interview. A pseudonym is used instead of the name of the marketer that I 

interviewed in order to protect anonymity and confidentiality. Of course, it must be 

remembered that: 
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“The very issues that we decide interest us as well as the detailed questions that we plan 

to ask our interviewees are all set in the frame of already existing discourses, in our 

engagement in existing work and our commitment to a broader philosophical position 

that underpins our decision to do a certain type of work.” (McDowell, 2010, p. 160) 

 

Social science, in this case geography, is perceived as contributing to a political aspiration 

(McDowell, 2010), because “the researcher has interests which may coincide with or contradict 

the interests of the researched. All social research has an end: the formulation of policy, the 

conservation, reform or radical transformation of the social situation being studied” (Cass et al., 

1978, p. 143 cited in McDowell, 2010, p. 159). Consequently, my project consists of critical 

research as I aim to expose and challenge taken-for-granted geographies about African 

countries, i.e. colonial legacy, that are being perpetuated within the tourism industry. This raises 

“issues about advocacy but also whether and to what extent ... research may have an impact not 

only in challenging the representation of social groups but also in the amelioration of inequality 

and injustice” (McDowell, 2010, p. 167). In this case, I am interested in the decolonisation of the 

tourism industry in African countries. Conducting research always involves reflecting on the 

researcher’s own positionality. I am an international student from Belgium doing research on 

several African countries’ tourism industries, which makes me an ‘outsider’, and I tried to 

remain cognisant of this, particularly when conducting the interview. As an ‘outsider’, I also 

remained aware of the risk of unintentionally reproducing stereotypes about African countries, 

particularly through selective interpretation of marketing material. It is important to recognise 

that decolonial research demands awareness to power dynamics and a critical stance toward 

how knowledge is produced and by whom. Thus, I engaged with local narratives and 

representations by selecting travel agencies that are run by local black Africans and by 

conducting an interview with an ‘insider’, i.e. a South African marketer. 

 

3.7. Conclusion 

This chapter discussed the methodological approach adopted in this thesis. This study is located 

in the field of Human Geography, therefore, the methodology chapter started with a reference to 

human-centred theories, i.e. existentialism, phenomenology and behavioural geography. The 

significance of the visible within the geography discipline was also discussed. This was followed 

by the aim and objectives of the study. The qualitative methodological approach in the sense of 

the data collection and analysis, i.e. the selection of images and text and semi-structured 

interviews and their processing or analysis, was discussed. Lastly, the ethical considerations 
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and my positionality as a researcher was reviewed. The next chapter presents the results of the 

study. 
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Chapter 4: Stereotypes in marketing ‘Africa’: Analysis of text and images 

4.1. Introduction 

This chapter presents the results of the study, providing a thematic analysis of the textual and 

visual material gathered. The first section identifies and discusses a number of stereotypes 

about Africa that feature prominently in the marketing material. The discussion starts with one 

of the striking stereotypes in the tourism marketing of the selected African countries, namely 

the ‘Africa is a country’ stereotype. This generic stereotype can be applied to experiences, 

landscapes and culture. The second stereotype is that of the ‘unchanged’ ‘African’ landscape 

which is indicated through the employment of stereotypical adjectives such as ‘pristine’, 

‘untouched’, ‘unspoiled’, ‘virgin’, ‘primeval’/‘primordial’, ‘raw’ and ‘untamed’. In addition to this, 

African countries are to a large extent portrayed as ‘empty’ or ‘uninhabited’ places through the 

utilisation of other stereotypical adjectives, these are: ‘uninhabited’, ‘unexplored’, 

‘undiscovered’, ‘remote’, ‘secluded’, ‘isolated/desolate’, ‘untroubled’ and ‘undisturbed’. 

Marketing African countries as ‘unchanged’ and ‘uninhabited’ also goes hand in hand with 

describing the environment and experiences as ‘authentic’. The representation of ‘Africa’ as an 

‘Eden’ or a ‘paradise’ circulates in the tourism marketing as well. The ‘backward’ ‘Africa’ 

stereotype that occurs in the promotion of the selected African countries is then considered and 

this chapter ends with the idea of Africa being ‘of the past’, indicated through expressions that 

signify that tourists can ‘go back in time’ and by visiting ‘prehistoric’ attractions. 

 

4.2. ‘Africa is a country’ stereotype 

When the travel agencies within the four countries discuss their home, they often refer to it as 

‘Africa’ generically. For example, in Rwanda, tourists are encouraged to “discover the wonders 

of Africa” (Ikaze Rwanda Tours & Travel, n.d.); and “experience a truly memorable visit to 

Africa” (Amahoro Tours, n.d.), even though they are promoting and talking about Rwanda. In the 

case of Tanzania, the tourist is urged to “find the Best Day Trip Packages to Africa” (Zara Tours, 

n.d.); “we love showing our guests the Africa we adore” (Zepisa African Safaris, n.d.). Of course, 

both travel agencies only offer trips to Tanzania. A striking example related to the 

aforementioned is “You call it Africa – We call it home! We are pleased to host you in Tanzania 

for the journey of a lifetime.” (Benson Safaris Tanzania, n.d.). This is an excellent example of the 

tourism industry playing into the stereotypes that western tourists have about African 

countries. Asserting that “you call it Africa”, western tourists are assumed to have a generic idea 

of ‘Africa’ that the marketer can tap into. Another noticeable example is the promise that from 

the top of Mtn Kilimanjaro in Tanzania, one can “watch the sunset over Africa” (Wild Gaze 
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Safaris Tanzania, n.d.), as though one could see the whole continent from the top of the 

mountain. 

 

Namibian and South African marketers use this stereotype often. In the national marketing of 

Namibia, tourists are encouraged to “Enjoy the best of Africa at your own pace.” (Namibia 

Tourism Board, n.d.). In the Damaraland National Park, tourists are assured, “You’ll get the 

surprising treasured wonders of Africa.” (Pride Safari, n.d.). South Africa is no different. The 

South African travel agency Jenman African Safaris (n.d.) states that people can “enjoy the 

spectacular scenery Africa has to offer”, while promoting the Garden Route region. Going to the 

Sabi Sands Game Reserve is associated with “opportunity … as you are beckoned into the heart 

of Africa” (African Eagle Day Tours, n.d.). Also, going to the Lapalala Game Reserve to “Explore 

the untouched bushveld paradise in the heart of Africa!” (Timeless Africa Safaris, n.d.). This 

applies to the Kruger National Park as well by referring to it as “untamed Africa” (Springbok 

Atlas Tours & Safaris, n.d.). In short, game reserves and national parks are often portrayed as 

generic examples of “Africa” the continent.  

 

The ‘Africa is a country’ stereotype is the most common stereotype within the marketing of all 

four countries analysed. The South African marketer that I interviewed argues that people 

involved in the tourism marketing campaigns do this without realising it and without thinking 

too much about it as generalising is a common practice (Marketer South Africa, interview, 

October 25, 2024). 

 

Simplifying matters for the tourist, in this approach the continent of Africa is reduced to a single 

country as the generalisation diminishes all diversity and differences between the fifty-four 

African countries, as if the people, culture, language, religion, landscapes, nature, were the same 

in every African country. This stereotype occurs multiple times in material produced by each 

travel agency, and is particularly strong in the case of Tanzania, Namibia and South Africa. 

Within the marketing of Rwanda, it appears only a few times in six out of the ten travel agencies 

whose material was studied. That said, a common example of the ‘Africa is a country’ stereotype 

is extending an activity that is only possible in a single country or a region to the whole 

continent of Africa, thus, extending it geographically by reducing Africa to one country. In the 

Rwandese marketing, it appears in the marketing of “a gorilla safari in Africa” (Rwanda Eco 

Company & Safaris, n.d.) – an experience which is available only in a small part of central Africa, 

and not the entire continent. The wildebeest migration is a similar example, “The Great 
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Migration is an unforgettable experience for safari lovers in Africa.” (Savannah Explorers, n.d.); 

“A Wildebeest Migration safari is a popular holiday experience in Africa.” (Zepisa African Safaris, 

n.d.; Amara Safari, n.d.). But the wildebeest migration is a phenomenon limited to Kenya and 

Tanzania, not the entire continent. 

 

The travel agency Acacia Namibia (n.d.) also fits into this list with the following example of the 

Onguma Game Reserve: “The reserve offers visitors the opportunity to experience Africa in all 

her beauty and diversity.”. Here, they explicitly mention the reserve, situated in Namibia, in 

relation to the whole continent of Africa, as though one could experience the entire continent in 

that one reserve in Namibia. The same goes for the description of the South African 

Drakensberg Mountains, a visit to which is “Accompanied by incredible views out over the 

grasslands of Africa.” (Go Self-Drive Tours, n.d.). This gives the false impression that you can see 

the whole continent from the Drakensberg. In Tanzania, one can “fly high over Africa’s dramatic 

landscapes” (Zepisa African Safaris, n.d.) – yet these are landscapes specific to Tanzania. The 

Marakele National Park in the Limpopo province, offers “a variety of bird and animal life, with 

the awe-inspiring savannah and bushveld landscapes of Africa in the background” (South 

African Tourism, n.d.). This implies that the whole continent consists of the same savannah and 

bushveld landscapes, drawing on the stereotype that the continent features mostly those types 

of landscapes.   

 

Going to Rwanda, Tanzania, Namibia and South Africa evoke certain expectations as to what 

people can experience when travelling to “Africa”. This is quite common throughout the 

marketing of all the travel agencies in the four different countries. For example, visiting Rwanda 

to “make your desired African experience come true” (Neza Safaris, n.d.), even though this does 

not cover what that ‘African’ experience encompasses, which turns this into a generic statement 

that is associated with travelling to an African country. The same applies to the following 

example: “A South African holiday guarantees you the all-rounded African experience you’ve 

always dreamed of.” (Rhino Africa, n.d.). Additionally, a sunset dhow cruise in Zanzibar is 

referred to as a “romantic African experience” (Benson Safaris Tanzania, n.d.), implying that this 

is something typically ‘African’, although this cannot be done in every single African country. 

 

Furthermore, “waking up in the Serengeti is something really special. Sights, sounds and smells 

of Africa are all around us” (KK Tour Safaris, n.d.). This references a preconceived and fixed idea 

of travelling to an African country in terms of the sights, sounds and smells one would be likely 
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to experience as a tourist. At the end of the day in the Ruaha National Park, “the sun dips below 

the horizon with the sights and sounds of Africa” (Zepisa African Safaris, n.d.). One notices the 

focus on the senses also in the South African marketing, with a Kruger National Park visit where 

one will “Experience the Unforgettable Sights and Sounds of Africa’s Wilderness” (Springbok 

Atlas Tours & Safaris, n.d.). Thanda Private Game Reserve is a place “where people can 

appreciate the smells and sounds of the African bush” (South African Tourism, n.d.). 

 

4.2.1. The generic ‘African’ experience 

The generic ‘African’ experience is associated with an ‘untamed’ wilderness, which freezes the 

African continent as this sentiment implies that the continent is an ‘untamed’, ‘unchanged’ place. 

In the Namibian marketing it is argued that “Namibia is a wonderful destination for travelers 

seeking an unforgettable African experience in a uniquely beautiful untamed wilderness” 

(Evolution Travel & Tours, n.d.; Namwel Tours & Safaris, n.d.). In South Africa, at the Lion Sands 

Game Reserve, “The staff will also happily arrange a breakfast or dinner in the bush for a true 

African experience.” (South African Tourism, n.d.). Thus, dining in ‘unchanged’ nature and being 

close to it is perceived as a typical ‘African’ experience, as this is something that western 

tourists cannot experience in the west. 

 

Going on a safari and viewing wildlife in Tanzania, Namibia and South Africa is commonly 

described as a typical ‘African’ experience because of the continent’s connotation with wildlife. 

For instance, visiting Tanzania is described as a place where people can go on an ‘African’ safari 

(Amara Safari, n.d.; Zara Tours, n.d.), or more specifically going to Saadani National Park for “a 

raw adventurous African wildlife safari experience” (FCM Skylink Travel & Tours Ltd, n.d.). This 

is even more evident in the following Namibian example: “Two days in Etosha offer the 

traditional classic African wildlife safari with all of the big game and plains species present in 

great numbers.” (Namibia Tours & Safaris, n.d.). Here, it is generically argued that tourists can 

go on a safari and see big game in every African country, something that is obviously not the 

case.  

 

The stereotype is predominant in the South African marketing, specifically related to game 

reserves and national parks. For instance, “Sabi Sand Game Reserve is still the paradise of 

wildlife and African safari experiences, because of the abundance of wildlife” (Beyond Africa 

Safaris, n.d.), thus an ‘African’ safari equals seeing many animals in the wild. “You will be taken 

on a safari guided walking African safari tour, to see and hear the sound of the real African 
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jungle. Take home the most memorable photographs of a genuine African safari.” (Beyond Africa 

Safaris, n.d.). (The word “jungle” is a little unusual here, a word more associated with India). The 

citation includes three generic references to the African continent.  

 

The stereotype within the same aforementioned travel agency has also been applied to the 

following: “Explore the real African safari in Kruger National Park (…) will give the real feel of an 

authentic African Safari right here in one of the known jungle of Africa.” (Beyond Africa Safaris, 

n.d.). The same goes for the travel agency Southern African Tours (n.d.), “Every effort is made to 

give a true African Safari experience at Tswalu.”. Lastly, the Madikwe Game Reserve is described 

as being “Home to the big 5 and other endangered species in a Malaria-free environment, 

Madikwe is an ideal African wildlife safari destination for the whole family.” (Timeless Africa 

Safaris, n.d.). In another example, “you can drive alongside rhino, buffalo, zebra, giraffe and 

various antelope, at Kagga Kamma Game Park. This game park is situated in natural 

surroundings giving visitors that true African bush feel.” (South African Tourism, n.d.). Here, 

driving alongside wild animals in a wild, natural landscape equals an ‘African’ nature feeling. 

 

This also occurs within the national tourism marketing of South Africa, i.e. “Often, when you 

walk with a ranger in Africa, your eyes get used to skimming the horizon, the wide spaces, in 

search of what scientists quirkily call the 'charismatic megafauna' – the Big 5.” (South African 

Tourism, n.d.). Here, going on a (walking) safari, in wide open spaces and seeing the Big 5, is 

generalised as a ‘typical’ ‘African’ experience as if tourists can do and see this in every single 

African country. According to the South African marketer that I interviewed, nature and wildlife 

are important in South Africa’s marketing because these elements are “part of South Africa’s 

identity as you can basically see the Big 5 in one day” (Marketer South Africa, interview, October 

25, 2024). This identity argument can also be applied to the Tanzanian marketing as the 

national tourism department of Tanzania states that “the Big 5 and wildebeest migration are 

important draw cards along with the natural beauty of environment” (Tanzania Tourist Board, 

n.d.). 

 

Therefore, wildlife is one of the major visual aspects of tourism marketing within African 

countries. The Big 5 and other big game animals appear plentiful in the marketing of Tanzania, 

Namibia and South Africa. Wild animals are often depicted in dry, savannah landscapes. See 

images below. 
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Source: Savannah Explorers (n.d.); Zara Tours (n.d.); Tanzania Tourist Board (n.d.) 

Source: Pride Safari (n.d.); Namibia Tours & Safaris (n.d.); Namibia Adventure Travel Agency (n.d.) 

Source: African Eagle Day Tours (n.d.); Jenman African Safaris (n.d.); Discover Africa (n.d.) 

 

In Rwanda, on the other hand, gorillas and monkeys appear to a larger extent than other wild 

animals because the country is known for its gorilla encounters. In this sense, the gorillas in 

Rwanda are perceived as the ‘animal icons’ of the country, and are often portrayed with tourists, 

as seen in the image below. 

Figure 4: Depictions of wildlife in Tanzania 

Figure 3: Depictions of wildlife in Namibia 

Figure 5: Depictions of wildlife in South Africa 
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Source: Judith Safaris (n.d.) 

 

4.2.2. ‘Africa’s’ landscape 

Another geographic aspect is the landscape which is also described generically, particularly the 

savannah landscape. This in turn includes another stereotype as the African continent is 

perceived as a place that only consists of savannah landscapes. Somewhat surprisingly, it is 

argued that in Rwanda “our safari guests can immerse themselves in Africa’s broad savannas” 

(Judith Safaris, n.d.). This implies that the whole continent, and the country of Rwanda, consists 

of a savannah landscape which is not the case at all. The stereotype occurs in the marketing of 

Tanzania as well, by describing the Lake Manyara National Park as “the African savannah” 

(Savannah Explorers, n.d.). Again, on the website of the Tanzania Tourist Board (n.d.), tourists 

are invited to “witness the breathtaking beauty of the African savannah”. This stereotypical 

image is also used in the marketing of South Africa and its Kruger National Park, where you can 

“bask in the golden hues of a sunset over the African savannah” (Jenman African Safaris, n.d.). 

The notion ‘African savannah’ is plentiful in the South African marketing in relation to national 

parks and game reserves (Southern African Tours, n.d.; African Eagle Day Tours, n.d.; Beyond 

Africa Safaris, n.d.; Discover Africa, n.d.; Timeless Africa Safaris, n.d.). The savannah landscape in 

Namibia is visually depicted as stark and empty (see Figure 7 below), whereas the South African 

marketing portrays the savannah landscape in relation to wild animals as seen in section 4.2.1. 

above. 

 

 

Figure 6: Depiction of gorillas and tourists in Rwanda 
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Source (top images): Motema Tours and Safaris (n.d.); Namibia Tours & Safaris (n.d.) 

Source (bottom images): Mannor Safaris Namibia (n.d.); Namwel Tours & Safaris (n.d.); Namibia Tourism 

Board (n.d.) 

 

The Pilanesberg National Park supposedly consists of “untamed African landscape” (Beyond 

Africa Safaris, n.d.), implying that there is a generic type of ‘unchanged’ landscape that covers 

the whole continent and/or can be found in every African country. This refers to the notion of 

“African wilderness”, invoked in relation to national parks such as Addo Elephant Park (Beyond 

Africa Safaris, n.d.), and to the Kruger National Park in the national marketing of the country 

(South African Tourism, n.d.). Another generic example related to this appears in the national 

tourism marketing of Namibia, “An unforgettable and more adventurous pampering experience 

must be getting a massage under open skies whilst overlooking the savannahs of Namibia.” 

(Namibia Tourism Board, n.d.). Here, the landscapes of Namibia are reduced to only one type of 

landscape, i.e. a savannah, which is incorrect as the country consists of various types of 

landscape.  

 

The following generic stereotype occurs predominantly in the marketing of Tanzania in relation 

to the Serengeti National Park, i.e. “When you think of Africa’s majestic landscape, you are likely 

imaging the great Serengeti.” (Savannah Explorers, n.d.). In this sense, ‘Africa’ is employed 

generically as if the entire continent consists of the Serengeti. Stated boldly, Wild Gaze Safaris 

invoke “the Serengeti plains embodying archetypal African scenery” (Wild Gaze Safaris 

Tanzania, n.d.) and a balloon safari over the Serengeti as “A unique adventure over outstanding 

quintessential African landscapes.” (Zara Tours, n.d.). Here, the notions ‘archetypal’ and 

‘quintessential’ insinuate that the Serengeti embodies the ‘typical’ African landscape, i.e. 

Figure 7: Depictions of savannah landscape in Namibia 
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savannah landscape, thus, what tourists would expect to see when they would visit an African 

country. Additionally, the Serengeti is often associated with “classic African scenery” (Zara 

Tours, n.d.; Zepisa African Safaris, n.d.). Tarangire National Park is also often portrayed as 

having a savannah landscape and thus, is perceived as an ‘African’ landscape. See images below. 

Figure 8: Depictions of savannah landscape in Tanzania 

Source: Savannah Explorers (n.d.); Wild Gaze Safaris Tanzania (n.d.); Tanzania Tourist Board (n.d.) 

 

Traveltrack (n.d.) argues that tourists can “experience the wilds of Africa” in Tanzania, which 

insinuates a generic statement that the whole continent consists of wild landscapes. More 

particularly, the Serengeti National Park is associated with “wild Africa” (KK Tour Safaris, n.d.; 

Wild Gaze Safaris Tanzania, n.d.). A game drive in Tanzania’s Ruaha National Park is described 

by Zepisa African Safaris (n.d.) as “a terrific way to feel a part of Africa with the wind in your 

hair as we drive you around to look for animals”. This implies that a game drive/safari ‘equals’ 

an ‘African’ experience, as discussed above. 

 

4.2.3. ‘Africa’s’ culture  

The national tourism marketing of South Africa specifically states the following: “One of the 

biggest misconceptions about Africa is that the continent shares a homogenous culture. Africa is 

home to hundreds of tribes, ethnic and social groups and GOLD celebrates this diversity in its 

cuisine.” (South African Tourism, n.d.). Yet often generalising ‘African’ culture is also an aspect 

of the promotion of an African country. Tourism marketing literature may use the word ‘African’ 

instead of pointing out the exact type of culture, cuisine, food, etc. For instance, “our cooking 

lessons involve mainly Rwandese dishes in an African cuisine and in an African Kitchen” 

(Amahoro Tours, n.d.). This involves a preconceived idea of an African kitchen/cuisine, even 

though every country has its own cuisine/dishes. 

 

Thus, Stone Town in Zanzibar is a place where people will “experience how the African tradition 

has blended with other cultures and traditions of the Arabs, Indians, Persian and other 

Europeans” (FCM Skylink Travel & Tours Ltd, n.d.). It is notable that the African people who 
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lived there before the arrival of foreign groups are only pointed out by the general term ‘African’ 

instead of naming the specific groups as they did with the foreigners. This also applies to the 

description of Swakopmund in Namibia, “a bohemian mix of German architecture and African 

rhythms/flair” (Pride Safari, n.d.; Evolution Travel & Tours, n.d.). “African” is a signifier on its 

own. A general description like this can be found in the South African marketing as well when 

discussing an east coast city: “Durban is well known for its Indian and African influences.” 

(Jenman African Safaris, n.d.). Near Durban, the Valley of a Thousand Hills is portrayed in terms 

of “African culture” (Cullinan Guided Journeys, n.d.; South African Tourism, n.d.). In the South 

African township Langa, you can “Take some African souvenirs home with you.” (African Eagle 

Day Tours, n.d.), but it is not clear which ones specifically. 

 

4.3. ‘Unchanged’ ‘African’ landscape 

One of the most common stereotypes throughout the marketing of all four countries is the 

‘unchanged’ stereotype. In this sense, the (natural) landscape is perceived to be in its original 

state, ‘unchanged’, ‘uninhabited’ and ‘pristine’. This is portrayed by employing various 

adjectives which will be discussed below. This notion can also be found with its verb in the 

Tanzanian marketing, as Stone Town is argued to have “little changed in the last 200 years” 

(FCM Skylink Travel & Tours Ltd, n.d.; Wild Gaze Safaris Tanzania, n.d.). The same goes for the 

Serengeti National Park, “In more than 1 million years, little has changed in the park. The wild 

animals, the plants and waterways are still largely intact as they were one million years ago.” 

(Amara Safari, n.d.). In other words, the Serengeti has been ‘unchanged’ since time began. The 

national tourism marketing of South Africa also employs this stereotypical adjective: 

“The beauty (if one can call it that) of the battle sites in South Africa is that they are, for 

the most part, unchanged. They haven’t been altered by urban development or 

sophisticated theme parks or ordered graveyards as they have been in many other parts 

of the world.” (South African Tourism, n.d.) 

Here, they use the adjective ‘unchanged’ in relation to the absence of development as they argue 

that the region has not been altered yet.  

 

4.3.1. Stereotypical adjectives: ‘pristine’, ‘untouched’ and ‘unspoiled’ 

Three adjectives can be discussed, namely ‘pristine’, ‘untouched’ and ‘unspoiled’, which evoke 

the sentiment of ‘unchanged’. These adjectives are another dominant aspect that are found in 

tourist marketing of all four countries, but to a lesser extent in Rwanda. The stereotypical 
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adjectives also appear on the national tourism departments websites but they occur even fewer 

in the National Tourism Board of Rwanda and Tanzania/Zanzibar. See figures below. 

 
Figure 9: Occurrence of ‘pristine’, ‘unspoiled’, ‘untouched’ in the countries’ travel 
agencies 

 
Figure 10: Occurrence of ‘pristine’, ‘untouched’, ‘unspoiled’ on the national tourism 
departments websites 

 

In Rwanda, only 2 travel agencies describe the Nyungwe National Park as a ‘pristine’ and 

‘untouched’ rainforest (Neza Safaris, n.d.; Rwanda Eco Company & Safaris, n.d.). The National 

Tourism Board of Rwanda also describes Nyungwe as a ‘pristine mountain rainforest’ (Visit 

Rwanda, n.d.). A more striking example about Nyungwe National Park is the following: 
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“Chimpanzees still rule the landscape here, flourishing in a place that has been untouched by 

man” (Neza Safaris, n.d.). This signifies that the Nyungwe rainforest remained unchanged since 

it originated as wild animals are still presiding over the natural landscape, which in turn 

highlights the absence of humans and their ‘modern’ alterations. Additionally, the Nyungwe 

National Park and the Volcanoes National Park are portrayed as unspoiled rainforests (Lets Go 

Tours Rwanda, n.d.; Ikaze Rwanda Tours & Travel, n.d.; Hermosa Life Tours and Travel, n.d.; 

Rwanda Eco Company & Safaris, n.d.). Here, the marketing employs these stereotypical 

adjectives in terms of two well-known national parks in Rwanda. 

 

In Tanzania, the word ‘pristine’ is used to refer to nature and beaches, with the most frequent 

example of the island Zanzibar (FCM Skylink Travel & Tours Ltd, n.d.; Savannah Explorers, n.d.; 

Amara Safari, n.d.; Zara Tours, n.d.; Zepisa African Safaris, n.d.; Takims Holidays, n.d.; Zanzibar 

Commission for Tourism, n.d.). Tanzania’s Southern Safari Circuit “epitomizes Tanzania in her 

most pristine form, off the beaten track, away from the crowds of tourists and the sound of other 

safari vehicles” (Traveltrack, n.d.; Takims Holidays, n.d.). It implies that the national parks and 

game reserves in the south of the country are the most pristine ones as they receive fewer 

tourists. In other words, the fewer people who visit the parks and reserves, the more 

‘unchanged’ they remain. Thus, the game parks in Tanzania are described as “Some of the most 

pristine yet easily accessible biospheres left on earth.” (Takims Holidays, n.d.). A specific 

example of this can be found in the marketing of Amara Safari (n.d.) and Zara Tours (n.d.) where 

the Nyerere National Park is presented as a ‘pristine’ park. The Tanzania Tourist Board (n.d.) 

also describes Lake Natron using this stereotypical notion: “Discover the secrets of this pristine 

oasis”. 

 

In addition to this, Benson Safaris Tanzania (n.d.) generally talk about Tanzania in relation to 

the notion ‘untouched’, i.e. “In Tanzania, visitors can truly see nature at its finest, untouched 

state away from human habitat.”. The term ‘untouched’ is almost solely related to natural 

attractions, especially Ruaha National Park, Nyerere National Park, etc., in the marketing of 

Tanzania as it refers to places where humans have not yet settled/altered the environment 

(FCM Skylink Travel & Tours Ltd, n.d.; Benson Safaris Tanzania, n.d.; Amara Safari, n.d.; Zepisa 

African Safaris, n.d.; Wild Gaze Safaris Tanzania, n.d.; Tanzania Tourist Board, n.d.). Additionally, 

the Tanzania Tourist Board (n.d.) describes the beaches in the country as ‘untouched’.  
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A striking example is the following about the Southern Safari Circuit: “Here you will find prolific 

wildlife unscathed by human interaction, where the night sky dazzles with millions of stars, and 

a part of the continent which is untouched by time” (Traveltrack, n.d.; Takims Holidays, n.d.). 

Thus, the Southern Safari Circuit is presented as being unchanged, not having caught up yet with 

‘modern’ time which results in a large amount of wildlife that has not been tampered with by 

humanity and its ‘development’, emphasised by the use of the adjective ‘unscathed’. Savannah 

Explorers (n.d.) convey the same sentiment when talking about Tanzania in general, i.e. 

“Tanzania is an incredible and beautiful land for its untainted nature, the free wildlife”. This is 

also the case with Amara Safari (n.d.), in reference to the wildebeest migration, where “The 

Serengeti plains harbor the largest remaining unaltered animal migration in the world!”. In 

other words, Tanzania’s nature and wildlife is perceived as being in its original state, shown by 

the employment of the stereotypical adjectives ‘untainted’ and ‘unaltered’ - humans have 

supposedly not interfered with the environment yet. 

 

The term ‘unspoiled’ is often used in relation to Tanzanian islands and beaches (Traveltrack, 

n.d.; Takims Holidays, n.d.; Savannah Explorers, n.d.; Amara Safari, n.d.). Secondly, in relation to 

national parks and game reserves such as Ruaha National Park, Nyerere National Park (Amara 

Safari, n.d.; Zara Tours, n.d.; Zepisa African Safaris, n.d.; Takims Holidays, n.d.; Wild Gaze Safaris 

Tanzania, n.d.; Tanzania Tourist Board, n.d.). Moreover, the Tanzania Tourist Board (n.d.) refers 

to all of Tanzania’s wilderness as ‘unspoiled’. 

 

In Namibia, these stereotypical adjectives are used by half of the travel agencies sampled, but to 

a lesser extent than in Tanzania and South Africa. The notion ‘pristine’ appears in terms of 

national parks and nature reserves such as NamibRand Nature Reserve and Erindi Game 

Reserve, etc. (Namibia Tours & Safaris, n.d.; Blue Crane Safaris Namibia, n.d.; Mannor Safaris 

Namibia, n.d.; Evolution Travel & Tours, n.d.; Pride Safari, n.d.). The same goes for ‘untouched’, 

i.e. Kaokoland, Skeleton Coast, etc. (Namibia Tours & Safaris, n.d.; Acacia Namibia, n.d.). A prime 

example that combines these two stereotypical adjectives is the following: “Sperrgebiet has 

largely been left untouched for many years. Since it's been closed to the general public for nearly 

a century, the habitat is essentially untouched and pristine” (Pride Safari, n.d.). Here, the words 

‘untouched’ and ‘pristine’ also refer to places that have been kept out of human hands, similar to 

the main aspect of the Tanzanian marketing. As in Tanzania, the ‘unspoiled’ nature of national 

parks and game reserves is used by Namibian tourism marketers (Namibia Tours & Safaris, n.d.; 

Blue Crane Safaris Namibia, n.d.; Evolution Travel & Tours, n.d.; Namibia Adventure Travel 
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Agency, n.d.; Acacia Namibia, n.d.). Namibia Tours & Safaris (n.d.) goes even further by saying 

that “Namibia is a country where unspoiled nature reigns supreme”, turning this into a generic 

statement or stereotype of the country. The same sentiment occurs in the national tourism 

marketing as Namibia’s landscape is portrayed in terms of the “vast scale of the unspoiled 

natural environment” and as having “some of the most pristine and wild landscapes on the 

planet” (Namibia Tourism Board, n.d.). 

 

Within the marketing of South Africa, the stereotypical adjectives occur to a much larger extent 

than in the other three countries. Every South African travel agency employs the notion 

‘pristine’, which is associated with South African beaches, such as those in Cape Town and 

Durban. (This is severely disrupted by recent media reports of pollution on these beaches). The 

other examples are related to (natural) landscapes, national parks and game reserves, such as 

Kruger National Park and Kapama Game Reserve. This occurs in the marketing material of 7 out 

of 10 travel agencies, with Beyond Africa Safaris, Cullinan Guided Journeys and Timeless Africa 

Safaris being the exception. On the South African Tourism (n.d.) website as well, an example 

related to the Waterberg Biosphere invites tourists to: “experience the African wilderness in its 

pristine state”. Here, ‘pristine’ can be easily replaced with ‘original’ as ‘African’ nature is 

supposed to be ‘unchanged’ since time began.  

 

In addition to this, various areas, game reserves and beaches are portrayed as ‘untouched’ 

within the national tourism marketing of South Africa and 7 out of 10 South African travel 

agencies. The exceptions are African Eagle Day Tours, Beyond Africa Safaris and Go Self-Drive 

Tours. For example, visiting the Kruger National Park is associated with “enjoying what Mother 

Nature has to offer you in her true form – untouched” (Rhino Africa, n.d.). In this sense, Kruger is 

perceived as an excellent example of authenticity as tourists can find nature in its original state, 

‘untouched’ and thus ‘unchanged’. Another example is the description of the northern KwaZulu-

Natal region, “an area of wetlands and coral reefs that are almost untouched by human 

habitation” (South African Tourism, n.d.), thus, the notion ‘untouched’ is associated with the 

absence of humans. 

 

Also, every South African travel agency and the national tourism marketing of South Africa 

employ the word ‘unspoiled’ within their marketing of the country, in terms of beaches and 

natural attractions, for example Wild Coast, Kruger National Park, and Baviaanskloof. A striking 

example is the following claim about the iSimangaliso Wetland Park within the KwaZulu-Natal 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  59 
 

province, where tourists are invited to “Discover one of the last unspoiled and undeveloped 

wilderness beaches left on the African continent.” (Beyond Africa Safaris, n.d.). Thus, the 

iSimangaliso Wetland Park is perceived as one of the last ‘original’ beaches in the whole 

continent, by emphasising the adjective ‘undeveloped’ which also signifies the ‘unchanged’ 

stereotype. A noteworthy example on the national tourism marketing of South Africa is: “you’ll 

also see unspoilt South African savanna (this time with the addition of those gorgeous 

camelthorn trees) in the Kgalagadi Transfrontier Park in Northern Cape” (South African 

Tourism, n.d.). In other words, an ‘unspoiled’ ‘African’ landscape stands for a savannah 

landscape with camel thorn trees.  

 

In the interview with the South African marketer, it was argued that these stereotypical 

adjectives are effective because they signify that ‘wild’ experience that tourists are seeking 

when travelling to South Africa (Marketer South Africa, interview, October 25, 2024). This could 

also be one of the main reasons behind the employment of these adjectives by image-makers in 

Tanzania, Namibia and Rwanda as the adjectives convey preconceived ideas about African 

countries. However, the South African marketer does recognise that representing places in 

South Africa with these type of adjectives is a colonial notion, but on the other hand, the 

marketer states that some parts of the country are in fact still ‘pristine’, ‘untouched’ and 

‘unspoiled’ (Marketer South Africa, interview, October 25, 2024). 

 

4.2.2. Stereotypical adjectives: ‘virgin’, ‘primeval’/‘primordial’, ‘raw’, ‘untamed’ 
Four other adjectives can be discussed, namely ‘virgin’, ‘primeval’, ‘raw’ and ‘untamed’, which 

evoke the sentiment of ‘unchanged’. These stereotypical adjectives are another prime aspect of 

the tourism marketing of South Africa and Tanzania, but to a lesser extent in Namibia and 

Rwanda. However, these adjectives appear even less on the national tourism departments 

websites. This can be seen in the figures below. 
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Figure 11: Occurrence of ‘untamed’, ‘raw’, ‘virgin’, ‘primeval’/‘primordial’ in the 
countries’ travel agencies 

 
Figure 12: Occurrence of ‘untamed’, ‘raw’, ‘virgin’, ‘primeval’ on the national tourism 
departments websites 

 

In the marketing of Rwanda, two other stereotypical adjectives occur that signify an ‘unchanged’ 

landscape. Firstly, Greenzest Travels (n.d.) represent the Nyungwe National Park as a “virgin 

forest”. Secondly, Rwanda Eco Company & Safaris (n.d.) describes the rainforest in the Nyungwe 

National Park as “primeval-looking”. Rwanda’s National Tourism Board also uses the 

stereotypical adjective ‘primeval’ to describe the Nyungwe rainforest (Visit Rwanda, n.d.). The 

notions ‘virgin’ and ‘primeval’ signify the prehistoric, original, ‘unchanged’ nature argument. 
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Tanzanian travel agencies also employ the word ‘virgin’ in their marketing when talking about 

natural attractions (Savannah Explorers, n.d.; Amara Safari, n.d.; Zara Tours, n.d.). A striking 

example is the following: “A Taste of Tanzania's Luxury Southern Wild and Sea, the most virgin 

wild lands in Africa” (Amara Safari, n.d.). This travel agency draws a generic statement by 

arguing that the southern part of the country is supposedly the most ‘untouched’ place in the 

whole African continent, which turns this into a stereotype about African countries. The 

Namibia Tourism Board (n.d.) describes the country as a “huge virgin land”, implying that 

Namibia consists of ‘unchanged’ landscapes. In South Africa, the notion ‘virgin’ is mentioned 

once by the travel agency Southern African Tours (n.d.) as they generically describe South 

African beaches as ‘virgin’ beaches. 

 

Another adjective that is used to describe Tanzanian nature in its original state is ‘raw’ (KK Tour 

Safaris, n.d.; Zara Tours, n.d.; Wild Gaze Safaris Tanzania, n.d.). For example, in the Serengeti 

National Park tourists can “Discover the pleasure of raw wilderness on a level never imagined.” 

(Zara Tours, n.d.). In Namibia, the notion ‘raw’ only occurs once on the website of the travel 

agency Blue Crane Safaris Namibia (n.d.), “enjoy raw nature by camping in Terrace Bay”. 

However, the marketing of Namibia Tours & Safaris (n.d.) uses the word ‘pure’ to portray 

NamibRand Nature Reserve and the Skeleton Coast, i.e. “pure wilderness”. This also indicates 

that the wilderness remains in its original state and is not altered. The adjective ‘raw’ also 

appears within the South African marketing in relation to nature (Southern African Tours, n.d.; 

Rhino Africa, n.d.; Beyond Africa Safaris, n.d.), and once on the South African Tourism (n.d.) 

website by describing Coffee Bay’s landscape as ‘raw’. A striking example is the representation 

of the Northern Cape Province by Southern African Tours (n.d.), i.e. “it’s a raw, rugged, 

primordial land”. This sentence contains the word ‘primordial’ which stands for ‘original’ and 

‘prehistoric’, like the ‘primeval’ example in the Rwandese marketing. This adjective also arises 

in the marketing of Go Self-Drive Tours (n.d.) in relation to the Hluhluwe-Imfolozi Game 

Reserve, i.e. “primordial sand forest”. 

 

Another striking adjective related to the ‘unchanged’ stereotype is the notion ‘untamed’. It does 

not occur in the marketing of Rwanda, but it does appear in the other countries. For instance, in 

Tanzania, “Ruaha National Park is a vast, untamed wilderness” (Zepisa African Safaris, n.d.). In 

other words, nature within national parks or game reserves is described as ‘untamed’ or wild, 

meaning that it remains in its original state. Amara Safari (n.d.) draw a generic statement with 

this stereotypical adjective, which also relates to the ‘Africa is a country’ stereotype, discussed 
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above in section 4.1., i.e. “Nothing in this continent is ordinary, Africa is simply exceptional. 

Natural, Untamed, Beautiful!”. This stereotypical adjective occurs in the marketing of the 

Tanzania Tourist Board (n.d.) as well by describing Tanzania’s environment as “nature's 

untamed beauty”. Likewise, the ‘untamed’ nature appears on the national tourism board website 

of Namibia with the following example about the north-eastern region: “The vast expanses of 

wooded savannah liberally sprinkled with baobab trees found in the area makes up for this 

inconvenience as travellers see Namibia at its best – rugged, untamed, natural and unmatched.” 

(Namibia Tourism Board, n.d.). Here, a savannah landscape with baobab trees, a stereotypical 

‘African’ landscape’, is associated with an ‘untamed’ landscape. Additionally, the tourism board 

portrays Namibia in general as a place with “vast expanses of untamed wilderness” (Namibia 

Tourism Board, n.d.). It also occurs within the Namibian travel agencies’ marketing as they 

describe Damaraland as an untamed wilderness or region (Motema Tours and Safaris, n.d.; 

Namibia Tours & Safaris, n.d.). Another example relates to the whole country of Namibia where 

tourists can experience “untamed wilderness” (Namwel Tours & Safaris, n.d.; Evolution Travel & 

Tours, n.d.).  

 

The notion ‘untamed’ occurs prominently in the marketing of the South African travel agencies, 

in 7 out of 10 (African Eagle Day Tours, Cullinan Guided Journeys, Go Self-Drive Tours are the 

exception). This is in relation to natural attractions such as Sabi Sand Nature Reserve, Kruger 

National Park, Durban, etc. ‘Untamed’ appears on the South African Tourism (n.d.) website in 

relation to the Wild Coast region. The motive behind the frequent use of ‘untamed’ in the South 

African marketing can be explained with the same reasoning mentioned above in the stereotype 

section 4.2.1., as it signifies a ‘wild’ experience (Marketer South Africa, interview, October 25, 

2024). The same can also be applied to the other stereotypical adjectives mentioned in this 

section, and explains why they appear in the other countries’ tourism marketing as well. 

 

An adjective used by Discover Africa (n.d.) is ‘untrammeled’, when talking about the Kruger 

National Park, and this carries a similar meaning: “the untrammeled north possesses a 

mesmerizing wilderness feel”. Another stereotypical adjective that is mentioned within the 

South African travel agencies Beyond Africa Safaris and Rhino Africa is ‘undeveloped’. For 

example, Isimangaliso Wetland Park “Discover one of the last unspoiled and undeveloped 

wilderness beaches left on the African continent.” (Beyond Africa Safaris, n.d.). Or Manyeleti 

Game Reserve which is described as being ‘underdeveloped’ (Rhino Africa, n.d.). This adjective 

occurs in the national tourism marketing of the country as well, i.e. “Beaches don’t come more 
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beautiful than those of the Wild Coast and, thanks to the rugged nature of the coast, they remain 

undeveloped.” (South African Tourism, n.d.). 

 

In addition to this, the Tanzania Tourist Board (n.d.) draws a generic statement when describing 

Katavi National Park, i.e. “The national park is Africa at its most wild — unadulterated bush 

settings, spectacular views, and rich wildlife.”. In other words, the park symbolises what the 

continent stands for in the tourism imaginary: ‘unchanged’ and ‘authentic’ nature and wildlife.  

 

4.3.3. ‘Authentic’ environment 

The idea of experiencing ‘authentic’ or ‘real’ ‘Africa’ is also common. This means that African 

destinations have to be static or fixed in order to satisfy those preconceived ideas. This occurs 

prominently in the marketing of every analysed travel agency in South Africa. In the marketing 

of the other countries, it appears in advertising by more than half of the travel agencies. This 

makes the ‘authentic’ ‘Africa’ stereotype very dominant as well. It occurs in several categories, 

both generically related to the country itself, as well as in regard to culture or nature. 

 

The environment in African countries is often depicted as ‘authentic’, meaning that it can be 

seen in its original state, i.e. ‘unspoiled’, ‘unchanged’, ‘untouched’, and thus, often associated 

with these notions. For instance, “among the seventy islands counted by the archipelago, the 

most important are Unguja, Mafia, Pemba and Fanjove, authentic paradises of unspoiled nature” 

(Savannah Explorers, n.d.). Moreover, Tanzania’s Ruaha national park is described as “It is a 

wild and authentic environment that remains relatively untouched.” (Wild Gaze Safaris 

Tanzania, n.d.). Another striking example is the following: 

“There is no human habitation, no access roads, no electricity pylons or telephone poles 

between Mala Mala's Sand River and The Kruger National Park, resulting in a pristine 

and flourishing wilderness filled with a prolific abundance of birdlife and wildlife. If 

you're looking for authentic, raw and wild African bush - this is the place to be.” (Rhino 

Africa, n.d.) 

In other words, ‘authentic’ nature in an African country equals an ‘uninhabited’, ‘undeveloped’ 

and/or ‘unchanged’ wilderness where one can see many wild animals. This is something that 

“we in the west” can barely experience anymore. It also applies to the following example about 

Tanzania, “in Tanzania, you will get a chance for superb wildlife viewing in top-class parks, 

authentic African wilderness with unfenced parks and endless plains” (Savannah Explorers, 
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n.d.). Even villages are described as being authentic such as Pilgrim’s Rest and Arniston in South 

Africa (Southern African Tours, n.d.).  

 

On the other hand, equivalents of ‘authentic’ are the more subtle words ‘real’ or ‘true’ that are 

employed in a context which makes it part of this stereotype as well. For instance, in the Kruger 

National Park people could be “enjoying what Mother Nature has to offer you in her true form – 

untouched” (Rhino Africa, n.d.). Consequently, Namibia in general is described as “True 

wilderness without the crowds.” (Namibia Tours & Safaris, n.d.). Also, Kaokoveld is described as 

“one of the last true wildernesses of southern Africa” (Blue Crane Safaris Namibia, n.d.), and 

Kaokoland as “the last frontier of true wilderness” (Namibia Tours & Safaris, n.d.). This applies 

to the Mahango Game Park as well, as it has “a real wilderness feel” (Pride Safari, n.d.). Likewise, 

this aspect occurs in the South African marketing, in relation to the Sabi Sand Game Reserve 

“widely acknowledged as one of the last true wildernesses in the country” (Rhino Africa, n.d.). 

Thus, different regions within Namibia and South Africa are portrayed as the only places where 

people can still experience ‘authentic’ nature. This leads to the following statement of the Sabi 

Sand Game Reserve, “Experience a deep and authentic connection with the natural world.” 

(Timeless Africa Safaris, n.d.), which presumes that going to an African country is to experience 

the world in its original state where people can still connect with the natural world which is 

predominantly absent in Europe and the West. In this sense, the following statement related to 

the Mahango National Park is in line with this stereotype, i.e. “sightings of untamed animals are 

likely” (Pride Safari, n.d.), as wild animals do not exist anymore in the west.  

 

In addition to this, the Tanzania Tourist Board (n.d.) employs a noteworthy adjective to 

emphasise that the Katavi National Park is ‘authentic’, i.e. “The national park is Africa at its most 

wild — unadulterated bush settings, spectacular views, and rich wildlife.”. Thus, the adjective 

‘unadulterated’ signifies ‘authenticity’ and a ‘pure’ natural environment, whereby it is also part 

of a larger stereotype, i.e. ‘Africa is a country’.  

 

4.4. An ‘empty’ or ‘uninhabited’ ‘Africa’ 

The marketing of the African countries highlights the fact that large parts of or entire African 

countries are ‘uninhabited’ or ‘empty’. This works to perpetuate the stereotype that African 

countries are ‘unchanged’ since time began, and thus, natural, wild and ‘uninhabited’. African 

countries are indeed populated nowadays but the marketing does predominantly focus on areas 

within the country that are sparsely or unpopulated such as game reserves or national parks. In 
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this sense, the preconceived ideas that tourists have about African countries can be fulfilled and 

are in fact being perpetuated. This stereotype becomes apparent with stereotypical adjectives 

as well, i.e. ‘uninhabited’, ‘unexplored’, ‘undiscovered’, ‘remote’, ‘secluded’, ‘isolated/desolated’, 

‘untroubled’ and ‘undisturbed’. The four African countries employ this stereotype, but the 

Namibian travel agency Namibia Tours & Safaris emphasises this stereotype in terms of 

stereotypical adjectives and expressions to a much larger extent than all the other travel 

agencies. Namibia is the most sparsely populated country of the four. 

 
Figure 13: Occurrence of ‘uninhabited’, ‘undiscovered’/‘unexplored’ in the countries’ 
travel agencies 

 
Figure 14: Occurrence of ‘uninhabited’, ‘undiscovered’/‘unexplored’ on the national 
tourism departments websites 
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It is remarkable that this stereotype explicitly occurs within the marketing of the four African 

countries with the adjective ‘uninhabited’, see figures above. In Rwanda, this is only mentioned 

once on the website of the travel agency Ikaze Rwanda Tours & Travel (n.d.), “not far from 

Karongi (Kibuye) is Rwanda’s own ‘Bay of Islands’ where many uninhabited islands are covered 

with natural woodland”. The stereotypical adjective ‘uninhabited’ emerges in the marketing of 

Tanzania as well, by describing uninhabited islands, beaches and areas, i.e. Michamvi, Chumbe, 

etc. (KK Tour Safaris, n.d.; Traveltrack, n.d.; Zepisa African Safaris, n.d.; Takims Holidays, n.d.; 

Tanzania Tourist Board, n.d.). Another example, the Nyerere National Park in Tanzania is 

described as “uninhabited and little touched by human interference” (Zara Tours, n.d.). Here, it is 

emphasised twice that the game reserve excludes humans and their involvement, with the 

adjective ‘uninhabited’ and with a specific expression which makes it clear that humanity has 

not interfered. The same emphasis can be found within the Namibian marketing, for instance, 

the Kalahari desert and “Its uninhabited vastness - 2.5 million square km of semi-arid savannah 

plains almost devoid of human activity.” (Namibia Tours & Safaris, n.d.). Other Namibian 

examples are Brandberg and Kaokoland that are portrayed as uninhabited places (Namibia 

Tours & Safaris, n.d.). Even on the Namibia Tourism Board (n.d.) website, i.e. the Heroes’ Acre 

monument is “built into the uninhabited hills 10 kilometres south of the city centre of 

Windhoek”. Strikingly, only one South African travel agency employs the word ‘uninhabited’ 

when talking about the beaches in South Africa in general (Southern African Tours, n.d.). 

 

This stereotype also goes hand in hand with the stereotypical adjectives ‘unexplored’ and 

‘undiscovered’, also displayed in Figures 13 and 14 above, as these notions signify that humans 

have not yet been to these places, and thus, are ‘uninhabited’. This is in relation to islands, i.e. 

Mafia, Pemba and Fanjove Island, and national parks in Tanzania as these places are described 

as widely undiscovered/unexplored (FCM Skylink Travel & Tours Ltd, n.d.; Savannah Explorers, 

n.d.; Zepisa African Safaris, n.d.). For example, “often overshadowed by the popularity of 

Zanzibar, Mafia Island remains virtually undiscovered by tourists” (FCM Skylink Travel & Tours 

Ltd, n.d.). Or, “The Selous, Ruaha, Katavi, Mahale and Gombe parks are among the most remote 

and unexplored, ideal for safari lovers.” (Savannah Explorers, n.d.). This also occurs within the 

marketing of the Tanzania Tourist Board (n.d.), when talking about the Ruaha National Park, 

“The park boasts of her almost untouched and unexplored ecosystem, making visitors’ safari 

experience very unique. ”. In Namibia, Kaokoland is described as “this unexplored realm” or 

“vast, unexplored wilderness” (Namibia Tours & Safaris, n.d.). The Namibia Tourism Board (n.d.) 

represents the Huns Mountains near the Ai-Ais Hot Springs and the Arid Eden Route in the 

north-western region of the country as ‘unexplored’ places. Another example can be found in 
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the South African marketing about Cape Agulhas where it is suggested that “the area has largely 

been untouched and unexplored” (Springbok Atlas Tours & Safaris, n.d.; Cullinan Guided 

Journeys, n.d.). Also, the adjective ‘undiscovered’ can be found on the South African Tourism 

(n.d.) website, i.e. “the alluring and largely undiscovered and romantic Diamond Coast”. 

 
Figure 15: Occurrence of ‘remote’, ‘secluded’, ‘isolated’/‘desolate’ in the countries’ travel 
agencies 

 
Figure 16: Occurrence of ‘remote’, ‘secluded’, ‘isolated’/‘desolate’ on the national tourism 
departments websites 

 

Moreover, the stereotypical adjective ‘remote’ also indicates an area where ‘development’ is 

absent. The adjective has barely been employed in the marketing of Rwanda, see figure 15. Only 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  68 
 

a few references were found, i.e. the Volcanoes National Park is described as a “remote 

rainforest” (Neza Safaris, n.d.), and reference is made to the “remote region of southwestern 

Rwanda” (Rwanda Eco Company & Safaris, n.d.). It also occurs in the National Tourism Board of 

Rwanda, as the Muzimu hiking trail is described as “A relatively easy hike in the remote 

northeastern part of Rwanda takes hikers through pine and eucalyptus forests.” (Visit Rwanda, 

n.d.). This is in sharp contrast with Tanzania, where 9 out of 10 travel agencies (the exception is 

KK Tour Safaris), employ the word ‘remote’ in association to natural attractions such as Lake 

Natron, islands and many national parks and game reserves. For instance, “the Selous, Ruaha, 

Katavi, Mahale and Gombe parks are among the most remote and unexplored” (Savannah 

Explorers, n.d.). Another example, “The national parks and game reserves in the south are 

remote, visited by few tourists.” (Wild Gaze Safaris Tanzania, n.d.). The same applies to the 

website of the Tanzania Tourist Board (n.d.) as they argue that Katavi National Park is located 

“in a remote location far off the beaten track”, or “the remote beaches of Mafia Island”. 

 

The employment of the term ‘remote’ is used to a lesser extent in the marketing of Namibia, 

which is shown in figure 15. The travel agency Namibia Tours & Safaris (n.d.) uses this the most 

in relation to regions and natural attractions such as the Skeleton Coast, Kaokoland, Namibrand 

Nature Reserve, etc. The same goes for the national tourism board website of Namibia, which 

highlights the northern parts of the country as ‘remote’ regions including the town of Henties 

Bay and Khaudum National Park (Namibia Tourism Board, n.d.). Pride Safari (n.d.) mentions 

this stereotype more explicitly, stating that “in an overpopulated world, there aren’t many 

places left where you'll immerse yourself as deeply in remote wilderness areas as in Windhoek”. 

This sentence is slightly odd in that Windhoek is a city. In South Africa, the word “remote” is not 

employed as much, and is used to describe natural attractions, such as Tsitsikamma National 

Park, Madikwe Game Reserve, Kruger National Park, etc. (African Eagle Day Tours, n.d.; Cullinan 

Guided Journeys, n.d.; Discover Africa, n.d.; Southern African Tours, n.d.; Springbok Atlas Tours 

& Safaris, n.d.). However, Go Self-Drive Tours (n.d.) and South African Tourism (n.d.) describe 

an entire South African province, i.e. the Northern Cape Province, as remote. This ‘uninhabited’ 

stereotype is amplified by adding that the Northern Cape consists of “empty landscapes” (Go 

Self-Drive Tours, n.d.). 

 

Another stereotypical adjective that can be used to convey this trope is ‘secluded’, which 

appears in Tanzania, Namibia and South Africa, but it does not occur within the Rwandese 

marketing. See figure 15. For instance, Pemba Island in Tanzania is described as a secluded 
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island (FCM Skylink Travel & Tours Ltd, n.d.), and Mahale National Park as “one of the most 

secluded parks not only in Tanzania but throughout Africa” (Savannah Explorers, n.d.). 

Furthermore, the adjectives ‘desolate’ and ‘isolated’ are employed to showcase how empty 

Namibia and its regions and natural attractions are (Namibia Tours & Safaris, n.d.; Blue Crane 

Safaris Namibia, n.d.; Evolution Travel & Tours, n.d.; Pride Safari, n.d.). Namibia in general is 

described as a country where tourists can “Explore the desolate open expanses from north to 

south and east to west.” (Namibia Tours & Safaris, n.d.). The notions ‘secluded’ and ‘isolated’ 

also appear within the South African marketing in relation to the beaches and natural 

attractions, i.e. Garden Route, beaches in KwaZulu-Natal province, Tsitsikamma, etc. (Southern 

African Tours, n.d.; Rhino Africa, n.d.; Springbok Atlas Tours & Safaris, n.d.; Cullinan Guided 

Journeys, n.d.; Go Self-Drive Tours, n.d.). An example is Mdumbi beach, “Although voted one of 

South Africa’s most beautiful beaches, it still holds its secluded, untouched allure.” (Southern 

African Tours, n.d.). 

 
Figure 17: Occurrence of ‘undisturbed’, ‘untroubled’ in the countries’ travel agencies 
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Figure 18: Occurrence of ‘undisturbed’, ‘untroubled’ on the national tourism departments 
websites 

 

A similar example is the use of the adjectives ‘untroubled’ and ‘undisturbed’, in the marketing of 

Tanzania and to a larger extent in Namibia, which also signify the absence of humans within the 

landscape. These adjectives do not occur in the marketing of South Africa and Rwanda, 

including the national tourism departments websites of those countries, see Figures 17 and 18. 

 

Amara Safari (n.d.) argues that the Tanzanian Nyerere National Park is “one of Africa’s last 

remaining wildernesses. Relatively undisturbed by humans”. This sentiment related to the 

Nyerere National Park also occurs in the marketing of the Tanzania Tourist Board (n.d.) as it is 

perceived as “relatively undisturbed by human impact ”. In the case of Namibia, the town of 

Lüderitz is portrayed as a place that is “Worth it for the historical and natural attractions 

including shipwrecks and ghost towns along with wildlife, plantlife and birdlife untroubled by, 

and indifferent to, the vagaries of human activity.” (Namibia Tours & Safaris, n.d.). Also, Fish 

River Canyon is a place that is “a vast and empty land blissfully untroubled by humans” (Namibia 

Tours & Safaris, n.d.). Pride Safari (n.d.) indicates how long the Sperrgebiet has stayed out of 

humans’ hands, “since 1908 the most important part of this stunning park was left undisturbed”. 

The latter also occurs within the Namibia Tourism Board (n.d.), “large parts of the Sperrgebiet 

were left undisturbed for nearly a century”. These Namibian examples thoroughly highlight the 

absence of humans within the Namibian landscape.  
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The travel agency Namibia Tours & Safaris is the most dominant travel agency in Namibia in 

perpetuating this stereotype, as it employs other adjectives and uses stereotypical expressions 

to a much larger extent than the other travel agencies within Namibia, and the other countries. 

For example, they use the adjective ‘unpopulated’ as they argue that Namibia consists of “a 

whole lot of unpopulated places” (Namibia Tours & Safaris, n.d.). A more striking example is the 

following: “The attraction of Kaokoland lies in its wild and uncharted valleys and mountains. It 

is the most isolated and undeveloped region of this mostly isolated and undeveloped country.” 

(Namibia Tours & Safaris, n.d.). Here, the agency employs certain stereotypical adjectives within 

two sentences, i.e. ‘uncharted’, ‘isolated’ and ‘undeveloped’. The travel agency goes even further 

by making a generic statement about the country as an almost ‘empty’, ‘uninhabited’ place:  

“Beyond this main road, which is quiet by any other country's standards, the roads 

become wonderfully empty of traffic, dwellings or any other signs of civilization. The 

authorities don't bother you with excessive road furniture either: it's just you, the grass-

encroached road and the open landscape.” (Namibia Tours & Safaris, n.d.). 

 

Consequently, the Namib Desert is described as “an uninterrupted panorama so vast it beggars 

belief, no hint of human habitation” (Namibia Tours & Safaris, n.d.). Another Namibian travel 

agency does convey the same sentiment with the following example: “You’ll drive for hours 

under huge blue skies without seeing another car, surrounded by landscapes so vast and empty 

that sometimes you are feeling like you’re on the sting of the earth.” (Pride Safari, n.d.). 

Unusually for Rwanda, an example like this appears on the National Tourism Board website of 

Rwanda in relation to Akagera National Park: “It’s not uncommon for visitors to spend an entire 

day without seeing another vehicle, offering the impression it’s just you and the wilderness.” 

(Visit Rwanda, n.d.). 

 

This stereotype is also visually depicted in every country by showcasing wide, open landscapes 

that are empty, as seen in the images below. It is significant that the region Sossusvlei in 

Namibia and Blyde River Canyon in South Africa’s province Mpumalanga visually appear in 

many travel agencies. 
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Source: Judith Safaris (n.d.); Umubano Tours (n.d.) 

 

    

Source: KK Tour Safaris (n.d.); Benson Safaris Tanzania (n.d.) 

 

 

Source: Motema Tours and Safaris (n.d.); Pride Safari (n.d.); Mannor Safaris Namibia (n.d.) 

Source: African Eagle Day Tours (n.d.); Jenman African Safaris (n.d.) 

 

Figure 19: Depictions of empty landscapes in Rwanda 

Figure 20: Depictions of empty landscapes Tanzania 

Figure 21: Depictions of empty landscapes in Namibia 

Figure 22: Depictions of empty landscapes in South Africa 
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4.3.1. ‘Authentic’ experiences’ 

As discussed above in respect to environment/surroundings, experiencing ‘authentic’ ‘Africa’ is 

a common stereotype within the tourism industry. Going to an African country is associated 

with ‘authentic’ experiences, as this is one of the common preconceived ideas of travelling to 

African countries. Tourists can undergo “authentic experiences in Rwanda” (Neza Safaris, n.d.), 

although the experiences are not explicitly discussed. Tanzania is described as “a top safari 

destination in Africa for its authenticity, luxury, and service” (Zepisa African Safaris, n.d.). 

Regarding a visit to Namibia, tourists can “discover the authentic spirit of Africa” (Oshili 

Namibia Travel and Tours, n.d.), which includes a generalisation as well, see the ‘Africa is a 

country’ stereotype. 

 

One of the most common stereotypes of the African continent within the tourism industry is 

that travelling to an African country primarily means going on a safari and viewing wildlife, 

which is oftentimes associated with ‘authenticity’. The description predominantly applies to 

wildlife experiences. For example, Akagera National Park in Rwanda is described as “the most 

traditional sort of safari, providing an authentic wildlife experience in Rwanda's game parks” 

(Hermosa Life Tours and Travel, n.d.). Gishwati National Park in Rwanda is also described as a 

park where tourists can experience authentic moments (Rwanda Eco Company & Safaris, n.d.). 

This stereotype appears in the marketing of Namibia as well, where tour companies describe 

visits to national parks and reserves like Erindi Game Reserve and Bwabwata National Park, as 

an opportunity for authentic safari experiences (Evolution Travel & Tours, n.d.; Blue Crane 

Safaris Namibia, n.d.).  

 

In South Africa, the national tourism marketing argues that ‘authentic’ South African 

experiences include “game drives, walking safaris, hot air balloon rides, birding safaris, rhino 

tracking and superb spa experiences” (South African Tourism, n.d.). Other references to this 

concept by the national tourism marketing agency all involve nature and wildlife experiences. A 

more specific example relates to the Hluhluwe-Imfolozi Park that provides visitors with “an 

authentic Big 5 African safari experience” (South African Tourism, n.d.). This implies that an 

‘African’ safari equals seeing the Big 5 which results in an ‘authentic’ experience.  

 

This occurs in the South African travel agencies as well, for example a visit to the Madikwe 

Game Reserve is associated with “authentic Big 5 wildlife encounters” (Timeless Africa Safaris, 

n.d.). The same goes for the Amakhala Game Reserve “where you will be captivated by the raw 
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and authentic beauty of African wildlife” (Springbok Atlas Tours & Safaris, n.d.). Another 

striking example is the following about the Kruger national park, where “The Big 5 and 

numerous other species freely roam 2 million hectares of preserved wilderness with grassland, 

forest and historical and archaeological sights – this is true Africa.” (Timeless Africa Safaris, 

n.d.). The latter includes the ‘Africa is a country’ stereotype as wild animals roaming freely in 

the natural landscape, i.e. wilderness, equals ‘Africa’ or what is expected of an African country. 

Thus, all these examples convey preconceived ideas about Africa, which in turn are being 

marketed as the ‘only’ characteristics of African countries and indeed the African continent. 

Camping safaris in Tanzania are associated with experiencing “the Wild Africa in an authentic 

way” (Savannah Explorers, n.d.), the reason for this is because “you feel like you are roughing it 

and participating in a real African adventure” (Savannah Explorers, n.d.). In other words, 

sleeping within nature, instead of a lodge, equals experiencing ‘Africa’ in an ‘authentic’ way. The 

same sentiment is conveyed on the website of Namibia Adventure Travel Agency (n.d.) where 

the tourist is encouraged to “embark … on an authentic camping adventure”. A striking example 

in the South African context refers to the Tswalu Game Reserve where “Spending a night in a 

star bed, with nothing between you and the night sky, has become increasingly sought after as 

travellers search for authentic, unfiltered experiences immersed in nature.” (Rhino Africa, n.d.). 

‘Unfiltered’ is another word for ‘authentic’, whereby it is argued that tourists search for such 

experiences.  

 

In contrast to applauding its authenticity, Zepisa African Safaris (n.d.) admits that “there is no 

denying the fact that Ngorongoro’s Tanzania safari is not as authentic as elsewhere – there are 

simply too many visitors”. In this sense, too many people at a tourist destination strips the 

authenticity away. A similar example can be found in the national tourism marketing of South 

Africa, discussing a trip to Coffee Bay: “The roads are bad (…) They are, however, in the process 

of tarring the road. Which is a good and bad thing … good for tourism, but bad for keeping the 

rural and authentic lifestyle that’s there.” (South African Tourism, n.d.). Thus, ‘modernising’ the 

town by tarring the road is perceived as stripping away its authenticity. This is significant as the 

tourism industry has to uphold the preconceived ideas of African settlements as ‘traditional’ or 

‘undeveloped’. 

 

4.5. ‘Africa’ as an ‘Eden’ or a ‘paradise’ 

According to the literature reviewed in Chapter Two, the continent of Africa is often depicted as 

an Eden or a ‘paradise’. The marketing in the particular African countries does use the words 
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‘Eden’ and ‘paradise’ to attract tourists to their country, other than in Rwanda. This occurs to a 

larger extent in the marketing of South Africa.  

 

Within the marketing of Tanzania, the islands Zanzibar, Mafia Island, and Fanjove are described 

as paradises (FCM Skylink Travel & Tours Ltd, n.d.; Traveltrack, n.d.; Savannah Explorers, n.d.; 

Amara Safari, n.d.; Zepisa African Safaris, n.d.; Takims Holidays, n.d.). Moreover, Fanjove Island 

is perceived as “an unexplored paradise in the middle of the Indian Ocean” (Savannah Explorers, 

n.d.). This implies that a paradise equals a ‘pristine’, ‘uninhabited’, ‘unexplored’ place that 

people have not visited and/or have not altered the environment yet. On the other hand, in the 

Namibian and South African marketing, a paradise often refers to a region within the country, 

such as Caprivi (Namibia Tours & Safaris, n.d.) and Etosha South (Namibia Adventure Travel 

Agency, n.d.) in Namibia, the Northern Cape (Cullinan Guided Journeys, n.d.) and the Garden 

Route (Beyond Africa Safaris, n.d.) in South Africa. The entire country of South Africa is 

described as “a paradise on earth” (African Eagle Day Tours, n.d.). Chintsa East beach (Jenman 

African Safaris, n.d.), as well as Lapalala Game Reserve (Timeless Africa Safaris, n.d.), Noetzie 

beach (Southern African Tours, n.d.) and the town Knysna (Springbok Atlas Tours & Safaris, n.d.; 

Go Self-Drive Tours, n.d.) are associated with a paradise.  

 

In Tanzania, the Ngorongoro Crater is often explicitly referred to as the ‘Garden of Eden’ (Amara 

Safari, n.d.; Zepisa African Safaris, n.d.) or the ‘Eden of Africa’ (Takims Holidays, n.d.; Wild Gaze 

Safaris Tanzania, n.d.). This is also the case with the Garden Route in South Africa which is 

labelled as the ‘Garden of Eden’ (Beyond Africa Safaris, n.d.; Rhino Africa, n.d.; Go Self-Drive 

Tours, n.d.), or “a veritable Eden” (South African Tourism, n.d.). Moreover, the national 

marketing of South Africa represents Tsitsikamma and Knysna as the ‘Garden of Eden’ (South 

African Tourism, n.d.). In this sense, the Tsitsikamma Forest National Park is described as 

follows: “If there is an Eden on Earth, this could just be it.” (South African Tourism, n.d.). 
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Figure 23: Occurrence of ‘magical’/‘enchanting’, ‘idyllic’ in the countries’ travel agencies 

 
Figure 24: Occurrence of ‘magical’/‘enchanting’, ‘idyllic’ on the national tourism 
departments websites 

 

In addition to the notions ‘Eden’ and ‘paradise’, the stereotypical adjectives ‘magical’, 

‘enchanting’ or ‘idyllic’ can also be placed in this category as it adds an ‘out of this world’ layer. 

These three adjectives occur in South Africa, Tanzania and Namibia, but the marketing in 

Rwanda only uses ‘magical’. On the other hand, the national tourism department of Rwanda 

does not employ any of these adjectives, which is in contrast to the other three countries’ 

national tourism departments. See Figures 23 and 24 above. 
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Throughout the marketing in Rwanda, encountering and/or tracking mountain gorillas is 

associated with a magical experience (Umubano Tours, n.d.; Amahoro Tours, n.d.; Hermosa Life 

Tours and Travel, n.d.; Rwanda Eco Company & Safaris, n.d.). In Tanzania, the islands are 

perceived as paradises, therefore, marketing agencies also employ the word ‘magical’ to 

represent the islands of the coastline, i.e. Zanzibar, Mafia Island (Benson Safaris Tanzania, n.d.; 

Amara Safari, n.d.; Takims Holidays, n.d.; Wild Gaze Safaris Tanzania, n.d.). The sunsets on the 

islands are also described as being ‘magical’ or ‘enchanting’ (KK Tour Safaris, n.d.; Benson 

Safaris Tanzania, n.d.; Takims Holidays, n.d.). Takims Holidays (n.d.) even refers to Tanzania as a 

whole as an “enchanting land”. Additionally, the island Zanzibar is portrayed as an idyllic 

location (FCM Skylink Travel & Tours Ltd, n.d.; KK Tour Safaris, n.d.; Benson Safaris Tanzania, 

n.d.; Traveltrack, n.d.; Amara Safari, n.d.; Zepisa African Safaris, n.d.; Wild Gaze Safaris Tanzania, 

n.d.; Zanzibar Commission for Tourism, n.d.; Tanzania Tourist Board, n.d.). Even the Tanzania 

Tourist Board (n.d.) employs the notion ‘enchanting’ in their marketing, i.e. “Unveiling the 

Enchanting Beauty of Lake Natron in Tanzania”.  

 

Within the marketing of Namibia, ‘magical’ and ‘enchanting’ is associated with natural 

surroundings such as the Kalahari Desert and Sossusvlei (Evolution Travel & Tours, n.d.; 

Mannor Safaris Namibia, n.d.; Namibia Tours & Safaris, n.d.; Blue Crane Safaris Namibia, n.d.; 

Acacia Namibia, n.d.; Namibia Tourism Board, n.d.). The Namibia Tourism Board (n.d.) also 

describes the country’s beauty as ‘magical’. It is expressed by referring to only a few 

regions/towns as ‘idyllic’ as well such as Skeleton Coast, Palmwag and Swakopmund (Namibia 

Tours & Safaris, n.d.; Blue Crane Safaris Namibia, n.d.; Pride Safari, n.d.). 

 

This stereotype occurs to a larger extent within the marketing of South Africa as all the travel 

agencies represent natural attractions and their experiences as ‘magical’ or ‘enchanting’. This is 

evident in the national South African tourism marketing, for instance in describing the wetlands 

of iSimangaliso Wetland Park, Knysna Forests, Sabi Sand Nature Reserve. In addition, 9 out of 10 

travel agencies (Go-Self Drive is the exception), refer to cities as ‘magical’ or ‘enchanting’. The 

most common example is the city of Cape Town. South Africa’s coastline is represented as 

having ‘idyllic’ beaches (Jenman African Safaris, n.d.; Discover Africa, n.d.; Rhino Africa, n.d.; 

Beyond Africa Safaris, n.d.; Springbok Atlas Tours & Safaris, n.d.; Go Self-Drive Tours, n.d.). The 

national tourism marketing of South Africa also describes towns such as Stellenbosch and 

Jeffreys Bay as idyllic places (South African Tourism, n.d.). Additionally, Tsitsikamma Forest is 

portrayed as a ‘fairyland’ or ‘fairytale’ (Timeless Africa Safaris, n.d.; Rhino Africa, n.d.). Another 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  78 
 

example concerns the Cape Winelands, where “Dramatic mountains, wide-open skies, carpets of 

lush green vineyards, and small winding roads. Add to this award-winning restaurants with 

views straight out of a storybook.” (Rhino Africa, n.d.). The latter two examples indicate scenery 

that is ‘magical’ or ‘paradisiacal’. A striking adjective in this regard is ‘unimaginable’ which 

occurs in the marketing of Springbok Atlas Tours & Safaris (n.d.) when discussing the scenery of 

the Drakensberg. This means that its beauty is so wonderful that you can barely imagine this 

being real. The same adjective appears in the Namibia Tourism Board (n.d.) as well, “The Arid 

Eden Route - Unimagined. Unexpected. Unexplored.”. 

 

4.6. ‘Backward’ ‘Africa’ 

The continent Africa is often depicted as a less developed place without any traces of modernity, 

defined by the West, i.e. Europe and the U.S., which is to some degree highlighted in the tourism 

marketing of African countries as well. In this sense, the ‘backward’ stereotype of African 

countries is being perpetuated as that is what tourists expect to see.  

 

The stereotype is reflected in explicit statements that indicate ‘undeveloped’ cities/regions 

within South Africa. Certain places in South Africa are represented as places that were able to 

escape any form of development, i.e. False Bay (Discover Africa, n.d.) and Elandsbaai (Go Self-

Drive Tours, n.d.). Additionally, the Wild Coast region in South Africa is depicted as an area 

which “has largely escaped western-style building and industrial development. In fact, it has 

retained such an “African” feel that it is popular as a movie location for films set in the remotest 

parts of the continent.” (Go Self-Drive Tours, n.d.). The notion ‘modernity’ is associated with 

‘western’-style buildings and lack thereof equals an ‘African’ place, thus, this implies a 

hierarchical value judgement whereby the west is perceived as being ‘modern’ in contrast to 

‘traditional’ ‘Africa’. It is also interesting that these landscapes are regarded as generic 

representations that suit the idea of a ‘backward’ or undeveloped Africa, and are used as such in 

film productions. 

 

Consequently, another common stereotype that can be included in the ‘backward’ ‘Africa’ 

category is the employment of the word ‘traditional’. This word indicates a hierarchy of 

representation, juxtaposing ‘us’ who are ‘modern’ with ‘them’ who are ‘traditional’. Mentioning 

the word ‘traditional’ serves no purpose other than to indicate the difference between the west 

and African countries, and to implement a hierarchy. For example, small boats are described as 

‘traditional’, i.e. in Rwanda it is a ‘traditional canoe’ (Rwanda Eco Company & Safaris, n.d.) or 
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‘traditional boats’ (Hermosa Life Tours and Travel, n.d.; Rwanda Eco Company & Safaris, n.d.). In 

Tanzania marketing mentions a ‘traditional (sailing) dhow’ (FCM Skylink Travel & Tours Ltd, 

n.d.; KK Tour Safaris, n.d.; Traveltrack, n.d.; Tanzania Tourist Board, n.d.; Zanzibar Commission 

for Tourism, n.d.). Or a ‘(traditional) mokoro (traditional canoe)’ in Namibia (Blue Crane Safaris 

Namibia, n.d.; Motema Tours and Safaris, n.d.). This notion is also mentioned in terms of labour, 

for example in Albertina in South Africa, “Cape Aloe grows wild on many farms, and is still 

harvested in the traditional, labour-intensive way” (Springbok Atlas Tours & Safaris, n.d.). Here 

as well, the notion ‘traditional’ highlights the difference between labour in a (South) African 

town versus an ‘industrialised’ western town.  

 

An interesting example can be found in the national tourism marketing of South Africa, as 

follows: “The Waterberg Biosphere and district offers infrastructure with excellent facilities and 

modern conveniences found in the many game reserves and conservation areas, coupled with the 

opportunity to experience the African wilderness in its pristine state.” (South African Tourism, 

n.d.). Here, ‘modern’ infrastructure is placed directly opposite the ‘pristine’ ‘African’ wilderness 

as to emphasise that anything ‘African’ is ‘unchanged’ or ‘traditional’, thus, this citation includes 

a hierarchical value judgement. 

 

The stereotype is also reflected in the statements about the roads in Tanzania particularly, 

where tourists are warned that “Only a few roads are paved in Tanzania. Much of roads and 

trails in the parks are unpaved, dusty, and bumpy but it is part of the adventure.” (Savannah 

Explorers, n.d.). But this can be countered by the marketing of Namibia and South Africa, for 

instance, the Namibia Tourism Board (n.d.) argues that the country has “safe driving conditions, 

well-maintained gravel roads, good cellphone coverage, and good infrastructure”.  Sometimes 

maintaining the balance between a comfortable visit for tourists, and the ‘backward Africa’ 

stereotype, is difficult. 

 

4.7. Visiting the ‘past’ in ‘Africa’ 

It is assumed that people can truly visit the ‘past’ in ‘Africa’ as the continent is perceived to be 

static, fixed without any ‘modern’ development, which is why people are encouraged to visit 

things that ‘we’ in the west cannot see/find any longer. In Rwanda, tourists are invited to see 

“thrilling National Parks and superb attracting adventure sights that have been around since 

ancient times” (Rwanda Eco Company & Safaris, n.d.). Thus, in this stereotype, national parks 

where people can still see wild animals roaming around freely in the landscape equals ‘ancient 
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time’ or the ‘past’. This also applies to Amara Safari (n.d.) and their description of the Serengeti 

National Park where people can experience “game viewing within an ancient landscape”, in a 

place whose “eco-system is the most ancient on the planet” (Amara Safari, n.d.). The term 

‘ancient’ is also highlighted within the Namibian marketing, for example in this description of 

the Etosha Pan: “like everything in Namibia, the pan is ancient - 2 million years or so” (Namibia 

Tours & Safaris, n.d.). Namibia as a whole is described as an “ancient and beautiful country” 

(Namibia Tours & Safaris, n.d.). Rwanda’s National Tourism Board takes this even further with 

their description of Nyungwe Forest, “believed to be one of Africa’s oldest forests, staying green 

even through the Ice Age, which explains its diversity” (Visit Rwanda, n.d.). As the forest 

survived the Ice Age, it marks it as an old natural attraction. The same can be found on the 

website of Traveltrack (n.d.) with the description of Lake Ngosi in Tanzania which supposedly 

“goes back to the Neocene epoch”, which as any traveller would understand indicates a very long 

time ago.  

 

Furthermore, Hermosa Life Tours and Travel (n.d.) argue that people who visit Rwanda can 

“reconnect with the wild places”, as those ‘wild places’ are not available anymore to such an 

extent in the west. Hence camping in Akagera national park is “one of the best ways to 

reconnect with nature” (Hermosa Life Tours and Travel, n.d.). This also appears in South Africa, 

where walking safaris are promoted: “Walking through the African wilderness (…) allowing you 

to escape the hustle and bustle of everyday life while reconnecting with the natural world. (…) 

Walking safaris offer a chance to connect with the natural environment” (Jenman African 

Safaris, n.d.).  

 

In relation to this, the Tanzania Tourist Board (n.d.) portrays the country as a place where 

tourists can: 

“Embark on a nostalgic journey through Tanzania's unspoiled wilderness in "The  

 Reminiscent Man: Embarking on a Tanzanian Balloon Safari." Witness the breathtaking 

 beauty of the African savannah, tranquil waterfalls, and encounter the magnificent Big 

 Five. Relive the enchantment of nature's untamed beauty and create cherished  

 memories that will forever linger in your soul.” (Tanzania Tourist Board, n.d.) 

Here, the Tanzanian National Tourism Board represents a visit to Tanzania as going back to the 

‘past’, by embarking on a nostalgic journey where people are still able to relive and immerse 

themselves in ‘unspoiled’ and ‘untamed’ nature filled with wild animals. It is argued that a 

scenario like this is impossible to experience in the west. This stereotype attracts visitors and in 
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turns reduces African countries to places of ‘untouched’ nature and wild animals roaming freely 

in the landscape. Attracting tourists because of this is also implied within the marketing of the 

Tanzania Tourist Board (n.d.), where “The Big 5 and wildebeest migration are important draw 

cards along with the natural beauty of environment that gives visitors fascinating experiences.”. 

 

4.7.1. Going back in time in ‘Africa’ 

Oftentimes going to an African country is associated with taking a step back into time, as if one 

can visit the ‘past’. This has been directly depicted through the following examples. In Rwanda, 

tourists can partake in a heritage and culture tour which will take them “a step back into the past 

and into the lives of regular people with extraordinary personal stories” (Amahoro Tours, n.d.). 

Also, tourists can supposedly  

“Go back in time and try your hand at riding the ingenious wooden bicycle, an icon of 

Rwandan craftsmanship. Modern vehicles are beyond the financial means of many 

locals, so the wooden bike has been and will continue to be a practical and sought-after 

alternative for generations.” Amahoro Tours, n.d.)  

This example also involves the ‘backward’ stereotype, as Rwandans still ride a wooden bicycle 

instead of ‘modern’ vehicles, compared to the west where many drive a car. 

 

In Tanzania this word appears to a greater extent throughout the majority of the travel agencies. 

The stereotype is mostly related to ‘old’ towns such as Stone Town “where history appears to 

stand still” (FCM Skylink Travel & Tours Ltd, n.d.) or “where time has seemingly stood still” (Wild 

Gaze Safaris Tanzania, n.d.). Another town Bagamoyo is described follows: “strolling through its 

winding, unpaved streets transports you back in time” (Traveltrack, n.d.). This applies to natural 

occurrences as well such as “the Ngurdoto Crater, with its lost-world feel” (Benson Safaris 

Tanzania, n.d.). Lastly, “Katavi National Park is ancient Africa as one might imagine from days 

gone by” (Zepisa African Safaris, n.d.), or “If you want to experience Africa as it would have been a 

century ago, Katavi National Park is the place to explore. As it is rarely visited by tourists, it 

remains a natural wilderness” (Savannah Explorers, n.d.). Katavi National Park is highlighted as 

a place that tourists can visit to witness ‘Africa’ in the ‘past’. This statement can also be 

categorised within the stereotype section 4.2. of ‘unchanged’ ‘African’ landscape.  

 

In the marketing of Namibia, the ‘past’ stereotype occurs to a larger extent than in Tanzania. The 

Skeleton Coast area within the country is described as follows: “relax in a world that pays no 

homage to time” (Blue Crane Safaris Namibia, n.d.). Also, the Namib-Naukluft National Park is 
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portrayed as a place where “time seems to stand still as though the clock stopped circa Paleocene 

times” (Namibia Tours & Safaris, n.d.). As well as, visiting the cultural heritage in terms of rock 

paintings is represented as “take a walk back into history” (Oshili Namibia Travel and Tours, 

n.d.; Namibia Tours & Safaris, n.d.). In a description of the Namib-Naukluft National Park, “The 

only sound you’ll hear is the gentle breeze, and time seems to stand still as though the clock 

stopped (indeed, there are preserved dinosaur footprints dotted around the country).” (Namibia 

Tourism Board, n.d.). And “The red-rock Mountains of ‘Damaraland’ evoke a spirit of 

timelessness.” (Pride Safari, n.d.).  

 

Here, ideas about the more recent past are also related to old towns such as Swakopmund, i.e. 

“quaint architecture from a bygone era adds to the time-out-of-place atmosphere of 

Swakopmund” (Pride Safari, n.d.), and “the old parts remain a charming relic of times gone by” 

(Pride Safari, n.d.; Namibia Tours & Safaris, n.d.). An example of this stereotype can also be 

found in the Namibia Tourism Board (n.d.), “step back in time with a visit to the old barracks 

known as Die Alte Kaserne”. 

 

This stereotype also appears within the marketing of South Africa. For example, in a visit to 

Robben Island, the tourist is urged to “take a journey back in time” (Beyond Africa Safaris, n.d.). 

The (colonial) buildings in the Winelands region are described as “these architectural gems 

[which] serve as a reminder of a bygone era” (Jenman African Safaris, n.d.). The Constantia Wine 

Route will make one feel like “you’ve stepped back in time as you learn about this area’s rich 

history” (Rhino Africa, n.d.). Lastly, the town Pilgrim’s Rest is perceived as being “stuck in time 

as the site of a late-nineteenth gold rush” (Rhino Africa, n.d.). The national tourism marketing of 

South Africa also stereotypically describes Pilgrim’s Rest as “a settlement lost in time. Here you 

can walk in the footsteps of early gold prospectors and relive the heady days of pioneers”, 

where visitors will “step straight back into the pages of the past” (South African Tourism, n.d.).  

 

In addition to this, they also portray the town Nieu Bethesda as follows:  

“The town has retained its historical charm and has managed to shun modern  

 technology and systems. It does not even have a bank, let alone credit card facilities or 

 petrol stations. The town will transport you back in time and the realisation of old- 

 school charm awaits you.” (South African Tourism, n.d.) 

This example includes two aspects of this stereotype, i.e. the expression ‘transport you back in 

time’ and the absence of modern things. Another example that occurs within the national 
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marketing is “take a journey into the past with Kimberley's vintage trams” (South African 

Tourism, n.d.). Also, the Cederberg Mountains are portrayed as a place where “time has stood 

still for centuries” (South African Tourism, n.d.). Another striking example is about the Wild 

Frontier region in the Mpumalanga province, where “nothing has changed – the Wild Frontier is 

a natural time machine going far back into historical and geological time” (South African 

Tourism, n.d.). Thus, it is also related to the section above on ‘unchanged’ ‘African’ landscape. 

This was also mentioned in the interview with the South African marketer. These expressions of 

‘going back in time’ are emphasised in the marketing of South Africa because “they want to hark 

back in time to when destinations were still unspoiled” (Marketer South Africa, interview, 

October 25, 2024). As a result, it draws back to the argument of highlighting a ‘wild’, ‘authentic’ 

experience in the tourism marketing as tourists seek such encounters (Marketer South Africa, 

interview, October 25, 2024). This in turn could be applicable to why Tanzania, Namibia and 

Rwanda employ these stereotypical expressions to promote their country. 

 

In addition to this, a general association of ‘timeless’ with an African country can also be found 

in the national tourism marketing of Tanzania as they state that Tanzania “where every corner 

of the land tells a timeless tale” (Tanzania Tourist Board, n.d.). This means that the country 

remained ‘unchanged’ as it has not been affected by time (changes). Also, in the South African 

travel agency Springbok Atlas Tours & Safaris (n.d.) with “TIMELESS SOUTH AFRICA - All the 

Beauty of Cape Town, the Garden Route and the African Wilderness”. In the Winelands region in 

South Africa, the (colonial) houses are perceived as being ‘timeless’ - “Its grand old manor 

houses exuding timeless elegance and colonial charm.” (Jenman African Safaris, n.d.), and “Small 

Karoo towns like Barrydale with timeless countryside charm.” (Go Self-Drive Tours, n.d.). Thus, 

the notion ‘timeless’ also indicates seeing ‘past’ attractions. 

 

4.7.2. Visiting ‘prehistoric’ attractions in ‘Africa’ 

A further aspect of the stereotype of visiting the ‘past’ in ‘Africa’ is the preconceived idea that 

tourists can visit ancient attractions in African countries, as the continent is supposed to be 

‘unchanged’ since time began, and thus, ancient or ‘prehistoric’. Thus, the notion ‘prehistoric’ is 

widely used in the marketing of African countries, which creates a stronger stereotype. This 

cannot be found within the marketing of Rwanda. Nonetheless, this stereotype appears to a 

much larger extent in the marketing of Namibia, specifically on the website of the travel agency 

Namibia Tours & Safaris. The latter associates the notion ‘prehistoric’ with rock art/paintings 

within the country, for example, in Twyfelfontein people can “discover Southern Africa’s finest 
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prehistoric rock art and engravings” (Namibia Tours & Safaris, n.d.). Another example can be 

found related to Brandberg, which is memorably described as “a wild, uninhabited place, 

covered in thousands of prehistoric rock paintings. It’s a comic book of life, a catalogue of human 

existence and a 5000 year old version of Facebook.” (Namibia Tours & Safaris, n.d.). The place is 

compared to the western popular ‘modern’ social network Facebook whereby the rock art is 

categorised as ‘old’ and ‘traditional’.  

 

On the Damara Elephant Ride trail people can still come across prehistoric traces within the 

Namibian landscape (Evolution Travel & Tours, n.d.; Namibia Tourism Board, n.d.). Also, in the 

Quiver Tree Dolerite Park, “on the dry bed of an ancient lake, history is recorded in beautiful 

rock formations bearing the fossils of a prehistoric creature known as Mesosaurus tenuidens” 

(Blue Crane Safaris Namibia, n.d.). This notion appears to a lesser extent in the marketing of 

South Africa. For instance, “prehistoric Cango Caves” (African Eagle Day Tours, n.d.). The same 

as with Namibia, the focus lies on ‘prehistoric’ rock art in the uKhahlamba-Drakensberg 

(Discover Africa, n.d.) or in the Giant’s Castle Reserve (Go-Self Drive, n.d.). In both Tanzania and 

South Africa tourism marketing employs ‘prehistoric’ to showcase the actual history of the 

country by using the word ‘prehistoric’ as an official time period. For example, the Olduvai 

Gorge in Tanzania consists of archaeological sites which show “influential findings from 

prehistoric human history. (…) In prehistoric days, this area consisted of a stream and lake 

where natural stone working occupations would be close.” (Savannah Explorers, n.d.). 

 

4.8. Conclusion 

This chapter has identified and discussed prominent stereotypes about Africa that appear in 

tourism marketing. The discussion started with the ‘Africa is a country’ stereotype, one of the 

most common stereotypes within the tourism industry, which was subdivided into generic 

experiences, landscapes and culture. It was followed by another common stereotype that occurs 

within the marketing, identified as the ‘unchanged’ ‘African’ landscape. This became apparent 

with the following stereotypical adjectives: ‘pristine’, ‘untouched’, ‘unspoiled’, ‘virgin’, 

‘primeval’, ‘raw’ and ‘untamed’. Subsequently, African countries are frequently portrayed as 

‘empty’ or ‘uninhabited, this took place with a handful of stereotypical adjectives as well, such as 

‘uninhabited’, ‘unexplored’, ‘undiscovered’, ‘remote’, ‘secluded’, ‘isolated/desolated’, 

‘untroubled’ and ‘undisturbed’. The latter two stereotypes often go together with the 

‘authenticity’ aspect by describing ‘African’ environments and experiences as ‘authentic’. The 

perpetuation of an idea of ‘Africa’ as an ‘Eden’ or a ‘paradise’ is another common depiction that 
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features in the tourism marketing. Thereafter, the occurrence of the ‘backward’ ‘Africa’ 

stereotype is discussed. This is followed by the last stereotype that circulates within the 

marketing, namely visiting the ‘past’ in ‘Africa’ by using phrases that embody the ‘going back in 

time’, and by visiting ‘prehistoric’ attractions. In essence, all these stereotypes are not isolated 

but are directly rooted in colonial discourses that persist in tourism marketing. They reproduce 

colonial imaginaries by framing African destinations through reductive and exoticising 

narratives, which continue to shape how Africa is marketed to international tourists. As a result, 

such representations actively shape local identities and global perceptions. The next chapter 

will discuss the colonial legacy more specifically. 
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Chapter 5: Colonial legacies and stereotypes in marketing ‘African’ people: 

analysis of text and images 

5.1. Introduction 

While the roots of many of the stereotypes mentioned in Chapter 4 can be traced back to the 

colonial period in the sense that these are generic European views of Africa as a continent, this 

chapter deals specifically with the colonial legacy and how it is represented in contemporary 

marketing of the four countries. The colonial legacy manifests itself through the continued use 

of colonial place names as well as referring to local African people with derogatory terms that 

stem from the colonial period. Colonial sentiments such as ‘discovering’ or ‘exploring’ African 

countries and its inhabitants are also ingrained within the tourism marketing, together with the 

glorification of the colonial legacy in terms of colonial buildings, celebrating explorers and 

praising the legacy of colonial ‘prosperity’. Lastly, stereotypes about particular African people 

will be discussed as these stem from the colonial period. These stereotypes include a 

hierarchical value judgement as African people are still perceived as symbols of ‘traditionalism’ 

compared to people in the west who are considered to be ‘modern’. Specific ethnic groups are 

highlighted within each country whose representation will be discussed, together with the 

notion ‘traditional’ that appears extensively in the tourism marketing. This is linked to notions 

of ‘authenticity’ in the homesteads of ‘African’ people and representations of culture. 

 

5.2. Colonial names 

5.2.1. Colonial place names 

The use of place names within the tourism marketing websites was studied in order to gain 

comparative insight. In the case of Rwanda, it is commendable that place names are written in 

the local Kinyarwanda language, instead of the former colonial language French. Nevertheless, I 

still came across one place name that has a western legacy, namely ‘Napoleon Island’ which was 

mentioned by the national tourism marketing of Rwanda and four travel agencies (Visit 

Rwanda, n.d.; Judith Safaris, n.d.; Ikaze Rwanda Tours & Travel, n.d.; Greenzest Travels, n.d.; 

Rwanda Eco Company & Safaris, n.d.). The official (local) name is Nyamunini Island, however, 

the island is named after French emperor Napoleon Bonaparte because the shape of the island 

“resembles the historical hats which were popular in European army uniforms at the end of the 

18th century and Napoleon is commonly seen depicted in this kind of hat” (The Kivu Belt, n.d.). 

The reference to Napoleon and the shape of the island is made in western European and 

specifically French terms. 
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The agencies marketing tourism in Tanzania, Namibia and South Africa make extensive use of 

colonial place names, even though the official name is a local equivalent. For example, in 

Tanzania, the colonial name Selous Game Reserve is often used, as it comes from “Englishman, 

Frederick Courtney Selous – Conservationist, hunter, explorer and author, whose adventure 

books on Africa became best sellers in Victorian England.” (Takims Holidays, n.d.). Nowadays, 

the official name is the Nyerere National Park as the park was formed and given its local name 

in 2019, it is named after the president Julius Nyerere to honour him (Tanzania National Parks, 

n.d.). However, the Tanzania Tourist Board and the travel agencies FCM Skylink Travel & Tours 

Ltd, Amara Safari and Takims Holidays exclusively use the former colonial name of the park, 

whereas Traveltrack, Savannah Explorers, Zepisa African Safaris and Wild Gaze Safaris Tanzania 

mention both, but the local name is often mentioned in association with the former colonial 

name. Even though they do mention the official (local) name, they cannot leave the colonial one 

behind. This is probably the case for marketing purposes as the name ‘Selous Game Reserve’ is 

still widely known.  

 

It is significant that many other place names in Namibia and South Africa stem from the colonial 

period of the Germans and later the Dutch in Namibia, and from the British and the Dutch 

colonial period in South Africa. For example, the Sperrgebiet National Park in Namibia uses the 

German word for ‘prohibited area’ (Namibia Tourism Board, n.d.) and is still mentioned as well, 

even though the park has been renamed Tsau //Khaeb National Park. In the local Nama 

language, it translates to “Tsau meaning Soft and //Khaeb meaning Sand” (Ministry of 

Environment and Tourism Namibia, n.d.). The Namibian Tourism Board and the travel agencies 

that still employ the colonial term Sperrgebiet National Park, and at the same time acknowledge 

the local name, are Pride Safari and Namibia Tours & Safaris. However, Evolution Travel & 

Tours only refers to the colonial name.  

 

The city Port Elizabeth in South Africa also officially changed its colonial name to a local 

equivalent, namely Gqeberha, in 2021. Port Elizabeth was named in honour of Rufane Donkin’s 

wife, who was the former Governor of the Cape Colony, whereas Gqeberha, in the local isiXhosa 

language, is the indigenous name for the ‘Baakens River’ which runs through the city (South 

African History Online, n.d.). However, the national South African tourism board and 9 out of 10 

South African travel agencies, except Go Self-Drive Tours employ the old colonial name (Go Self-

Drive Tours does not mention the city at all). The travel agencies Timeless Africa Safaris and 

Discover Africa are the only ones that do mention the local name Gqeberha, with the latter using 
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the colonial and local name interchangeably. According to the South African marketer that I 

interviewed, the continued use of the old colonial name can be attributed to the fact that the 

local name ‘Gqeberha’ is difficult to pronounce as isiXhosa is a language that includes the 

pronunciation of sounds such as clicks which can be difficult for non-isiXhosa speakers to 

articulate (Marketer South Africa, interview, October 25, 2024). The marketer also argues that it 

will take time to make the complete shift from the old place name, which is also known globally 

by its colonial name, to the local one as this name change is still too recent (Marketer South 

Africa, interview, October 25, 2024). The latter could also be the reason why colonial names in 

the other three countries are still widely used: these colonial place names are known 

worldwide, especially in the countries of the former colonial powers who are also the main 

target market in the tourism marketing of African countries. Not using them would potentially 

have economic implications for the marketing companies. 

 

Another South African example relates to this as the former colonial and apartheid name of part 

of the Eastern Cape province, i.e. the Transkei, is still employed by the following travel agencies: 

Cullinan Guided Journeys, Springbok Atlas Tours & Safaris and Southern African Tours. Even the 

South African tourism board still uses the old colonial name, i.e. “the Transkei is home to the 

Xhosa people” (South African Tourism, n.d.). In the South African marketing, an attempt is made 

by travel agencies such as Beyond Africa Safaris, to explain where the name comes from. For 

example, the tourist is informed that Stellenbosch is “named after its founder Simon van der 

Stel” (Discover Africa, n.d.), the same goes for Simonsberg which is also named after him 

(Beyond Africa Safaris, n.d.). Also, Pretoria was “founded in 1855 by Marthinus, son of Andries 

Pretorius, the Boer statesman for whom the city was named” (Beyond Africa Safaris, n.d.).  

 

5.2.2. Colonial names for ‘African’ people  

A colonial legacy that is being perpetuated in relation to the inhabitants of the African countries, 

i.e. the Hadzabe in Tanzania and the San in Namibia and South Africa, is the term ‘bushmen’. 

This can be seen in Figure 25 below which showcases the occurrence of the notion ‘bushmen’ in 

the travel agencies of the countries, with the exception of Rwanda. It also occurs on the national 

tourism departments websites of Namibia and South Africa. 
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Figure 25: Occurrence of the colonial term ‘bushmen’ in the countries’ travel agencies 

 

The notion ‘bushmen’ stems from the colonial period. It refers to indigenous people in Southern 

Africa who are hunter-gatherers. The term ‘bushmen’ is viewed by many as derogatory and 

offensive as it implies that those people live a ‘traditional’ or ‘primitive’ lifestyle, which in turn 

freezes their culture in a stereotypical label. This resonates both with the backward ‘Africa’ 

stereotype and visiting the ‘past’ stereotype, as discussed in the previous chapter. Even though 

‘bushmen’ refers to people in Southern Africa, the Hadzabe in Tanzania are also described as 

‘bushmen’ by half the travel agencies (FCM Skylink Travel & Tours Ltd, n.d.; KK Tour Safaris, 

n.d.; Benson Safaris Tanzania, n.d.; Savannah Explorers, n.d.; Zara Tours, n.d.).  

 

In Namibia, the colonial notion of ‘bushmen’ occurs throughout the marketing of all the travel 

agencies, and even in the National Tourism Board of Namibia, instead of referring to the more 

neutral name of the ethnic group, namely the San. The derogatory term is rooted in the country 

as Namibia even has a region called ‘Bushmanland’. Likewise in the South African marketing 

where ‘bushmen’, i.e. referring to the San here as well, is mentioned in the travel agencies 

Cullinan Guided Journeys, Jenman African Safaris, Discover Africa, Timeless Africa Safaris, 

Southern African Tours, and Go Self-Drive Tours. The same goes for the national tourism 

marketing of South Africa as they also address the San as ‘bushmen’, however, they do 

acknowledge that the term ‘bushmen’ is derogatory as this name was given by European 

settlers, and that the San descendants do find it offensive (South African Tourism, n.d.).  
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In short, the notion ‘bushmen’ appears to a large extent in the tourism marketing of South 

Africa, and even more so in Namibia. This is probably because the term ‘bushmen’ generally 

refers to inhabitants in Southern Africa, where the colonial term is more widespread. 

Additionally, the South African marketer interviewed, argues the following related to this topic:  

“In the official policy it states that it is offensive and won’t be used but it’s just easy, 

people are maybe a bit lazy. Also, people were taught this at school so it is ingrained 

within them, as they have been referring to the San as ‘bushmen’ for the longest time. 

Even though they all know that they are referring to the San people. It’s only recently 

because of the ‘new consciousness’ that people realise it is a colonial, offensive term. But 

again, it will take more time.” (Marketer South Africa, interview, October 25, 2024) 

It is remarkable that even though the official policy states that the term ‘bushmen’ is offensive, 

the South African tourism industry still widely uses this to represent one of South Africa’s 

cultures. The argument mentioned above by the South African marketer could also be applied to 

the other countries as they too perpetuate this aspect of the colonial legacy because that is what 

they know and what they were taught. 

 

Another striking colonial name that is still employed in the South African travel agency 

Southern African Tours is the notion ‘Hottentot’. The name ‘Hottentot’ is a Dutch word that 

refers to the KhoiKhoi people, which is also derogatory and disrespectful, like the term 

‘bushmen’. Although it only occurs in one South African travel agency, namely Southern African 

Tours, this colonial legacy is still rooted in the country as well, as a nature reserve/mountains 

are called ‘Hottentots Holland’. 

 

The Maasai people in Tanzania have long been a subject of colonial fascination as a ‘primitive’ 

tribe, as discussed by Salazar (2009) and further explored below. With regards to the name, the 

colonial spelling is still widespread. In the Tanzanian marketing, the incorrect spelling is used in 

7 out of the 10 travel agencies. They spell it as ‘Masai’, which is wrong as this is a remnant of the 

British colonial period in Tanzania (Maasai Wilderness Conservation Trust, n.d.). The correct 

spelling is ‘Maasai’ which translates to people who speak the language Maa (Maasai Wilderness 

Conservation Trust, n.d.). With the incorrect (colonial) spelling the translation is incorrect as 

well, and unfortunately this word “Masai” is still widely in use, not only in the country itself but 

also abroad. 
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5.3. Colonial sentiments: ‘explore’ and ‘discover’ 

The two notions ‘explore’ and ‘discover’ are a colonial legacy as colonialism was the process of 

‘exploring’ and ‘discovering’ places where Europeans had not been there yet, in this case the 

African continent. These two notions are ingrained within the tourism industry as it conveys the 

sentiment of seeing places that tourists have not seen before. This turns into a colonial legacy 

when those two terms are used in relation to certain places and people. 

 

5.3.1. ‘Exploring’ or ‘discovering’ African countries 

A cornerstone of the colonial legacy is the employment of the notions ‘exploring’ and 

‘discovering’ in relation to an entire African country. Specifically, the word ‘discover’ has a 

stronger connection to the colonial period as colonialists are perceived as people who did 

‘discover’ certain places that were not known yet to people in the west. The occurrence of these 

colonial notions within the travel agencies and the national tourism departments can be seen in 

Figures 26 and 27. 

 
Figure 26: Occurrence of ‘discovering’ or ‘exploring’ African countries in the countries’ 
travel agencies 
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Figure 27: Occurrence of ‘discovering’ or ‘exploring’ African countries on the national 
tourism departments websites 

 

For example, in the Rwandese marketing, “explore and discover the country of thousand hills” 

(Judith Safaris, n.d.) or “discover Rwanda's incredible scenery” (Hermosa Life Tours and Travel, 

n.d.). In addition to this, the Rwandese travel agencies often talk about ‘exploring’ the country in 

general (Judith Safaris, n.d.; Golden Rwanda Safaris, n.d.; Greenzest Travels, n.d.; Hermosa Life 

Tours and Travel, n.d.; Rwanda Eco Company & Safaris, n.d.). The national tourism marketing of 

Rwanda mentions this aspect once with the following example: “exploring the coastline of Lake 

Kivu by kayak is a wonderful way to immerse yourself in the scenery” (Visit Rwanda, n.d.). It is a 

colonial stereotype as this reminds of the colonial period of exploration, and thus, creates 

nostalgia in a sense. This type of language also aligns with the stereotype of visiting the ‘past’ in 

‘Africa’, specifically the notion of ‘going back in time’. 

 

The aspect of ‘discovering a country’ occurs to a smaller extent in the marketing of Tanzania 

(Savannah Explorers, n.d.; Zara Tours, n.d.), for example, “discover Tanzania” (Savannah 

Explorers, n.d.). This also applies to the marketing of the Zanzibar Commission for Tourism 

(n.d.) as they “invite you to explore our islands”. However, all the Tanzanian travel agencies 

focus more on specific places within the country that people can ‘explore’ or ‘discover’, such as 

Dar Es Salaam, Arusha, and Lake Natron. An interesting example is the following: “Ngorongoro 

Crater where a diversity of fauna and flora await discovery.” (Amara Safari, n.d.). This means 

that the Ngorongoro Crater is waiting for tourists to discover it. Another striking example is 
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about the island Fanjove which is argued to be “newly discovered” (Takims Holidays, n.d.). Of 

course, the island has always been there but stating that it was just discovered references the 

colonial period of exploration. 

 

In Namibia, 6 out of 10 travel agencies focus on ‘exploring’ and ‘discovering’ Namibia as a whole 

(Evolution Travel & Tours, n.d.; Mannor Safaris Namibia, n.d.; Pride Safari, n.d.; Namibia Tours & 

Safaris, n.d.; Oshili Namibia Travel and Tours, n.d.; Namibia Adventure Travel Agency, n.d.). For 

example, tourists are encouraged to “Embark on a journey of discovery to one of the most 

fascinating country on earth.” (Mannor Safaris Namibia, n.d.) and to “explore this unique and 

fascinating country” (Namibia Tours & Safaris, n.d.). Nonetheless, all the travel agencies’ 

marketing, and Namibia’s National Tourism Board, focuses more on ‘exploring’ and ‘discovering’ 

specific places within the country, such as Sossusvlei, the Namib desert, Swakopmund, and 

Kaokoland. In this sense, it is also noted in the marketing that certain places in Namibia are 

supposedly waiting to be ‘discovered’ like the country itself, Namib Naukluft and Sandwich 

Harbour (Oshili Namibia Travel and Tours, n.d.; Namibia Adventure Travel Agency, n.d.; 

Namibia Tours & Safaris, n.d.). A more striking example that highlights why the Kaokoland 

region has barely been ‘explored’ is described as follows: 

“Because of its remote location, difficult access and the impossibly stiff competition 

before it, Kaokoland is like Damaraland on full volume, on steroids, on a mission to 

become the least explored part of one of the least populated countries on Earth.” 

(Namibia Tours & Safaris, n.d.) 

The national tourism marketing of Namibia argues that the area from Nkurunkuru in the west of 

the country to Divundu in the east was “only discovered by explorers in the late nineteenth 

century and is still being discovered by tourists today” (Namibia Tourism Board, n.d.). 

 

The South African Tourism (n.d.) website and the South African travel agency Springbok Atlas 

Tours & Safaris (n.d.) are the only ones that mention the notion ‘explore’ in relation to the 

country itself i.e. “explore South Africa”. However every South African travel agency, and the 

national South African tourism board, highlight ‘exploring’ and ‘discovering’ different 

destinations within the country such as Cape Town, Johannesburg, the Garden Route, Eastern 

Cape province, etc. The marketing of the South African travel agencies oftentimes associates the 

notions ‘discover’ or ‘explore’ with the ‘unchanged’ stereotype (see section 4.3.). For example, 

tourists going to the iSimangaliso Wetland Park are urged to “Discover one of the last unspoiled 

and undeveloped wilderness beaches left on the African continent.” (Beyond Africa Safaris, n.d.). 
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Or visit the Lapalala Game Reserve to “Explore the untouched bushveld paradise in the heart of 

Africa!” (Timeless Africa Safaris, n.d.)  

 

Another striking example is the following description of the Sabi Sand Game Reserve “A 

fascinating and untamed place just waiting to be discovered.” (Beyond Africa Safaris, n.d.). This 

implies that an ‘unchanged’ landscape is waiting to be ‘discovered’ by tourists – a process which 

will eventually transform the place in a ‘changed’ environment. As with the Tanzanian 

marketing, the national marketing of South Africa also promotes places that are waiting for 

tourists to be explored, such as the Panorama Route and the Songimvelo Game Reserve (South 

African Tourism, n.d.). 

 

In addition to this, the notions ‘expedition’ and ‘exploration’ can also be seen as terms with deep 

roots in the colonial period, alluding to the time when Europeans were exploring the continent 

and its environment. The occurrence of these words is displayed in Figure 28 below. 

 

Figure 28: Occurrence of ‘exploration’ or ‘expedition’ in the countries’ travel agencies 

 

The notion ‘exploration’ is more related to national parks and/or forests in Rwanda, such as 

Akagera National Park and Nyungwe Forest (Lets Go Tours Rwanda, n.d.; Golden Rwanda 

Safaris, n.d.). In Rwanda, ‘expeditions’ in national parks/forests are encouraged to track 

chimpanzees and mountain gorillas (Lets Go Tours Rwanda, n.d.; Ikaze Rwanda Tours & Travel, 

n.d.; Hermosa Life Tours and Travel, n.d.; Amahoro Tours, n.d.).  
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In contrast to the Rwandese marketing, the notions ‘expedition’ and ‘exploration’ occur to a 

lesser extent in Tanzania, particularly in the travel agencies Zara Tours and Wild Gaze Safaris 

Tanzania. For example, “exploration of the Ngorongoro Crater” (Zara Tours, n.d.; Wild Gaze 

Safaris Tanzania, n.d.), or going to the Serengeti National Park for an “expedition to find the 

Migration” (Zara Tours, n.d.).  

 

Namibian examples are: “exploration continues into the rugged Sesriem Canyon” (Acacia 

Namibia, n.d.), or the NamibRand Nature Reserve, “exploration of the reserve” (Blue Crane 

Safaris Namibia, n.d.).  

 

The South African marketing uses the notions ‘expedition’ and ‘exploration’ to the same extent 

and in a similar sense as the Rwandese marketing. Here as well, ‘exploration’ is more related to 

national parks and/or forests in South Africa, for instance, going to Tsitsikamma National Park 

for “an exploration into indigenous forests” (Cullinan Guided Journeys, n.d.), or visiting Kruger 

National Park to “Enjoy a wildly wonderful, exploration of Africa’s most celebrated Big five 

national park.” (Southern African Tours, n.d.). Also, the Mpumalanga province is described as “a 

place that invites exploration” (Springbok Atlas Tours & Safaris, n.d.). The notion ‘expedition’ is 

also used in the following contexts: visiting the Sabi Sand Game Reserve, “Get ready for the trip 

of a lifetime — a wildlife expedition!” (Beyond Africa Safaris, n.d.); or going to the Knysna 

Forests for an “expedition into the forest” (Springbok Atlas Tours & Safaris, n.d.). Additionally, 

the South African tourism board argues that the city Port St Johns in the Wild Coast region is 

“favoured by old-time adventurers, explorers, modern-day Robinson Crusoes” (South African 

Tourism, n.d.), which indicates that it is a great place for colonial nostalgia. 

 

5.3.2. ‘Exploring’ or ‘discovering’ ‘African’ people/culture 

Another aspect of the colonial legacy that was identified in the analysis is the employment of the 

notions ‘exploring’ and ‘discovering’ in relation to ‘African’ people/culture. Of course, these 

cultures already existed before the arrival of the Europeans which makes it inappropriate to 

associate ‘African’ people with ‘explore’ or the strong colonial notion ‘discover’. The occurrence 

of this colonial notion is shown in Figure 29 below. 
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Figure 29: Occurrence of ‘discovering’ or ‘exploring’ African people in the countries’ 
travel agencies 

 

In Rwanda, 4 out of 10 travel agencies state that people can ‘explore’ and/or ‘discover’ cultures 

(Neza Safaris, n.d.; Lets Go Tours Rwanda, n.d.; Golden Rwanda Safaris, n.d.; Greenzest Travels, 

n.d.). For instance, “explore the indigenous cultures, norms and traditions of Rwanda” (Lets Go 

Tours Rwanda, n.d.), or “discover Rwandan culture” (Golden Rwanda Safaris, n.d.).  

 

Even though only one travel agency employs this colonial stereotype in Namibia, the marketing 

of Namwel Tours & Safaris (n.d.) goes further by associating the word ‘discover’ to a specific 

ethnic group, namely the OvaHimba. When tourists visit Etosha and/or Kaokoland, this includes 

the “discovery of Himba peoples” (Namwel Tours & Safaris, n.d.). This occurs in the South 

African marketing as well, for example in the phrases: “discover Eastern Cape’s indigenous 

culture” (South African Tourism, n.d.); “Discovering the unique Cape Malay culture.” (African 

Eagle Day Tours, n.d.). These are evident examples of this aspect of the colonial legacy, as it is 

argued that tourists, who are acting like ‘true explorers’ can still ‘discover’ these ethnic groups. 

However, this is in stark contrast to the tourism marketing of Tanzania as they do not associate 

the words ‘explore’ and ‘discover’ to people and/or cultures. 
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5.4. Glorifying the colonial legacy 

Glorifying the colonial legacy is a dominant aspect of the Namibian and South African tourism 

marketing. The city Swakopmund in Namibia is praised as an old German colonial city by all the 

Namibian travel agencies, for instance the following:  

“Swakopmund is unmistakably an ex-colony of the German Empire. You will see German 

influences everywhere from architecture, to road signs, food to beer. Lots of German 

cakes too. And lots of Germans, both residents and visitors.” (Namibia Tours & Safaris, 

n.d.) 

In addition to this, Swakopmund is described as “being more German than Germany” (Acacia 

Namibia, n.d.; Pride Safari, n.d.; Namibia Adventure Travel Agency, n.d.). This also appears in the 

national tourism marketing of Namibia, as “Swakopmund with its distinctive German character 

rooted in the German colonial era of the previous century.” (Namibia Tourism Board, n.d.). Thus, 

these examples acknowledge the colonial legacy that remained which results in pride that the 

city is essentially still a colonial, German city.  

 

This also translates in the following examples: “Swakopmund is a bohemian mix of German 

architecture and African rhythms” (Pride Safari, n.d.) and “Swakopmund is like a German North 

Sea town with an African flair.” (Evolution Travel & Tours, n.d.). In other words, these travel 

agencies insinuate that Swakopmund is first and foremost a German city, whereby the 

accompanying local African culture is perceived as more of a prop in the background. This 

sentiment also appears more generically in the statement that tourists can “Explore the rich 

history of Namibia, a confluence of German influence juxtaposed onto an African setting.” 

(Namibia Tours & Safaris, n.d.).  

 

Consequently, the capital city of Namibia, Windhoek, is still perceived as a colonial city as 

evidenced by the “colonial legacy that is reflected in its many German eateries and shops, and 

the widespread use of the German language” (Acacia Namibia, n.d.; Blue Crane Safaris Namibia, 

n.d.). This also applies to the town of Lüderitz, which is even described as “an anachronism of 

19th century Germany” (Namibia Tours & Safaris, n.d.) because of its “German architecture, 

street names and bratwurst” (Namibia Tours & Safaris, n.d.). The description of Lüderitz by the 

travel agency Blue Crane Safaris Namibia falls into this mould: “Lüderitz, with its German 

bakeries, colonial buildings, German art nouveau architecture”. In short, the Namibian tourism 

marketing emphasises to a large extent the evident colonial legacy in the aforementioned towns 

by highlighting the specific German characteristics. 
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Two South African travel agencies emphasise a colonial legacy in the town of Franschhoek. Even 

though the French did not colonise South Africa, it is perceived as a ‘typical’ colonial town 

because the French Huguenots settled in the area whose legacy remained:  

“With its numerous streets and estates with French names, the town will make you feel 

completely bewildered, feeling like you were in France in another era” (African Eagle 

Day Tours, n.d.) 

The following description of Franschhoek is even more striking as it highlights the pride of the 

French legacy,  

“Franschhoek wears its Gallic heritage with pride. The Tricolore is dotted throughout its 

streets, the names of its wineries and restaurants are très Français, and the stately 

Huguenot Monument looms large at the end of the main road” (Rhino Africa, n.d.) 

The French legacy in Franschhoek is also addressed in the national tourism marketing of South 

Africa as follows: “you will experience a pervasive French influence in the wine making, dining, 

art and design” (South African Tourism, n.d.). 

 

5.4.1. Glorifying colonial buildings and celebrating explorers 

The European colonialists left their legacy through (colonial) buildings and their architecture, 

which is often glorified. This aspect appears in the marketing of Rwanda, Tanzania and Namibia 

but is most prominent throughout the marketing of South Africa, as multiple examples are 

mentioned by 8 out of the 10 travel agencies.  

 

Glorifying South African colonial buildings is often related to the Winelands region, particularly 

the city of Stellenbosch. It is argued that the Winelands region consists of many “historical farms 

with achingly beautiful Cape Dutch manor houses” (Timeless Africa Safaris, n.d.). The Cape 

Dutch manor houses are perceived as ‘achingly beautiful’, whereby ‘achingly’ amplifies how 

appealing they are. This is also emphasised in the following description about Stellenbosch by 

which the travel agency describes the Cape Dutch style more in detail: 

“Stellenbosch and some of the older wine estates also house some handsome examples of 

Cape Dutch architecture, a uniquely South African style typified by whitewashed 

thatched buildings with a rounded and ornately bordered gable set above the main door, 

and two flanking perpendicular wings.” (Discover Africa, n.d.)  

In addition to this ‘handsome’ example, the city also has “stunning period architecture” 

(Southern African Tours, n.d.). Another adjective that is used to describe the architecture in 

Stellenbosch can be found in the following example:  
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“its streets are lined with some of the most beautiful surviving examples of Cape Dutch, 

Georgian and Victorian architecture in the Cape” (Go Self-Drive Tours, n.d.) 

As noted above, the town of Franschhoek is also portrayed as boasting “beautifully preserved 

Cape Dutch architecture” (Discover Africa, n.d.). Furthermore, in Tulbagh people can “revel in 

the sight of mesmerising houses depicting Cape Dutch, Victorian and Edwardian architecture” 

(Springbok Atlas Tours & Safaris, n.d.). The adjective ‘mesmerising’ is another word to 

represent colonial buildings in the Winelands region as alluring, and thus, glorifying its 

architecture. Two other examples in different regions are also related to this, i.e. “Cape Town is 

endowed with some fine colonial architecture” (Discover Africa, n.d.), and a reference to the 

“Picturesque Cape Dutch town of Swellendam.” (Springbok Atlas Tours & Safaris, n.d.). In short, 

the glorification of these Cape Dutch houses and its architecture also appears in many 

descriptions of other South African cities. 

 

This is in stark contrast with the marketing of Rwanda, Tanzania and Namibia, as only one 

example in each country can be mentioned. For instance, in Rwanda tourists can go to Gisenyi 

and “wander through the leafy streets admiring the old colonial buildings” (Amahoro Tours, 

n.d.). The word ‘admire’ indicates praise for the colonial buildings. This verb also occurs in the 

Tanzanian marketing in relation to a Catholic cathedral in Dar es Salaam which is a German 

colonial legacy:  

“The beautiful white exterior and strategically positioned stained-glass windows behind 

the altar are just a few of the wonders to admire both inside and outside this church. 

Admire beautiful details like the carved sculpture over the altar and German inscriptions 

etched into the walls” (Traveltrack, n.d.) 

Thus, words like ‘beautiful’ and ‘admire’ glorify this colonial building, making it clear that the 

Tanzanian travel agency approves of the colonial architecture and wants to highlight this aspect 

for western visitors. In Namibia, the “German origins” of Swakopmund “are quite pronounced in 

beautiful old German colonial buildings throughout the city” (Evolution Travel & Tours, n.d.).  

 

Colonial explorers provide another focus for tourism marketing. Explorers are celebrated within 

the tourism marketing of Tanzania, which is associated with colonial nostalgia. For instance, this 

sentence:  

“Renowned European explorers like Burton, Speke, Stanley and Livingstone all passed 

through Bagamoyo.” (Takims Holidays, n.d.)  
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The notion ‘renowned’ can be interpreted as ‘celebrated’ which glorifies the actions of these 

explorers, and at the same time the acknowledgement gives them power as they played a key 

role in the colonisation of African countries.  

 

The same sentiment can be found within the following example where it is argued that  

“Deep in the Mahale National Park, you will experience the same paradise as Henry 

Morton Stanley upon approaching and exclaiming, “Doctor Livingstone, I Presume.” 

(Savannah Explorers, n.d.) 

This conveys colonial nostalgia as tourists will be able to experience the ‘same paradise’ the 

explorers Stanley and Livingstone encountered, as if such a colonial moment has to be re-

enacted. This glorification of the colonial period is used as encouragement to visit the Mahale 

National Park. Moreover, this example echoes earlier discussed stereotypes of Africa as a place 

where time stands still and where history can be relived, specifically the tropes of visiting the 

‘past’ in ‘Africa’, portraying ‘Africa’ as an ‘Eden’ or a ‘paradise’, and the stereotypical notion that 

this paradise-like landscape has remained unchanged since the colonial era. In Arusha, 

Tanzania, tourists can “sip champagne as you reminisce about your adventures and the bygone 

eras of settlers, pioneers, and explorers” (Zara Tours, n.d.). Here, the word ‘reminisce’ is 

employed in relation to the colonial period of exploration and its explorers, which evokes 

colonial nostalgia. 

 

Celebrating explorers also occurs in the promotion of the South African area Cape of Good Hope, 

where people can find  

“monuments in honour of two of the world's most famous explorers - Vasco da Gama 

and Bartolomeu Dias, who discovered Cape Point in 1488” (African Eagle Day Tours, 

n.d.; Discover Africa, n.d.) 

Thus, this monument is glorified as well as it is emphasised that the monument is erected in 

honour of two explorers who are said to have ‘discovered’ Cape Point. 

 

5.5. Glorifying the legacy of colonial ‘prosperity’ 

The colonial legacy is also glorified through implying that the colonialists from western 

countries brought ‘prosperity’ and/or ‘modernity’, as they ‘developed’ areas/cities. This 

includes a value judgement as western countries and its people are perceived as ‘modern’ or 

‘developed’ versus African countries and African people as ‘traditional’ or ‘undeveloped’. This 
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reflects the stereotype of ‘backward’ ‘Africa’, discussed in the previous chapter, as African cities 

and areas are portrayed as stagnant or ‘undeveloped’ until they were transformed through 

Western intervention. 

 

A striking example that showcases the glorification of the colonial legacy in terms of ‘prosperity’ 

is an example of the Tanzanian city Arusha. The description of the town is as follows:  

“Built by the Germans as a centre of colonial administration in the early 20th century, 

Arusha was once a sleepy town with garrisons stationed at the old boma and a few 

shops around a grassy roundabout.” (KK Tour Safaris, n.d.) 

The travel agency Savannah Explorers (n.d.) follows this train of thought as they also state that 

Arusha grew from a ‘sleepy’ town to a ‘prosperous’ city:  

“Built by the Germans during the colonial times, Arusha was small village now turned 

into the safari capital of Africa. (…) From its sleepy status in the middle of the 

countryside, it has now grown and developed into one of the country’s most prosperous 

and thriving towns.” (Savannah Explorers, n.d.) 

 

Furthermore, this occurs in the Namibian city of Kolmanskop as it is built “in the architectural 

style of a German town, with amenities and institutions including a hospital, ballroom, school, 

casino as well as the first tram in Africa. Another first was the introduction of an x-ray machine.” 

(Namibia Tourism Board, n.d.). The marketing emphasises the introduction of all these western, 

‘modern’ amenities, implying that the Germans brought ‘modernity’ with them. Another 

Namibian example, Pride Safari (n.d.) describes Windhoek as “a cosmopolitan melting pot of 

European architecture with African culture”. This implies that the Europeans brought 

‘prosperity’ and ‘modernity’ with their architecture, while the African culture is something that 

appears in the background, as if the African culture only makes sense in relation to European 

buildings. 

 

Likewise, this sentiment appears within the South African marketing in relation to the town of 

Franschhoek which is also described as “the once sleepy little village” (Timeless Africa Safaris, 

n.d.), which changed “When the French Huguenots brought their knowledge of vineyard and 

cellar practice in the Cape in 1688 in the Franschhoek Valley … the viticulture faced a long 

period of prosperity.” (African Eagle Day Tours, n.d.). Another evident example of this legacy 

appears on the South African national tourism marketing website, i.e. 
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“Port Elizabeth and Uitenhage underwent significant development from the early 1800s 

onwards with figures such as Sir George Grey, Sir Rufane Donkin, and Piet Retief playing 

a crucial role in the development of economic and social infrastructure. These include 

prestigious schools like Grey and Collegiate as well as markets, railway lines, churches, 

mosques and other facilities.” (South African Tourism, n.d.) 

Thus, the national marketing explicitly addresses the development of those two cities as a result 

of the contribution of the aforementioned colonists.  

 

5.6. Representing African people as ‘African’ icons of ‘traditionalism’ 

Oftentimes the marketing of each African country will mainly focus on one ethnic group, which 

turns them into the ‘icons’ of that particular country. The marketing of Tanzania and South 

Africa employs this strategy, or rather stereotype, to promote the populace of their country, 

which reduces their population to only one or two ethnic groups. The Namibian travel agencies 

do underscore different ethnic groups within the country, but present them in somewhat 

stereotyped terms. This is in contrast to the marketing of the travel agencies in Rwanda as they 

do not focus on one particular group of people within the country. Their focus is more generic 

when they talk about Rwandese people, probably a legacy of the shocking genocide in the early 

1990s when ethnic identities became weaponised. This aspect will be discussed with examples 

below. 

 

5.6.1. The Maasai (Tanzania) 

The Maasai are the predominant ethnic group that has been highlighted (textually and visually) 

by 8 out of the 10 travel agencies in Tanzania, with the exception of FCM Skylink Travel & Tours 

Ltd and Traveltrack. The Maasai are located in Maasailand in Southern Kenya and Northern 

Tanzania (Salazar, 2009). The Maasai have become iconic and even come to represent ‘African 

people’. As the travel agency Savannah Explorers (n.d.) argues, the Maasai are “the most well-

known African tribe”, which also includes the ‘Africa is a country’ stereotype discussed in 

Chapter Four. The Tanzanian Tourist Board (n.d.) notes that “the Masaai, … are perhaps the 

most well known of East Africa’s ethnic groups”. As a result, the marketing of the Maasai in 

Tanzania is the most stereotypical representation of the different African ethnic groups within 

all four countries.  

 

The most prominent stereotype that appears in the majority of the travel agencies is the notion 

that the Maasai, or African people in general, are close to nature and wildlife. This reflects 
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romantic primitivism in Western thought, which reinforces colonial hierarchies under the guise 

of admiration. The Maasai are shown to live peacefully and harmoniously among wild animals in 

the Ngorongoro Conservation Area (KK Tour Safaris, n.d.; Benson Safaris Tanzania, n.d.; 

Savannah Explorers, n.d.; Zara Tours, n.d.; Zepisa African Safaris, n.d.; Takims Holidays, n.d.). 

This is considered to be “a unique project where the tribe of Masai warriors and shepherds and 

wild animals still coexist in the same environment” (Savannah Explorers, n.d.). The cohabitation 

is perceived as unique because it is argued that humans and wildlife do not coexist anymore in 

western countries. This stereotype can be shown visually as well with the image below, by 

portraying a Maasai man that blends into nature as if he is a part of it, i.e. the Empakaai Crater. 

 

 

          

 

 

 

 

 

 

Source: Takims Holidays (n.d.) 

 

In relation to the image above, the Maasai are stereotypically portrayed, textually and visually, 

as a ‘traditional’ group: “you will recognize immediately the Maasai dressed in traditional 

clothing, this is the most well-known African tribe and they still live in a traditional style” 

(Savannah Explorers, n.d.).  

 

The pictures below show that the Maasai are predominantly portrayed while wearing 

‘traditional’ clothes during a dance. This turns the Maasai into an entertainment commodity as 

part of the tourist experience for visitors to the Tarangire National Park is the presence of “local 

Masai warriors to entertain” (Zara Tours, n.d.).  

 

 

Figure 30: Depiction of the Maasai 
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Source: Savannah Explorers (n.d.); Zara Tours (n.d.) 

 

Zepisa African Safaris (n.d.) also perpetuates this stereotype by remarking that “If you want to 

witness the tribe’s traditional ways of living, visit one of the many Maasai villages (known as 

bomas) in and near the Serengeti.”. However, the Tanzanian travel agencies do not elaborate on 

the presumably ‘traditional’ way of living of the Maasai, which rather turns this into a ‘fact’ that 

the Maasai are ‘traditional’. This freezes their culture into a fixed idea and causes tourismified 

identities (see Salazar, 2009).  

 

Amara Safari (n.d.) mentions that “the Maasai are one of the African communities that still 

practice their ancient cultural rituals such as circumcision, dances and sacrifices”, without 

actually voicing that they are ‘traditional’, making this a better example of describing the Maasai 

people. Even though Zepisa African Safaris and Savannah Explorers are the two travel agencies 

that employ the most stereotypes about the Maasai, the latter do take into account a ‘modern’ 

aspect to their culture: 

“Even if Maasai are attached to their traditions and lifestyle they are influenced by 

modern lifestyle such as internet, mobile phone, wrist watches and scooters. Expect to 

see a Maasai who lives in a hut but with mobile phone and modern watch, in some cases 

even a scooter, nowadays this is part a Maasai warrior life.” (Savannah Explorers, n.d.) 

Thus, the travel agency Savannah Explorers represent the Maasai to a large extent in a 

stereotypical way but they do not turn the Maasai into static entities and do not entirely freeze 

their culture.  

 

Despite this, it is clear that the Maasai are a tourism attraction throughout the whole country in 

the way they are represented in the marketing of the travel agencies, which is explicitly 

Figure 31: Depiction of the Maasai dancing 
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mentioned by Benson Safaris Tanzania. The travel agencies encourage tourists to visit a Maasai 

village, which turns the village into a tourist attraction. A visit to a Maasai village in Empakaai 

Crater is described as ‘authentic’ (Zara Tours, n.d.), in contrast to other Maasai villages:  

“The Maasai in this area are far away from the tourist trail and therefore the experience 

interacting with them is less commercial, allowing guests to get a true understanding of 

the tribe and their daily life.” (Takims Holidays, n.d.) 

This implies that a Maasai visit to Empakaai Crater will be more ‘authentic’ as few people visit 

the village, where tourists will be able to experience the ‘real’ life of the Maasai.  

 

A striking example is the promotion of Olpopongi Maasai Cultural Village,  

“where you can experience authentic African culture. You can visit the kraals, where the 

Maasai lived, and learn about their traditions, customs, and history. You can also try 

local food, and chat with the Maasai about their culture.” (Zepisa African Safaris, n.d.) 

This travel agency argues that visitors can experience authenticity while a cultural village is the 

exact opposite since everything is staged, and thus, the village creates ‘staged authenticity’. The 

tourist industry is increasingly aware of this problem, and is making an attempt to provide an 

alternative.  For example, the Maasai village of Mto Wa Mbu is somewhere where tourists can go 

if they “want to have a "real" (not acted) cultural experience” (Takims Holidays, n.d.). 

Acknowledging that such villages can be ‘staged’, they emphasise that Mto Wa Mbu village is 

more ‘authentic’ than other Maasai villages. In summary, ‘authenticity’ in tourism marketing 

reflects neoliberal processes that commodify culture and package local traditions for global 

consumption. These representations of the Maasai reflect several stereotypes discussed in 

Chapter Four, including the pursuit of ‘authentic’ experiences, the ‘backward’ ‘Africa’ notion by 

portraying them as a ‘traditional’ group, and the idea of visiting the ‘past’ in ‘Africa’ as tourists 

are invited to experience a ‘traditional’ way of life. 

 

5.6.2. The Hadzabe (Tanzania) 

Besides the dominant portrayal of the Maasai within the marketing of Tanzania, the Hadzabe 

should be mentioned as well as they are represented to some extent by a few travel agencies 

(KK Tour Safaris, n.d.; Benson Safaris Tanzania, n.d.; Savannah Explorers, n.d.; Zara Tours, n.d.). 

The Hadzabe live in North-Central Tanzania, the Lake Eyasi region, and are called the ‘hunter-

gatherers’ or ‘bushmen’ (KK Tour Safaris, n.d.; Benson Safaris Tanzania, n.d.; Savannah 

Explorers, n.d.; Zara Tours, n.d.). The latter is a colonial legacy which was discussed in section 

5.2.2 above. 
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The representation of African people as ‘traditional’ is even more striking in the portrayal of the 

Hadzabe. For instance, this sentence from KK Tour Safaris:  

“Hadzabe are among the fewer tribes in the world which really practice the bush life as 

well as primitive communalism way of life” (KK Tour Safaris, n.d.).  

The notion of ‘primitive’ is a telling stereotype for people who have not changed their lifestyle 

and have not ‘developed’. ‘Primitive’ is rooted in colonial discourse and evolutionary 

anthropology, which continues to reflect global power structures that shape how African 

destinations are represented. This stereotype is conveyed differently but with the same 

sentiment on the website of Benson Safaris Tanzania. When you go to Lake Eyasi,  

“you will encourage yourself in the daily life of the Hadzabe bushmen, experience their 

daily hunting with bow and arrow, gather roots, tubers and wild fruits to share the 

experience of living in the Stone Age” (Benson Safaris Tanzania, n.d.) 

The travel agency associates the way of life of the Hadzabe with that of the Stone Age, which 

explicitly marks them as an ‘unchanged’ and ‘traditional’ group. Savannah Explorers (n.d.) 

perpetuate this stereotype as well by declaring that the Hadzabe are “a tribe still strongly linked 

to their traditional lifestyle and almost untouched by modern life”. All of this freezes the 

Hadzabe and their culture, turning them into static entities. These types of portrayals reinforce 

the stereotypes of ‘backward’ ‘Africa’ and ‘unchanged’ ‘Africa’ by framing the Hadzabe as people 

living in a ‘primitive’, ‘timeless’ state. 

 

In addition to this, it is argued that the Hadzabe language is described as having “a characteristic 

repertoire of cracks and whistles suited to the hunting of wild animals” (Savannah Explorers, 

n.d.). This can imply that their language is close to that of animals as they do not produce words 

but rather animal sounds, which also echoes the ‘backward’ ‘Africa’ stereotype. This is 

disrespectful and derogatory, as the official name for such a language is a click language. As a 

result, Zara Tours (n.d.) labels this a ‘unique’ language, because it is perceived as different from 

languages in the west. 

 

Other ethnic groups that live in Tanzania, such as Iraqw, Barbaig, and Chagga are also 

mentioned within the marketing of the travel agencies but they do not elaborate extensively on 

those inhabitants and their culture nor do they employ stereotypes related to them, therefore, 

those other groups will not be discussed. This also applies to the Tanzania Tourist Board (n.d.) 

who briefly list facts about some ethnic groups, the Maasai and the Hadzabe as well, within 

Tanzania. The ‘traditional’ stereotype is the only one that is related to these other ethnic groups 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  107 
 

as the word ‘traditional’ assumedly applies to all Africans. This will be discussed below in 

section 5.7. ‘The notion ‘traditional’ in relation to ‘African’ people and their culture’. 

Additionally, these groups are not portrayed visually, as the Maasai are the only inhabitants that 

appear in pictures within the marketing, besides a few images of locals and their daily life 

within a city. 

 

5.6.3. The OvaHimba (Namibia) 

The marketing of Namibia has the most stereotypical portrayal of different ethnic groups, in 

particular stereotypes of the OvaHimba, the San, the Damara, the Herero, and the Kavango, 

compared with the other two countries, as the marketing of Tanzania and South Africa each 

stereotype only one or two ethnic groups.  

 

The OvaHimba, who are located in the northern region Kaokoland, are the Namibian ethnic 

group that has been highlighted most, by 8 out of the 10 travel agencies, with the exception of 

Namibia Adventure Travel Agency and Acacia Namibia. Namibia Tours & Safaris and Blue Crane 

Safaris Namibia mention this group most often. The latter two companies perpetuate major 

stereotypes about African people, whereas the other travel agencies mainly mention the 

OvaHimba in relation to visiting villages and interacting with them. Likewise, the OvaHimba are 

perceived as the ‘icons’ of the country (textually and visually).  

 

The ‘traditional’ and ‘unchanged’ notions also occur in the representation of the OvaHimba, but 

to a lesser extent than in the marketing of Tanzania. The national tourism board of Namibia 

depicts the OvaHimba as a ‘traditional’ culture (Namibia Tourism Board, n.d.), but this focus 

appears predominantly in the marketing of the Namibian travel agency Namibia Tours & Safaris, 

for instance in the claim that “nomadic Himba pastoralists … have remained unchanged for 

many generations” (Namibia Tours & Safaris, n.d.). This is a striking example as this travel 

agency explicitly employs the ‘unchanged’ adjective in relation to African people, turning the 

OvaHimba into a static entity and tourismified image. It implies that their lifestyle has not 

progressed with ‘modern’ times. In this sense, it is argued that in Kaokoland people can “meet 

authentic Himba tribes” (Namibia Tours & Safaris, n.d.). Thus, these representations of the 

OvaHimba reflect the same stereotypes discussed earlier, particularly the ‘unchanged’ ‘Africa’ 

stereotype and the pursuit of authenticity.  
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Additionally, Blue Crane Safaris Namibia (n.d.) also note this ‘traditional’ aspect as they state 

that  

“The Himba are one of the last tribes in Africa living strictly within their tradition. We 

will have the opportunity to see them in their natural environment as well as observe 

their culture and gain an in-depth insight into their traditional way of life.” (Blue Crane 

Safaris Namibia, n.d.)  

The citation includes two other stereotypes. Firstly, tourists can visit the OvaHimba in their 

‘natural environment’ because it is argued that African people are close to nature and live in 

harmony with it, like the Maasai. This is also specifically mentioned by Namibia Tours & Safaris 

who describe (n.d.), “Himba living off the land and in harmony with the wildlife”. The OvaHimba 

live side by side with wild animals, therefore, Namibia Tours & Safaris (n.d.) compare the 

OvaHimba with the Maasai and call them the “Masai-like Himba people of Kaokoland”. Secondly, 

going to an OvaHimba village and meeting the locals has been associated with “observing their 

culture” (Blue Crane Safaris Namibia, n.d.; Mannor Safaris Namibia, n.d.). The wording implies 

that the OvaHimba are a tourist attraction or object upon which tourists can gaze.  

 

However, the Namibia Tourism Board (n.d.) counters this ‘traditional’ stereotype by raising the 

progression of the OvaHimba culture as well. For instance, 

“Many of the younger generation have accepted some of the changes and are being 

educated in the Namibian national system, and will in time, abandon many of their older 

customs and traditions. However, most of the older generation still cling to their 

traditions and when their children return from school or visits to town, strongly 

encourage them to dress or undress, according to traditional style, and to live like a true 

Ovahimba.” (Namibia Tourism Board, n.d.) 

In short, there is a clear divide between the younger and older generations of the OvaHimba, as 

the older ones are perceived to be ‘traditional’ while young people move with the times, and 

thus, ‘progress’ or become more ‘modern’.  

 

The national tourism board makes reference to Opuwo, the capital city of the Kunene region, 

which is “a beautiful and complex metaphor for how what is perceived as modern, and that 

which is seen as purely traditional, could live in harmony” (Namibia Tourism Board, n.d.). This 

means that the OvaHimba can be “dressed in their cultural attire or in the Western apparel now 

seen as the norm” (Namibia Tourism Board, n.d.). These two citations highlight the hierarchy 
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that is apparent in the stereotyping of African people, as ‘modern’ equals ‘western’. In another 

sentence,  

“The town is of great contrast between modern and ancient tradition. Young people in 

jeans and t-shirts walk the dusty roads alongside traditionally dressed Himba women 

covered in ochre and wearing copper bangles and leather adornment.” (Namibia 

Tourism Board, n.d.).  

 

In short, the OvaHimba in Opuwo can choose 

“whether to live a lifestyle that either weighs more heavily on the traditional side, or 

more on the modern one. Here, this group of people – ‘considered the last (semi-) 

nomadic people of Namibia’ – are free from the overly-inquisitive glare of those 

unaccustomed to the beautiful long, ochre paste-wrapped locks and headdresses of the 

women, the single plait of the teenage boys and the turbans of the married men.” 

(Namibia Tourism Board, n.d.) 

This indicates that the OvaHimba are free to choose if they want to be ‘traditional’ or ‘modern’, 

and in a sense releases them from objectification by tourists as they do not have to freeze their 

culture in order to fulfill tourists’ preconceived ideas of ‘African’ people.  

 

As with the Hadzabe in Tanzania, a derogatory expression can be found in the marketing of 

Pride Safari in Namibia. They argue that the OvaHimba “used the whale bones for building their 

huts. (…) This is weird but unique.” (Pride Safari, n.d.). The sentence involves a value judgement, 

which subtly echoes the ‘backward’ ‘Africa’ stereotype, as they use a different material than 

what people in the west are used to, which is why it is described as ‘weird’. In addition to this, 

the OvaHimba are also perceived as unique, so are the Hadzabe with their language, because of 

“Their ochre pasted skin and hair plaits make them a distinctive and unique subject for 

photography.” (Namibia Tours & Safaris, n.d.). Because of this, the OvaHimba turned into ‘visual 

attractions’, which makes them the most common inhabitants of Namibia that are visually 

depicted on the websites of the travel agencies.  

 

On the Namibian national tourism board website, the OvaHimba are visually portrayed 

alongside other ethnic groups that inhabit the country, thus, they are not visually favoured. A 

few examples can be seen in Figure 32 below. 
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Source (top images): Mannor Safaris Namibia (n.d.); Blue Crane Safaris Namibia (n.d.) 

Source (bottom images): Namibia Tours & Safaris (n.d.); Oshili Namibia Travel and Tours (n.d.); Namibia 

Tourism Board (n.d) 

 

Namwel Tours & Safaris (n.d.) argue that people can discover the OvaHimba in Etosha and 

Kaokoland, which refers to a colonial stereotype as the OvaHimba have been living there for a 

long time and should not and/or cannot be ‘discovered’ by (western) tourists. This references 

the colonial trope of ‘discovering people’, even though the local populations were already there 

before the western colonialists came across them when they colonised their country. 

 

5.6.4. The San (Namibia) 

Besides the dominant portrayal of the OvaHimba within the marketing of Namibia, the San 

should be mentioned as well as they are represented to a larger extent throughout all the travel 

agencies but in a less stereotypical way than the OvaHimba. This means that the majority of the 

travel agencies discuss the San in the sense of visiting villages and interacting with them. Only 

Figure 32: Depiction of the OvaHimba 
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one travel agency, again Namibia Tours & Safaris, perpetuates major stereotypes about this 

Namibian ethnic group, and thus, African people as a whole. 

 

The San, located in the north-eastern regions of the country, are also referred to as ‘bushmen’, 

like the Hadzabe people in Tanzania, by all the travel agencies and the national tourism board of 

Namibia (see section 5.2.2. above). It is argued that the Kalahari is the only place left where the 

San can live as the ‘modern’ world has supposedly engulfed the other areas where they used to 

live in Namibia (Motema Tours and Safaris, n.d.; Namibia Adventure Travel Agency, n.d.; Acacia 

Namibia, n.d.). This sentence includes a hierarchical judgement, whereby the ‘modern’ world 

refers to the West and the San are perceived as ‘traditional’ as they are portrayed as not living in 

‘modern’ areas. In this sense, “San hunter-gatherers continue their ancient traditions in the area 

known as Bushmanland” (Namibia Tours & Safaris, n.d.), which clearly indicates the ‘traditional’ 

stereotype, and the ‘unchanged’ ‘Africa’ stereotype. 

 

Furthermore, the Erindi Private Game Reserve has been “occupied by many prehistoric cultures 

over a long period of time. The oldest of these are the San” (Namibia Tours & Safaris, n.d.). In 

other words, this refers to the stereotype of Africans as ‘prehistoric’ people who have been 

‘unchanged’ since time began. This ties back to the stereotype of visiting the ‘past’ in ‘Africa’ as 

tourists are encouraged to engage with ‘prehistoric’ attractions and in this case, the San. Thus, 

the San are supposed to be ‘authentic’ still, which Namibia Tours & Safaris (n.d.) uses as a 

persuasion to meet them. As a result, the San turned into a tourist attraction as people can visit 

the San Living Museum (Acacia Namibia, n.d.), and as the name indicates, it is a ‘living’ museum 

meaning that everything is ‘staged’. Like the OvaHimba, the San are also ‘observed’, making 

them an ‘object’ for the tourist gaze:  

“Watch them hunt and gather. It’s truly fascinating to observe how they have survived in 

this harsh and arid environment” (Namibia Tours & Safaris, n.d.).  

 

Consequently, the San are depicted as people who are close to nature, and “gracefully at one 

with nature” (Namibia Tours & Safaris, n.d.), like the Maasai and the OvaHimba. This is evident 

in the visual representation because they are always portrayed within the natural landscape, 

see the images below.  
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Source (top images): Namibia Tours & Safaris (n.d.) 

Source (bottom images): Acacia Namibia (n.d.); Namibia Tourism Board (n.d.) 

 

Furthermore, like the Hadzabe in Tanzania, the San in Namibia speak a click language which is 

depicted as ‘unique’ (Oshili Namibia Travel and Tours, n.d.; Namibia Tourism Board, n.d.).  

 

5.6.5. The Damara, the Herero and the Kavango people (Namibia) 

The Damara people in Namibia are mentioned to a lesser extent than the other two ethnic 

groups, i.e. the OvaHimba and the San. Nonetheless, the ‘traditional’ stereotype also appears in 

the representation of the Damara, the majority of whom are located in the north-western region 

of the country. Even the national tourism board of Namibia portrays the Damara as a 

‘traditional’ culture (Namibia Tourism Board, n.d.). As with the San, tourists can visit a Damara 

Living Museum near Twyfelfontein, which is encouraged by the majority of the travel agencies, 

as it “allows you to look at how their ancestors lived and in their traditional wear, get a photo of 

them showing you their local medicines or traditional games” (Namibia Tours & Safaris, n.d.). 

Tourists visit the Damara Living Museum to get a glimpse of the ‘traditional’ lifestyle and prior 

way of life of the Damara (Blue Crane Safaris Namibia, n.d.; Mannor Safaris Namibia, n.d.). This 

is perhaps a clear example of ‘staged authenticity’ as the “Damara people… for the most part no 

longer live as they did in ancient times.” (Namibia Tours & Safaris, n.d.). This means that they 

have to set up a show and/or perform for tourists in order to fulfil tourists’ preconceived ideas 

Figure 33: Depiction of the San (Namibia) 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  113 
 

about African people. This can be seen in the image below. This reflects both the pursuit of 

‘authentic’ experiences and the stereotype of visiting the ‘past’ in ‘Africa’ as tourists are invited 

to witness the Damara’s ancestral way of life. 

 

 

 

 

 

 

 

 

Source: Namibia Tours & Safaris (n.d.) 

 

The Damara are also portrayed to live harmoniously with wild animals, or by stating that they 

‘coexist’ peacefully with wildlife (Namibia Tours & Safaris, n.d.; Pride Safari, n.d.; Evolution 

Travel & Tours, n.d.). Thus, this ethnic group is considered to be as close to nature as the Maasai 

and the OvaHimba people. Meeting up with the OvaHimba and Damara people who live in 

Khorixas is perceived as “a unique opportunity to observe their exotic culture and customs” 

(Oshili Namibia Travel and Tours, n.d.). This refers to the sentiment of the ‘other’, as someone 

who is ‘different’ than what people (i.e. western tourists) are used to. The ‘other’ will be the 

subject of observation or of the tourist gaze.  

 

Namibia Tours & Safaris (n.d.) depict another ethnic group, the Herero, located in central 

Namibia, as “traditional pastoralists”. Additionally, Herero women are also perceived as subjects 

for photography with “their traditional attire of large colourful ball gown dresses and head 

gear” (Namibia Tours & Safaris, n.d.). The latter is also mentioned by the Namibia Tourism 

Board (n.d.), i.e. “executives dressed in the latest business attire walk alongside Herero women 

dressed in their beautiful traditional wear” (Namibia Tourism Board, n.d.). Thus, their clothing 

is perceived and highlighted as ‘traditional’, see the image below. 

 

Figure 34: Depiction of the Damara 
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Source: Namibia Tours & Safaris (n.d.); Namibia Tourism Board (n.d.) 

 

In general, visiting living museums within Namibia is a predominant aspect of the marketing 

within the country, which is in stark contrast to the other countries. The living museums 

underscore the ‘traditional’ aspect of the African ethnic groups, as it is seen as a preservation of 

local traditions and customs. Tourists are informed of  

“visits to traditional villages or living museums where local people wear traditional 

dress and demonstrate hunting, weaving and dancing. (…) with recreations of villages 

and reconstructions of traditional practices.” (Namibia Tourism Board, n.d.) 

 

It is unusual however that the national tourism board of Namibia clearly mentions the ‘staged 

authenticity’ aspect of traditional villages and living museums with the terms ‘recreations’ and 

‘reconstructions’, as this is often omitted. The national marketing of Namibia highlights the 

authenticity notion by describing the living museum at Mbunza as follows:  

“The main focus of the Mbunza Living Museum is to provide visitors to the museum with 

a detailed and authentic insight into the traditional, pre-colonial culture. The Living 

Museum, situated at the Samsitu Lake, is a traditional village of the Kavango, who have 

lived in this area for centuries. The traditional presentation covers everything from 

everyday life (traditional cuisine, fire making, basket and mat weaving) to bushwalks 

and fishing and finally to highly specialised techniques like blacksmithing, pottery and 

drum-making.” (Namibia Tourism Board, n.d.) 

Here, tourists will be able to witness the ‘authentic’ and ‘traditional’ culture of the Kavango 

before the colonial period. These portrayals also illustrate the stereotypes discussed in Chapter 

Four, namely the ‘unchanged’ ‘Africa’ stereotype, the notion of visiting the ‘past’ in ‘Africa’ and 

the pursuit of ‘authentic’ experiences. Blue Crane Safaris Namibia is less careful to specify that 

Figure 35: Depiction of the Herero 
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this is a staged recreation, stating that at this living museum “you will be introduced to the 

traditional culture and everyday life of the Kavango people” (Blue Crane Safaris Namibia, n.d.). 

 

5.6.6. The Zulu (South Africa) 

In South Africa, the Zulu are the group highlighted by 6 out of the 10 travel agencies (African 

Eagle Day Tours, Jenman African Safaris, Timeless Africa Safaris, and Southern African Tours are 

the exception). The Zulu are located in the KwaZulu-Natal province, and are perceived as the 

‘icons’ of the country, similar to the Maasai and the OvaHimba. Here as well, the common 

denominator within the South African marketing is the Zulu cultural villages. For instance, at the 

PheZulu Cultural Village where one is offered the chance to be “taken into the traditional Zulu 

homestead and [to] experience a traditional Zulu culture and lifestyle before the modern era” 

(Beyond Africa Safaris, n.d.). As tourists will supposedly experience Zulu culture before the 

current ‘modern’ century, their culture is frozen at that point – they have to remain ‘unchanged’ 

in order to fulfil the preconceived idea of African people as ‘traditional’. Experiencing ‘tradition’ 

is the most prominent aspect of any cultural village/living museum of African people. The same 

pattern emerges in the portrayal of the Zulu as it embodies the ‘unchanged’ ‘Africa’ stereotype 

and the idea of visiting the ‘past’. 

 

Additionally, in the PheZulu Cultural Village, tourists “will experience local Zulu song and dance 

shows performed by the local Zulu people dressed in their traditional Zulu attire” (Beyond 

Africa Safaris, n.d.). The same ‘performance’ can also be found in the other cultural 

villages/living museums mentioned earlier , as this is the second dominant aspect of any 

cultural village/living museum of African people. Thus, the Zulu are visually portrayed with 

their ‘traditional’ clothes while dancing. The same occurs within the marketing of the Maasai in 

Tanzania. It is noteworthy that the travel agency African Eagle Day Tours showcase many 

pictures of the Zulu (performing) on their website (see Figure 36 below). 
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Source (top images): African Eagle Day Tours (n.d.); Cullinan Guided Journeys (n.d.)       

Source (bottom images): Discover Africa (n.d.); South African Tourism (n.d.) 

 

Phezulu is located near the Valley of a Thousand Hills, an area which, it is claimed, “preserves 

the traditional Zulu lifestyle” (Rhino Africa, n.d.). Furthermore, Springbok Atlas Tours & Safaris 

(n.d.) encourages people to visit Shakaland, the most well-known cultural village in South Africa, 

which they also describe as a ‘living museum’.  

 

Thus, the Zulu and their culture are portrayed as a (tourist) attraction in the marketing of South 

Africa. The South African marketer interviewed for this research argues that this is because of “a 

contrast, a difference aspect especially in relation to tourists from the west, it’s perceived as 

unique” (Marketer South Africa, interview, October 25, 2024). In other words, tourists are 

seeking something ‘different’ from what they are used to, which leads to the inclusion of a 

hierarchy ‘us’ who are ‘modern’ versus ‘them’ who are ‘traditional’ within the tourism 

marketing. However, the South African marketer notes that  

“there are things that are not ‘real’. Things are labelled ‘traditional’ but traditions are 

changing though, for example, people don’t sleep on the floor anymore which they 

would have done in their ‘old traditions’. They focus on the ‘authenticity’ aspect as 

tourists want to see ‘real’ people and ‘real’ culture and ‘real’ traditions. Thus, the 

tourism industry is selling a story.” (Marketer South Africa, interview, October 25, 2024) 

Figure 36: Depiction of the Zulu 
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The San in South Africa are represented to a larger extent throughout all the travel agencies but 

not in a stereotypical way, contrary to the San in Namibia. The only example that can be 

mentioned is the following encouragement to “discover the ancient San culture” (Timeless Africa 

Safaris, n.d.). The same legacy occurred in the marketing of Namibia with the OvaHimba. The 

San are also depicted visually by one travel agency, Discover Africa, and the picture matches the 

ones from the San in Namibia as they are also portrayed within the natural environment (see 

Figure 37). 

  

 

 

 

 

 

 

 

Source: Discover Africa (n.d.)  

 

African safari guides or trackers that accompany tourists on a safari in South Africa are often 

portrayed visually in the outside front seat of the safari vehicle, which may indicate that African 

people are closer to nature. Some examples can be seen in Figure 38 below. This is to a large 

extent evident in the marketing of the travel agencies African Eagle Day Tours and Discover 

Africa. 

 

 

 

 

 

Figure 37: Depiction of the San (South Africa) 
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Source (top images): African Eagle Day Tours (n.d.) 

Source (middle images): Discover Africa (n.d.) 

Source (bottom image): Timeless Africa Safaris (n.d.) 

 

Lastly, other ethnic groups that live in South Africa, i.e. the Xhosa, the Tsonga, and the Nama 

people, are mentioned within the marketing of the travel agencies as well but they do not 

elaborate extensively on those ethnic groups and their culture nor do they employ stereotypes 

related to them. However, the national marketing of South Africa does discuss various ethnic 

groups and employ certain stereotypes. For instance, the Xhosa in the Eastern Cape Province 

are portrayed as proud people whose “hold on their traditions remains fierce” (South African 

Tourism, n.d.), as they “still live a very traditional lifestyle” (South African Tourism, n.d.). 

Moreover, “Pictures of Mpumalanga’s Ndebele people often adorn posters and guidebooks to 

South Africa because of their dazzlingly painted traditional homesteads and colourful crafts. The 

Figure 38: Depiction of South African safari guides/trackers 
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Ndebele's vivid geometric designs and striking traditional clothing are amongst Africa’s most 

eye-catching” (South African Tourism, n.d.). In this sense, the Ndebele are perceived as the icons 

of South Africa, although this is only emphasised in the national marketing of South Africa. 

 

In addition to this, the Basotho people “can trace their origins to the pre-historic age” (South 

African Tourism, n.d.), meaning that they are perceived as ‘old’, ‘traditional’ people, which 

reinforces the stereotype of visiting the ‘past’ in ‘Africa’, particularly through experiencing 

‘prehistoric’ attractions such as the Basotho. However, the South African national tourism 

marketing is transparent about the current changes within their culture as  

“The advent of the missionaries and in later years, modernity, brought about changes in 

most aspects of Basotho culture. The majority of the traditional ways of conducting 

things still remain today while some aspects have been abandoned or altered over the 

years.” (South African Tourism, n.d.) 

In short, the Basotho culture is not being frozen in time.  

 

5.6.7. Iby’Iwacu Cultural Village (Rwanda) 

The marketing of the travel agencies within Rwanda does not discuss individual African ethnic 

groups that inhabit the country, but rather talks about the Rwandan population in general. 

However, 6 out of 10 travel agencies do encourage a visit to Iby’Iwacu Cultural Village. On the 

other hand, the National Tourism Board of Rwanda only briefly mentions it (Visit Rwanda, n.d.). 

 

The cultural village is based on the same principle of the cultural villages in the other three 

countries. These representations similarly draw on stereotypes discussed earlier, such as 

experiencing authenticity, which in turn relates to the stereotype of visiting the ‘past’ in ‘Africa’ 

and the trope of an ‘unchanged’ ‘Africa’. Neza Safaris (n.d.) argues that Iby’Iwacu Cultural Village 

is “a living museum of Rwanda’s ancient ways”. Also, a visit to the village is about “culture 

presentation where we learn and present the traditional culture of Rwandans” (Greenzest 

Travels, n.d.). Thus, tourists will be able to experience “traditional lifestyles, activities, artifacts 

and the unique traditional ways of living of Rwandan local people” (Rwanda Eco Company & 

Safaris, n.d.). These descriptions of the Iby’Iwacu Cultural Village imply that the ‘traditional’ 

culture of the Rwandese is being showcased (as shown by the word ‘present’). The village is not 

a real representation of Rwandese people’s lives because of ‘staged authenticity’. Although the 

village is ‘staged’, Hermosa Life Tours and Travel (n.d.) does claim that tourists can experience 

“authentic Rwandan culture and community” when they visit Iby’Iwacu Cultural Village. This is 
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in contrast to Amahoro Tours (n.d.) as they offer transparency about the tourism activities in 

the Red Rocks Intercultural Centre which they argue are staged, “including traditional folk 

music and dance, art exhibitions, handcraft presentations, jewellery displays, and other fun 

activities and events”.  

 

Moreover, tourists can witness dance performances in the Iby’Iwacu Cultural Village (Ikaze 

Rwanda Tours & Travel, n.d.; Rwanda Eco Company & Safaris, n.d.). Figure 39 below shows 

tourist images of the Intore Dance Troupes. 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

Source (top images): Judith Safaris (n.d.); Ikaze Rwanda Tours & Travel (n.d.)           

Source (bottom image): Visit Rwanda (n.d.) 

 

Visitors to the country can “watch live dance performances at cultural villages, museums, and 

lodges and hotels throughout Rwanda” (Ikaze Rwanda Tours & Travel, n.d.), which is mentioned 

by the National Tourism Board of Rwanda as well. The latter adds that these performances are 

seen as entertainment (Visit Rwanda, n.d.). In this sense, the culture of the Rwandese turns into 

an attraction/spectacle throughout the whole country as it is considered to be entertainment 

for tourists. This is also explicitly addressed by the travel agency Neza Safaris (n.d.), where the 

aspect of income generation is highlighted: visitors can contribute to livelihoods by “sharing 

various aspects of rural cultures and livelihoods into tourist attractions and creating income-

Figure 39: Intore Dance Troupes (Rwanda) 
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generating activities for rural poor people”. Thus, local culture turns into a tourism commodity 

in order to provide income for local people. 

 

5.7. The notion ‘traditional’ in relation to ‘African’ people and their culture 

Throughout all the travel agencies in all the four countries, it is claimed that tourists can 

experience the ‘traditional’ way of life of the local people by participating in the traditions and 

by immersing themselves in the local culture. This can be perceived as ‘modern’ western 

tourists experiencing the ‘past’ / ‘tradition’ with ‘traditional’ African people. This includes a 

hierarchical value judgement, as those traditions are perceived as past entities, something that 

western tourists cannot experience anymore. In addition to this, matters related to the culture 

of local African people are habitually underlined with the use of the word ‘traditional’, so as to 

emphasise the difference with cultures and/or people in the west. This also reflects stereotypes 

discussed in Chapter Four, notably the notion of visiting the ‘past’ in ‘Africa’ and the trope of an 

‘unchanged’ ‘Africa’.  

 

For instance, the National Tourism Board of Rwanda describes the Kigali Cultural Village as “a 

traditional market space where local artisans & food vendors exhibit and trade their goods” 

(Visit Rwanda, n.d.). The word ‘traditional’ is used to highlight the specific difference between 

an ‘African’ market space and a typical western trading place. It is important to note that the 

‘traditional’ aspect does not only relate to cultural villages but also to traditions of ‘normal’ 

villages within the countries. In Musanze, tourists will get  

“practical experience on grinding sorghum on the traditional grinding stone to make the 

beer. (...) You will learn our traditional dance with the kids and Local women” (Judith 

Safaris, n.d.) 

Another example can be found when people visit the city Gisenyi and can participate in daily 

activities which constitute the “full rural life experience of a local peasant, traditional food 

making and tasting, handcraft lesson and a participatory traditional dancing class” (Ikaze 

Rwanda Tours & Travel, n.d.).  

 

In addition to this, the word ‘traditional’ is placed in front of certain aspects of the local culture. 

The most prominent ones in the marketing of Rwanda are “traditional songs” (Golden Rwanda 

Safaris, n.d.; Greenzest Travels, n.d.; Ikaze Rwanda Tours & Travel, n.d.; Rwanda Eco Company & 

Safaris, n.d.), and “traditional dances” (Judith Safaris, n.d.; Hermosa Life Tours and Travel, n.d.; 

Amahoro Tours, n.d.; Ikaze Rwanda Tours & Travel, n.d.; Rwanda Eco Company & Safaris, n.d.). 
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Lastly, an interesting example that is mentioned on the Rwandese National Tourism Board 

website is the following: “Pottery is one of the oldest forms of art in Rwanda and can still be 

seen in many towns today using traditional Batwa techniques.” (Visit Rwanda, n.d.). Here, they 

highlight a specific Rwandan ethnic group in relation to the notion ‘traditional’, whereas the 

Rwandese travel agencies that I analysed did not do so. 

 

In Tanzania, tourists can go to Lake Eyasi to meet the Hadzabe people. Tourists to the Lake have 

“a chance to see their traditional lifestyle and follow the hunters in the bush with a local guide” 

(Savannah Explorers, n.d.). Thus, tourists can experience an activity of the ‘past’ by hunting in 

the bush. This can also occur by meeting the Maasai and “participating and enjoying traditional 

dance, tasting local food, and even buying local commodities and socializing with them” (Benson 

Safaris Tanzania, n.d.). Lastly, tourists can visit the Chagga in Materuni where they can 

experience “a traditional Chagga lunch. (...) You will also be invited to help with the grinding of 

the coffee, which is traditionally accompanied by Chagga songs and dances” (Zara Tours, n.d.). 

However, the notion ‘traditional’ occurs less in the Tanzanian marketing than in the Rwandese, 

but with more various categories that are marked out as ‘traditional’. The most prominent one 

is again “traditional dances” (Savannah Explorers, n.d.; Benson Safaris Tanzania, n.d.; 

Traveltrack, n.d.). 

 

The notion ‘traditional’ emerges less in Namibia than in the Rwandese marketing but also with 

more different categories. In this sense, it is similar to the Tanzanian marketing. For instance, 

tourists can visit a San village in N/a’ankuse Wildlife Sanctuary to experience  

“a variety of San activities such as tracking in the bush, fire making traditional San fire 

sticks, craft making and hunting in the traditional San way” (Mannor Safaris Namibia, 

n.d.; Pride Safari, n.d.).  

Moreover, a visit to Katutura, a township in Windhoek, is associated with getting “insight into 

some of the more traditional Namibian cultures” (Mannor Safaris Namibia, n.d.), and thus, the 

connection is made between a township and ‘traditional’ people. Participating in traditions in 

traditional villages also occurs in the national tourism marketing of Namibia, for example 

visiting the Puros traditional village where “Various Himba rituals and activities are 

demonstrated, including the grinding of red ochre and traditional craft making.” (Namibia 

Tourism Board, n.d.). Or visiting the Lizauli traditional village which  
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“gives visitors an insight into the traditional village life. (…) Visitors also have the 

opportunity to interact with a traditional healer (sangoma) and to experience traditional 

dancing.” (Namibia Tourism Board, n.d.). 

 

In South Africa, the concept ‘traditional’ occurs less than in the Rwandese marketing, but more 

often than in the Namibian and Tanzanian marketing, with even more various categories that 

are considered ‘traditional’. This is very evident on the national tourism board website (South 

African Tourism, n.d.). In South Africa, visiting cultural villages is also encouraged by associating 

it with ‘traditional’ culture. An example is Lesedi Cultural Village where there are five different 

ethnic groups portrayed in stereotypical fashion:  

“Experience the diversity of traditional cultures that are presented at Lesedi by visiting 

the 5 different traditional villages that include Xhosa, Zulu, Pedi, Basotho, and Ndebele.” 

(Beyond Africa Safaris, n.d.).  

 

Moreover, Discover Africa (n.d.) provide a whole list of ‘popular’ cultural villages:  

“Lesedi Cultural Village in Gauteng province, Shangana Cultural Village near Kruger 

National Park, Khaya La Bantu Cultural Village in Cape Town, Basotho Cultural Village in 

Free State province, and Botshabelo Mission Station in Mpumalanga province.” 

At the same time, they argue that visiting local villages “offers a unique opportunity to learn 

about South African tribal culture, history, and traditions while enjoying traditional food and 

entertainment” (Discover Africa, n.d.).  

 

The South African national tourism board mentions this aspect as well by saying that:  

“With our plethora of diverse cultures, it’s little wonder that we have many cultural 

museums in South Africa. (…) there are countless exhibitions throughout the country: in 

small towns, in townships and in rural areas. Some of them come in the form of cultural 

villages, with reconstructed traditional homesteads. Here they demonstrate aspects of 

traditional life.” (South African Tourism, n.d.) 

Here, it is noteworthy that the national tourism board explicitly mentions the reconstruction 

aspect of the homesteads and the fact that ‘traditional’ life is being ‘demonstrated’, thus, 

showcased for tourists. It is evident that these cultural villages symbolise ‘staged authenticity’. 

This is not always made explicit however. For instance, “at the Basotho Cultural Village in the 
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Golden Gate National Park you can enjoy traditional dancing and see how the village women 

weave baskets and grind maize” (South African Tourism, n.d.).  

 

Another striking example that appears on the official South African tourism website is the 

following description of the Matsamo Customs and Tradition Centre which includes a cultural 

village of the Swazi culture:  

“If you stay overnight, you'll sleep in a traditional ‘hive’ (beehive hut), nestled among 

other ‘hives’ in the village, and while they remain delightfully true to their African 

aesthetic, they do feature separate toilets, hot and cold water and air-conditioning for 

your comfort.” (South African Tourism, n.d.) 

In other words, tourists will stay in a ‘traditional’ hut that epitomises ‘African’ homesteads, thus 

referencing the stereotype ‘Africa is a country’. Tourists will be able to experience what it is like 

to live in a ‘typical’ ‘African’ village consisting of beehive huts, which signifies an ‘authentic’ 

experience. Yet at the same time, they will be provided  with ‘western’ comforts, i.e. hot water 

and air-conditioning. This traditional-modern binary is also highlighted in the description of the 

cultural village within the Bakone Malapa Museum in Polokwane: 

“The organised tour of the Bakone Malapa Museum begins with a visit to an area 

recreating the modern ways of a Northern Sotho family. Here, within the lapa, you will 

see the separate, thatched brick-and-mortar bedroom, kitchen and living room. Floors 

are still made from a mix of mud and cow dung, as they have been for hundreds of years. 

You will then be given a view of life as it was 250 years ago.” (South African Tourism, 

n.d.) 

Here, the ‘brick-and-mortar’ rooms are perceived as ‘modern’ versus ‘traditional’ floors of ‘mud 

and cow dung’. Another example within the national tourism marketing of South Africa is the 

description of the Mphebatho Cultural Museum in the North West province, “Established to 

preserve and showcase the culture and traditions of the Bakgatla-ba-Kgafela people (…) offers 

travellers an overview of a traditional African way of life.” (South African Tourism, n.d.). This 

citation explicitly mentions the ‘showcase’ aspect of the culture and includes an ‘Africa is a 

country’ stereotype.  

 

A striking example about the Wild Coast region in the Eastern Cape province can be found 

within the South African travel agency Go Self-Drive Tours (n.d.), “To a greater extent than 

anywhere else in the country, [the Wild Coast] has retained a traditional ethos, with tribal 

justice being dispensed by the King and his Chiefs and Headmen.”. It is implied that the Wild 
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Coast region is ‘stuck in the past’ because it still uses an ‘old’ form of justice. Another example 

that conveys the same sentiment is in Die Hel, where tourists can “explore where a population 

of people lived before modern day life caught up with them” (Southern African Tours, n.d.). 

Lastly, “we see the old traditional way of life in the homeland area known as the Transkei 

(Eastern Cape)” (Cullinan Guided Journeys, n.d.; Springbok Atlas Tours & Safaris, n.d.).  

 

5.8. Homesteads of ‘African’ people 

The notion ‘traditional’ in terms of homesteads does not appear in the marketing of Rwanda, but 

it does in the marketing of Tanzania. However, this conveys the stereotype that African people 

as a whole are ‘backward’, referring to the previous chapter and the stereotype of a ‘backward’ 

‘Africa’, which also relates to the notion of visiting the ‘past’ in ‘Africa’ and the idea of 

experiencing authenticity by symbolically ‘going back in time’ to view homesteads as they were 

in the past. The tourism industry makes generic statements about African people who are ‘still’ 

living in ‘traditional’ housing, omitting the fact that many people live in urban areas. 

 

In Tanzania, the following examples appear in the marketing: reference is made to the 

“traditional bomas” of the Maasai (Amara Safari, n.d.; Benson Safaris Tanzania, n.d.), and 

tourists can gaze upon “traditional dwellings” of different ethnic groups within the 

Makumbusho Village Museum in Dar Es Salaam (KK Tour Safaris, n.d.; Traveltrack, n.d.; Takims 

Holidays, n.d.). Takims Holidays also includes an example of ‘authenticity’ related to the 

housing, referring to “A collection of authentically constructed traditional houses of various 

Tanzanian tribes.” (Takims Holidays, n.d.).  

 

Additionally, visiting the Hadzabe near Lake Eyasi includes an evident ‘backward’ stereotype as 

the dwelling is described as “a number of simple make shift homestead” (KK Tour Safaris, n.d.). 

The type of image that would relate to a description like this, is shown in Figure 40 below.  
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Source: KK Tour Safaris (n.d.) 

 

Nevertheless, the textual analysis regarding this is in stark contrast to a visual overview, as the 

majority of the homestead images that appear within the marketing do focus visually on the 

modernity of Tanzanian housing.  

 

In the marketing of Namibia, the aspect of ‘traditionalism’ is more shown visually as a 

background in relation to Namibian people than it is textually. Seeing pictures like this in 

relation to people that are described as ‘traditional’ also insinuates a ‘traditional’ homestead. 

Three examples of this, in depictions of the San and the OvaHimba, can be found in the 

marketing of three travel agencies (Figure 41): 

Source: Namibia Tours & Safaris (n.d.); Blue Crane Safaris Namibia (n.d.); Oshili Namibia Travel and Tours, 

n.d.) 

 

In addition to this, in Palmwag in Namibia, people can visit “authentic Damara homesteads” 

(Blue Crane Safaris Namibia, n.d.). The same goes for Kaokoland where tourists can “meet local 

Himba people at their authentic villages” (Namibia Tours & Safaris, n.d.). Thus, ‘traditional’ in 

Figure 40: Tanzanian Homestead 

Figure 41: Namibian people and their homesteads 
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the sense of housing occurs with the reference to authenticity. However, these Namibian 

examples are in contrast to the national tourism marketing of Namibia as they also mention the 

change that has happened in terms of homesteads: 

“The social and cultural evolution which has taken place over the past 30 years or so has 

changed much of the traditional way of life. Many of the typical homesteads have made 

way for more modern suburbs and villages, the old huts being replaced with brick and 

corrugated iron structures and the agricultural and cattle herding activities moving 

away to the rural areas. However, many traditional villages exist and demonstrate the 

orderliness of their social structure. Family groups live in homesteads that are enclosed 

with wooden pole fences and are designed to facilitate observance of strict social 

customs and efficient domestic practices.” (Namibia Tourism Board, n.d.) 

Nevertheless, the national marketing also falls victim to stereotyping Namibian homesteads as 

they argue that the Khowarib Community Rest Camp has “basic traditional Damara and Himba 

huts” (Namibia Tourism Board, n.d.). In this sense, the word ‘basic’ has a negative connotation 

as it equals ‘primitive’ homes. 

 

In the South African marketing, it is noted that the notion ‘traditional’ appears in terms of 

homesteads related to the Zulu. For example, “a traditional Zulu homestead” (Beyond Africa 

Safaris, n.d.). In Zululand, people can come across “traditional round huts” (Springbok Atlas 

Tours & Safaris, n.d.), or “traditional Zulu kraals” (Cullinan Guided Journeys, n.d.). Overall, the 

South African tourism board argues that “The best way to experience South Africa’s tribal 

cultures is to stay in traditional African accommodation in one of the many cultural villages that 

can be found around the country.” (South African Tourism, n.d.), even though cultural villages 

are staged and contrast the idea of experiencing South African cultures. 

 

The South African national tourism marketing uses the notion ‘traditional’ related to the Xhosa 

people in the Van Staden’s Flower Reserve: “be sure to visit the traditional Xhosa umuzi 

(homestead) and learn about traditional Xhosa culture” (South African Tourism, n.d.). Another 

example is in line with the latter as it is argued that Gaabo Motho Cultural Village in the North 

West Province consists of  

“a colourfully decorated Ndebele village consisting of thatched huts and more 

westernised huts. There is also a Zulu village with traditional huts built according to Zulu 

tradition.” (South African Tourism, n.d.).  
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Here, the terms ‘traditional’ and ‘westernised’ are placed opposite each other, as to highlight the 

difference without explaining it. 

 

Informal settlement dwellings also feature in the marketing of homesteads in South Africa. 

Instead of focusing solely on what is believed to be ‘traditional’ homesteads (with straw or 

mud), they highlight homes in townships, which are still perceived as being less developed (iron 

sheets or wooden pallets). This even occurs textually in the national tourism marketing of South 

Africa, which gives it a distinct negative connotation, reinforcing the stereotype of a ‘backward’ 

‘Africa’. For example, the Ramaphosa informal settlement is “a maze of close-set shanty houses. 

The poverty is unavoidable.” (South African Tourism, n.d.). See Figure 42 below. 

Source: Timeless Africa Safaris (n.d.); Cullinan Guided Journeys (n.d.) 

 

5.9. Authentic ‘African’ culture 

Besides promoting ‘authentic’ experiences in African countries, the notion authenticity is also 

frequently related to ‘African’ culture, reflecting the stereotype of authenticity as outlined in the 

previous chapter. For example, in Gisenyi, “You are grateful for the opportunity to have 

experienced the authentic Rwandan village life.” (Ikaze Rwanda Tours & Travel, n.d.). This also 

applies to Amahoro Tours (n.d.) “Whenever you’d like to experience authentic Rwandan 

traditional living, they’ll be at your service with a whole host of hands-on activities, such as the 

popular stone grinding course.”, which implies that they turned an ‘old’ activity into an actual 

course that tourists can take so that they can participate in an activity of the past.  

 

In general, the marketing in South Africa focuses more on the ‘authentic’ aspect related to 

African people and culture. For instance, Timeless Africa Safaris (n.d.) argue that a visit to South 

Africa is only authentic when tourists visit a township, which is perceived as a ‘traditional’ 

aspect of South African culture. Likewise, the South African tourism board connects visiting 

townships, for instance in Gqeberha, with “an authentic cultural experience” (South African 

Figure 42: South African Homesteads 
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Tourism, n.d.). In addition to this, the village of Botshabelo in the Mpumalanga Province has “an 

excellent open-air museum, providing an authentic look at the colourful Ndebele culture” (South 

African Tourism, n.d.). The same goes for Gaabo Motho Cultural village which is described as “an 

authentic multi-cultural experience” (South African Tourism, n.d.). Also, Southern African Tours 

(n.d.) promote a visit to “an authentic Nama (of Bushman origin) village”. Moreover, the Wild 

Coast region is described as “One of the most unspoiled parts of the country where the 

population still lives in an authentic and traditional way.” (Southern African Tours, n.d.). 

Nevertheless, the travel agency states this as a fact as they do not discuss how the population 

lives in an authentic and traditional way.  

 

Southern African Tours (n.d.) makes a generic statement by saying that the South African 

population equals the “authenticity of the African people”. Lastly, in the South African Sabi Sand 

Game Reserve, “During dinnertime the couple and other guests were entertained by tribal 

dancers and singers for a truly authentic African experience.” (Timeless Africa Safaris, n.d.). This 

is used generically and implies that tribal dancing is part of every single destination within 

African countries, explicitly referring to the ‘Africa is a country’ stereotype discussed above, 

which also signifies as an authentic experience, thus, something that tourists expect to see. 

 

5.10. Conclusion 

This chapter dealt specifically with the colonial legacy and how it is represented in the tourism 

marketing of the four countries, as the roots of many of the stereotypes mentioned in Chapter 4 

can be traced back to the colonial period because these are considered to be generic European 

views of Africa as a continent. The colonial legacy reveals itself by using colonial place names 

instead of (official) local equivalents, and by referring to local African people with derogatory, 

offensive terms that stem from the colonial period. The colonial legacy can also be observed 

through the colonial sentiments of ‘discovering’ or ‘exploring’ African countries and African 

people. Additionally, the glorification of the colonial legacy in terms of colonial buildings, 

celebrating explorers and praising the colonial ‘prosperity’ legacy are ingrained within the 

tourism marketing as well. Thereafter, stereotypes about African people were addressed by 

highlighting the portrayal of specific ethnic groups within the marketing. These stereotypes 

stem from the colonial period. A hierarchical value judgement can be noticed as African people 

are still recognised as symbols of ‘traditionalism’ compared to people in the west who are 

considered to be ‘modern’. This is followed by a discussion about the notion ‘traditional’ that is 

rooted in the tourism marketing of the four countries. Lastly, the homesteads of ‘African’ people 

https://uwcscholar.uwc.ac.za/home



 

   
 

 
  130 
 

and the ‘authenticity’ aspect related to culture were reviewed. It is important to note that as a 

Belgian researcher, an ‘outsider’, I interpreted these texts from a Western academic standpoint, 

which inevitably shaped the analysis. This positionality requires reflexivity, particularly when 

analysing colonial stereotypes from a culturally external perspective. 
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Chapter 6: Conclusion  

Although there has been research on how Africa in general is represented in the West, there is 

still a gap in the literature on how specific African countries are represented in relation to the 

tourism industry. In particular, literature appears to be lacking on how actual African countries 

represent themselves to tourists, and whether they follow similar Western styles of portrayal. In 

other words, a gap in the literature exists to what extent the colonial legacy in the form of 

representations and/or stereotypes that stem from the colonial period is still implemented and 

circulated in the tourism industry in African countries. This study, it is hoped, has contributed to 

filling this gap in the case of four African countries. 

 

In doing so, it also adds to existing knowledge by offering new insights into how African 

countries represent themselves to international tourists, highlighting forms of African self-

representation and the internalisation of colonial discourse within tourism marketing. The 

research also contributes a comparative perspective that reveals both shared patterns and 

country-specific distinctions in tourism representations. 

 

The tourism marketing, and the tourism industry in general, depicts a destination via the 

circulation of various representations for tourists to ‘consume’. This research examined how the 

African tourism industry represents itself to international tourists, by exploring the tourism 

industry of four African countries, i.e. South Africa, Namibia, Tanzania and Rwanda, using a 

textual and visual approach. The countries were chosen based on their location on the continent 

and because they were ruled by different European countries during the colonial period, as 

these selected countries reflect the differing nature of the colonial experience. An interview with 

an image-maker was conducted to obtain further insight into the thinking behind the tourism 

campaigns. The focus was on the dilemmas faced by image makers in either perpetuating or 

contesting colonial stereotypes in representing their African country to international tourists.  

  

In this research I focused on an emic view by looking at how the tourism industry in the selected 

African countries represents these countries to tourists. The overall aim of the study was to 

determine the extent to which colonial legacies still feature in tourism-related representations 

of African countries by analysing text and images in selected travel agency websites (including 

the national tourism departments) across four African countries, South Africa, Namibia, 

Tanzania and Rwanda. In order to attain the aim, the following three objectives were set to 

guide this research:  
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(i) To identify language and representations that draw on long established Western 

stereotypes or representations of selected African countries, that originated during 

the colonial period.  

(ii) To compare and contrast the different concepts and imagery used in the selected 

African countries.  

(iii) To explore the decision-making behind the tourism marketing campaigns of those 

selected African countries.  

  

The findings are summarised below under the relevant themes, which is followed by 

recommendations for future research and the significance of the study.  

  

6.1. Stereotypes in the marketing of ‘Africa’  

In this study, it was important to identify and discuss a number of stereotypes about Africa that 

feature prominently in the tourism marketing. Many of these stereotypes are used consciously 

with the intention to evoke those preconceived ideas about African countries. These stereotypes 

were also confirmed by the literature, besides the unexpected use of many stereotypical 

adjectives to represent these four African countries, as well as referring to the ‘backward’ 

stereotype, a rather negative element, within the tourism marketing as the industry usually 

focuses on positive things to attract tourists to their country. Another unexpected outcome was 

the idea of ‘Africa’ being of the ‘past’ as a standalone stereotype because it occurs to a large 

extent in the marketing of the four countries.  

 

The most common stereotype in all four countries was the ‘Africa is a country’ stereotype. This 

signifies a generalisation as it obscures the diversity and the differences in terms of people, 

culture, landscapes, etc. In short, it reduces the entire continent to one single African country, or 

a homogeneous entity (Nothias, 2018). According to the South African marketer, image-makers 

generalise unconsciously in the tourism marketing campaigns as this is a recurrent method 

(Marketer South Africa, interview, October 25, 2024). This stereotype appears plentiful in every 

Tanzanian, Namibian and South African travel agency that I analysed, whereas in the Rwandan 

marketing it occurs a handful in six out of ten travel agencies.  

  

This stereotype involves an “overlexicalization of generic references to “Africa”, “African” 

and/or “the continent”” (Nothias, 2018, p. 1148). For example, when the travel agencies in all 
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four countries discuss their home, they often refer to it as ‘Africa’ generically, even though they 

are specifically talking about their country. The stereotype also includes the geographical 

expansion of an activity that is country-based or region-based to the entire continent of Africa, 

Nothias (2018) also notes this in his research. The ‘Africa is a country’ stereotype also 

encompasses a generic ‘African’ experience, namely going on a safari and viewing wildlife, more 

specifically the Big 5, in the countries of Tanzania, Namibia and South Africa. In these countries 

it is often portrayed as a representative ‘African’ experience because of the continent’s 

connotation with wildlife. This generalisation implies that tourists can go on a safari and see 

wild animals in every African country, something that is incorrect. This was also raised by 

Harth’s (2009) identification of the geography myth as it presupposes that wild animals can be 

encountered everywhere in the continent, although they are limited to national parks and game 

reserves.  

  

The generic ‘African’ experience is embedded within the South African tourism marketing as it 

appears to a large extent on the websites of the travel agencies, as well as on the national 

tourism department website of South Africa. This also dominated the South African tourism 

representations in Cornelissen’s (2005) study. The South African marketer states that nature 

and wildlife are significant elements of the country’s marketing as these are considered to be 

part of South Africa’s identity (Marketer South Africa, interview, October 25, 2024). This 

argument can be applied to the Tanzanian and Namibian tourism marketing as well, particularly 

in Tanzania as the Tanzania Tourist Board (n.d.) argues that nature and wildlife are two major 

draw cards to attract tourists to their country.  

 

Brooks (2000) also acknowledges that wildlife is important in the tourism marketing of African 

countries because the continent is perceived as a place that is “quintessentially ‘animal’” 

(Rassool and Witz, 1996, p. 349). As a result, Dunn (2004) identified the depiction of the African 

continent as a ‘zoo’, with its abundant wildlife, as a dominant image within the tourism industry. 

Thus, images of the savannah landscape and wildlife, more specifically the Big 5, can also be 

observed visually throughout the marketing of Tanzania, Namibia and South Africa, as 

depictions of animals roaming wild and freely in the landscapes is one of the prime visual 

aspects of tourism marketing within African countries. This is in contrast with Rwanda’s travel 

agencies as gorillas and monkeys, often portrayed with tourists, are the only animals that 

appear plentiful in images within the marketing.  
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The generic stereotype can also be applied to landscapes, particularly the generalisation of the 

savannah landscape, as Norton (1996) argues that the ‘savannah archetype’ is regularly 

employed to represent African landscapes. Brooks (2000) agrees by noting that the East African 

savannah landscape is used generically, alluding to the stereotype of the African continent as a 

place that solely exists of a savannah environment. The findings showed that this stereotype 

appears plentiful in the marketing of South Africa, and does indeed occur predominantly in the 

East African country Tanzania in association with the Serengeti National Park, which is 

perceived as the embodiment of a ‘typical’ ‘African’ landscape. On the other hand, the stereotype 

hardly reveals itself within the Namibian and Rwandan marketing, and within the national 

tourism departments. Visually, the savannah landscape is portrayed as stark and empty in 

Namibia, whereas the South African marketing depicts the savannah landscape in relation to 

wild animals. The commoditisation of destinations and its recurring images within the tourism 

marketing across the four countries, creates, according to Nelson (2005), the process of 

standardisation, and argued by Hunter (2008) a “standardized visual language for destination 

promotion” (p. 361).   

 

The generalisation of African landscapes conceals the diversity of the landscapes in African 

countries, which reduces these countries to that particular type of landscape. This refers to 

Harth’s (2009) African Continuity myth as the continent is often portrayed as “one 

undifferentiated place” (Harth, 2009, p. 14). This is also relevant to the generalisation of 

‘African’ culture, which is an element of the tourism marketing within the travel agencies of 

each country, as “African” is a signifier on its own because it is used generically instead of 

indicating specific ethnic groups, culture, food, etc. by name.  

  

The second common stereotype throughout the marketing of all four countries is the 

‘unchanged’ stereotype. It indicates a landscape in its original state, as landscapes in African 

countries are expected to be ‘unchanged’, and thus, ‘prehistoric’ (Norton, 1996). In this sense, 

African landscapes are a symbol of ‘natural spaces’ that are untainted by modernity (Brooks, 

2000). In other words, humanity and its modernity have not altered the environment yet, which 

alludes to Brooks’ (2000) notion of a ‘timeless Africa’ because these landscapes are considered 

to be ‘frozen in time’. This is textually represented through the employment of various 

stereotypical adjectives such as: ‘pristine’, ‘untouched’, ‘unspoiled’, ‘virgin’, 

‘primeval’/‘primordial’, ‘raw’ and ‘untamed’. The adjective ‘virgin’ was also pointed out by 

Wainaina (2005) to describe nature in African countries.  
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 The adjectives ‘pristine’, ‘untouched’ and ‘unspoiled’ occur to a large extent in the marketing of 

South Africa’s and Tanzania’s travel agencies, including the national tourism department of 

South Africa. In Namibia, half the travel agencies make use of these three adjectives but it does 

appear to some extent on the national tourism department website of the country. These 

adjectives are employed within these three countries to describe national parks and game 

reserves in order to signify the absence of humans. However, less than half the Rwandan travel 

agencies utilise the adjectives, same goes for the National Tourism Board of Rwanda and 

Tanzania/Zanzibar,  to describe the Nyungwe National Park and the Volcanoes National Park. 

The other five adjectives ‘virgin’, ‘primeval’/ ‘primordial’, ‘raw’ and ‘untamed’ are of essence in 

the marketing of the South African and Tanzanian travel agencies, but emerge to a lesser extent 

in Namibia and Rwanda. The latter does not use the word ‘untamed’ to describe the natural 

environment in the country, whereas this notion is implemented substantially in the South 

African marketing. These adjectives surface barely on the national tourism departments 

websites, but the National Tourism Board of Namibia does employ ‘virgin’ in relation to the 

entire country. The notion ‘primeval’ can be noticed in the Rwandan marketing and ‘primordial’ 

is featured in the South African marketing 

  

According to the South African marketer, the stereotypical adjectives mentioned above signify a 

‘wild’ experience that tourists are searching for when travelling to South Africa (Marketer South 

Africa, interview, October 25, 2024). The same motivation behind travelling to an African 

country, and the effectiveness of these stereotypical adjectives in the tourism campaigns, can be 

applied to the marketing of the other three countries as well because these adjectives convey 

preconceived ideas about African countries. Nevertheless, the South African marketer does 

acknowledge the ambiguity of this, as representing places in South Africa through these types of 

adjectives are indeed a colonial notion, but at the same time one can find places that are still 

‘pristine’, ‘untouched’ and ‘unspoiled’ within the country (Marketer South Africa, interview, 

October 25, 2024).  

  

Dunn (2004) identified another discursive image, namely ‘authentic Africa’, that dominates the 

marketing strategies of Africa in the tourism industry, as the continent is represented as 

‘traditional’ and ‘undeveloped’. This implies that African countries have to be static or fixed in 

order to satisfy those preconceived ideas. Stone and Nyaupane (2019) state that the tourism 

industry is responsible for the creation of the image of a “real Africa”. This stereotype appears in 

every South African travel agency, which makes it a central component within the South African 
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marketing. On the other hand, it presents itself in the other countries’ marketing in more than 

half the travel agencies. Thus, experiencing ‘authentic’ or ‘real’ ‘Africa’ is common within the 

analysis of all four countries by referring to the entire country, culture and nature as ‘authentic’, 

often in association with the stereotypical adjectives ‘unspoiled’, ‘unchanged’ and ‘untouched’. It 

indicates a place where tourists can experience nature in its original state which is considered 

to be something that people can barely experience anymore in the west. This goes together with 

the emphasis on ‘authentic’ experiences, such as going on a safari and seeing wild animals. 

Rassool and Witz (1996) state that this experience creates the possibility of encountering the 

‘real’ Africa and coming into contact with “the make-believe world of Africa ‘unchanged since 

time began’” (Rassool and Witz, 1996, p. 349). This ‘authentic’ experience is employed in all four 

countries and on the national tourism department website of South Africa.  

  

African countries are generally represented as ‘uninhabited’ or ‘empty’ within the tourism 

marketing, whereby sparsely or unpopulated areas are highlighted. According to Wainaina 

(2005), this leads to the overall depiction of Africa as “the Land of Wide Empty Spaces” (p. 94). 

The ‘uninhabited’ ‘Africa’ stereotype also includes stereotypical adjectives such as ‘uninhabited’, 

‘unexplored’, ‘undiscovered’, ‘remote’, ‘secluded’, ‘isolated/desolate’, ‘untroubled’ and 

‘undisturbed’. Every country makes use of this stereotype, particularly the Namibian travel 

agency Namibia Tours & Safaris who underlines this by using stereotypical adjectives and 

expressions to a much larger extent than all the other travel agencies. This could be the case 

because Namibia is the most sparsely populated country of the four.  

  

For instance, the explicit use of this stereotype arises with the adjective ‘uninhabited’ across the 

marketing of all four countries, but mostly in the marketing of Tanzania and Namibia, including 

the national tourism departments of these two countries. This also applies to the notions 

‘unexplored’ and ‘undiscovered’, which imply that humans have not settled yet in those places, 

and thus, are ‘uninhabited’. However, these two adjectives do not occur within the Rwandan 

marketing and its national tourism board. The adjective ‘remote’, which also indicates places 

where (human) ‘development’ is absent, is embedded within the tourism marketing of the four 

countries, but to a much larger extent in Tanzania and South Africa, and the national tourism 

departments websites. The word ‘secluded’ emerges in Tanzania, Namibia and South Africa, but 

it does not occur within the Rwandese marketing. Additionally, the adjectives ‘desolate’ and 

‘isolated’ become more apparent within the Namibian marketing as these two terms display 

how empty the most sparsely populated country of the four is. Ultimately, the adjectives 
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‘untroubled’ and ‘undisturbed’ manifests themselves in the Tanzanian and Namibian marketing, 

but to a much larger extent in the Namibian travel agency Namibia Tours & Safaris, and the 

national tourism boards of these two countries. Overall, the ‘uninhabited’ stereotype is visually 

illustrated as well through the depiction of wide, open and empty landscapes within the 

marketing of the four countries. These types of images are identified by Dann (1996) as an 

‘artificial’ tourist utopia, namely the depiction of the environment wherein people are absent. 

Here as well, these recurring images are standardised within the tourism marketing of these 

destinations (Hunter, 2008).  

 

According to Neumann (1995), the African continent is often depicted as an ‘Eden’ or a 

‘paradise’. This refers to Dunn’s (2004) discursive image of Africa as a ‘primitive paradise’ as the 

continent is a place that is untainted by modernity, and thus, it represents an ‘unchanging’ and 

‘undisturbed’ environment where humanity is absent. Wels (2014) argues that Eden became a 

synonym of authenticity as tourists can come into contact with wild, natural landscapes in 

African countries that are no longer accessible in the west. Thus, the specific words ‘Eden’ and 

‘paradise’ are used within the tourism marketing, with the exception of Rwanda, in Tanzania, 

Namibia and to a large extent in South Africa. Tanzania’s tourism marketing associates its 

islands with paradises, whereas the marketing in Namibia and South Africa refers mainly to 

regions within the country as paradises. Moreover, the Ngorongoro Crater in Tanzania and the 

Garden Route in South Africa are both described as the ‘Garden of Eden’.   

  

This stereotype also includes three stereotypical adjectives namely ‘magical’, ‘enchanting’ or 

‘idyllic’. These adjectives arise to a large extent in South Africa, Tanzania and Namibia, but the 

tourism marketing in Rwanda only employs ‘magical’. On the other hand, the National Tourism 

Board of Rwanda does not utilise any of these adjectives, which is in contrast to the other three 

countries’ national tourism departments. In Rwanda, encountering and/or tracking mountain 

gorillas is associated with experiencing something magical. The Tanzanian islands and its 

sunsets are interpreted as ‘magical’ and ‘enchanting’, the island Zanzibar is also described as 

‘idyllic’. The marketing of Namibia and South Africa portrays their natural environment and 

cities as ‘magical’ and ‘enchanting’, together with labelling certain regions and towns as ‘idyllic’, 

and to describe beaches in the South African marketing. In short, this stereotype evokes the 

romanticisation of the landscape by inviting tourists to “imagine themselves in a paradisiacal 

environment, a vanished Eden, where the local landscape and population are to be consumed 

through observation, embodied sensation, and imagination” (Salazar, 2012, p. 866).  
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 It is remarkable that the ‘backward’ ‘Africa’ stereotype occurs within the tourism marketing, as 

this is not a positive element of the promotion of African countries in order to attract tourists. 

The ‘backward’ ‘Africa’ stereotype involves the idea that the continent is a less developed place 

without any traces of modernity, defined by what is considered to be ‘modern’ in the west. The 

stereotype manifests itself through statements that point out ‘undeveloped’ cities or regions 

within the South African marketing, as well as the employment of the notion ‘traditional’. This 

term is used to indicate a difference between African countries and western countries. Thus, its 

only purpose is to signal a hierarchy by comparing ‘us’ who are supposedly ‘modern’ versus 

‘them’ who are considered to be ‘traditional’. 

 

The last stereotype about ‘Africa’ that occurred in the analysis is the idea of Africa being ‘of the 

past’ as it is believed that people can visit the ‘past’ in ‘Africa’ because the continent is 

recognised as a ‘static’ or ‘fixed’ place without ‘modernity’. Africa is identified as a place that is 

‘stuck’ in history, whereby tourists travel to Africa to visit and/or experience the ‘past’ (Dunn, 

2004). In other words, tourists are motivated to visit African countries to experience things that 

people in the west cannot encounter anymore, which refers to Caren Kaplan’s (1996) concept of 

‘imperialist nostalgia’ (Caren Kaplan, 1996 cited in Dunn, 2004, p. 490). In this sense, the 

African continent is portrayed as “a space where Westerners can rediscover a pre-industrial 

self” (Cornelissen, 2005, p. 691). This stereotype becomes apparent through expressions that 

signify that tourists can ‘go back in time’. It appears only once in the Rwandan marketing but 

many expressions can be found in the marketing of Tanzania, Namibia and South Africa, 

including the national tourism department website of South Africa. Some expressions are: ‘going 

back in time’, ‘time stands still’, ‘take a walk back into history’, and ‘take a journey back in time’, 

etc.    

  

Another aspect of this ‘past’ stereotype is the preconceived idea that tourists can visit 

‘prehistoric’ attractions in African countries because the continent is expected to be 

‘unchanged’. This stereotype, in relation to rock art, appears to a large extent in the Namibian 

tourism marketing, more specifically on the website of the travel agency Namibia Tours & 

Safaris, and in the South African marketing. On the other hand, in the marketing of Tanzania and 

South Africa, this transpires in the form of indicating ‘prehistoric’ as an official time period. This 

stereotype does not present oneself within the marketing of Rwanda.  
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6.2. Colonial legacies and stereotypes in marketing ‘African’ people 

The stereotypes mentioned above have roots in the colonial period that stem from generic 

European views of Africa as a continent, but this also includes specific colonial legacies that can 

be encountered within the tourism marketing of the selected African countries that have not 

been covered yet by the literature. An evident example of the manifestation of the colonial 

legacy is the continued use of colonial place names. The perpetuation of colonial place names 

becomes apparent in the marketing of Tanzania, Namibia and South Africa, although the official 

name is a local equivalent. In Tanzania, the old colonial name Selous Game Reserve, which refers 

to a British explorer, is still used, exclusively or together with the local (official) name Nyerere 

National Park, in many travel agencies and the national tourism department of Tanzania. It is 

noteworthy that many place names within Namibia and South Africa stem from the colonial 

period. A Namibian example is the Sperrgebiet National Park, which is German for ‘prohibited 

area’ (Namibia Tourism Board, n.d.). This colonial name is only mentioned a few times within 

the Namibian tourism marketing, in three travel agencies and the national tourism department, 

even though the park has been renamed Tsau //Khaeb National Park. 

 

A South African example is the city Port Elizabeth which officially changed its old colonial name, 

a reference to the former Governor of the Cape Colony’s wife, to a local (isiXhosa) name, 

Gqeberha, in 2021. It is remarkable that the national tourism department of South Africa and 

nine travel agencies, of which only two mention the local name as well, employ this colonial 

place name extensively. The South African marketer argues that the difficulty to pronounce the 

word ‘Gqeberha’, as isiXhosa is a click language, contributes to the continued use of the colonial 

name (Marketer South Africa, interview, October 25, 2024). It is stated that the name change is 

still too recent as the old colonial name is known globally as well (Marketer South Africa, 

interview, October 25, 2024). Using colonial names because of a marketing purpose could also 

be the motive behind the perpetuation of these colonial place names in the other three countries 

as these are widely known, specifically in the countries of former colonial powers, who are 

regarded as the main target market in the tourism marketing of African countries. This is in 

stark contrast with the Rwandan marketing as it is apparent that they decolonised the French 

colonial place names by naming places in the local Kinyarwanda language. However, only one 

colonial place name was detected, namely Napoleon Island, a reference to the French emperor 

Napoleon Bonaparte, which was employed by the national tourism marketing of Rwanda and 

four travel agencies. 
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The colonial legacy also manifests itself by addressing local African people with derogatory 

terms that stem from the colonial period. The term ‘bushmen’, generally referring to indigenous 

people, or hunter-gatherers, in Southern Africa, alludes in the tourism marketing to the Hadzabe 

in Tanzania and the San in Namibia and South Africa. It occurs in half the Tanzanian travel 

agencies, but it does not transpire within the Rwandan marketing. The term ‘bushmen’ is rooted 

and widespread in the Namibian and South African travel agencies and national tourism 

departments. The notion ‘bushmen’ is a derogatory and offensive term as it insinuates the 

stereotype that those people are ‘primitive’ or ‘traditional’. Fürsich and Robins (2004) also 

recognised the colonial term ‘bushmen’ as a disgrace in their research. The South African 

marketer claims that the official South African policy states that this term is indeed offensive, 

also disclosed by the national tourism department of South Africa, nevertheless, the colonial 

notion ‘bushmen’ is still widely used as people grew up with this term (Marketer South Africa, 

interview, October 25, 2024). 

 

In the marketing of Tanzania, the colonial spelling of the Maasai people still circulates within the 

tourism industry. The incorrect spelling of ‘Masai’ stems from the British colonial period in 

Tanzania, whereas the correct spelling ‘Maasai’ translates to people who speak the language 

Maa (Maasai Wilderness Conservation Trust, n.d.). By writing it incorrectly, the translation is 

wrong as well. 

 

Colonial sentiments such as ‘discovering’ or ‘exploring’ African countries are embedded within 

the tourism marketing of the four countries. These two notions stem from the colonial period as 

European explorers went to African countries to ‘explore’ and ‘discover’ places where they have 

not been yet. In the tourism marketing, this attributes to the fact that tourists have not seen 

these places before, which turns this into a colonial legacy that forms one of the central 

components of the promotion of African countries. These notions evoke colonial nostalgia and 

its period of exploration. Thus, ‘exploring’ and ‘discovering’ an African country, in its entirety or 

specific regions, is ingrained within the tourism industry, especially in South Africa, Namibia, 

Tanzania and to some extent in Rwanda, including the national tourism departments of these 

four countries. 

 

Additionally, the notions ‘expedition’ and ‘exploration’ convey the same colonial sentiment of 

Europeans exploring the African continent. These two terms appear to a larger extent in South 

Africa and Rwanda compared to Namibia and Tanzania. Moreover, ‘exploring’ and ‘discovering’ 
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in relation to ‘African’ people/culture also comes into view in the marketing of Rwanda, South 

Africa and Namibia, but not in the Tanzanian marketing. African people and their culture 

already existed before the Europeans arrived in these countries, which makes it improper to use 

the word ‘discover’. 

 

The glorification of the colonial legacy can be exclusively encountered in the marketing of 

Namibia and South Africa. One example is the Namibian city Swakopmund which is frequently 

commended as an old German colonial city within the marketing of every Namibian travel 

agency including the national tourism department of the country. On the other hand, only two 

South African travel agencies and the South African national tourism department highlight the 

colonial legacy in Franschhoek. It is recognised as a representative colonial town because the 

French Huguenots settled in the area whose legacy is still observable, even though the French 

did not colonise South Africa. 

 

A characteristic of the glorification of the colonial legacy within the tourism industry is the 

glorification of colonial buildings and its architecture. This emerges in the marketing of all four 

countries, but is most dominant in the South African marketing as eight travel agencies touch 

upon this colonial legacy. A prominent example of the glorification of colonial buildings 

throughout the South African marketing is related to the Winelands region, and more 

specifically the city of Stellenbosch. For instance, the Cape Dutch manor houses/architecture in 

Stellenbosch is described as ‘beautiful’, ‘handsome’ and ‘stunning’. This extensive glorification of 

colonial buildings is in stark contrast with the other three countries as only one example in each 

country was noted. In addition to this, colonial explorers are also celebrated within the tourism 

marketing of a few travel agencies in Tanzania, and once in two South African travel agencies. 

Several European explorers are mentioned in a way that celebrates them, even honouring them, 

and their actions, which is strongly linked to colonial nostalgia. 

 

Another glorification of the colonial legacy is the legacy of colonial ‘prosperity’, as it is indirectly 

argued that European colonialists brought ‘prosperity’ and/or ‘modernity’ to African countries. 

A hierarchical value judgement is implied by labelling African countries and its inhabitants as 

‘traditional’ or ‘undeveloped’ compared to western countries and its people as ‘modern’ or 

‘developed’. This kind of glorification appears in the marketing of Tanzania, Namibia and South 

Africa, including the national tourism departments of the latter two, by stating that colonialists 

‘developed’ areas/cities and introduced ‘modern’ amenities to these countries. 
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Furthermore, representing African people in a stereotypical manner through long-standing 

images, that stem from the colonial period, dominate the tourism marketing. These findings 

related to African people do confirm the literature. Contemporary tourism is interpreted as “a 

continuation and silent perpetuation of these old processes of stereotyping and “measuring” 

African cultures in a hierarchical relation to Western civilisation” (Mowforth & Munt, 2003 cited 

in Salazar, 2009, p. 51). This refers to Harth’s (2009) myth of the Lack of Progress, which 

indicates that African people are secluded from global ‘modern’ processes, thereby perceived as 

‘traditional’ or ‘backward’ (Pickering, 2001 cited in Harth, 2009). The myth of the Timeless 

Present is another myth related to African people, which symbolises them as ‘beings of the past’ 

as “they represent an earlier, less evolved form of “civilized” humanity” (Harth, 2009, p. 6).  

 

In Tanzania, as is also argued by Salazar (2009), the Maasai are represented as the ‘icons’ of 

‘traditionalism’ through the predominant stereotypical portrayal of the ethnic group. The South 

African marketing portrays mainly the Zulu in a stereotypical manner. The Namibian travel 

agencies do emphasise various ethnic groups that live in the country, namely the OvaHimba, the 

San, the Damara, the Herero, and the Kavango, but depicts them with the employment of 

stereotypes to a much larger extent compared to Tanzania and South Africa, as the marketing of 

the latter two stereotype only one or two ethnic groups. The Rwandan travel agencies are in 

stark contrast with the other three countries as they do not highlight one particular ethnic 

group. They rather focus on Rwandese people in general, a very specific choice following the 

genocide of the 1990s which made ethnic identities a source of division and death. 

 

The most notable stereotype that was encountered in the majority of the Tanzanian travel 

agencies is the idea of African people being close to nature and wildlife (Brooks, 2000), as 

African people are considered to be living in a natural state (Neumann, 1995). The Maasai are 

portrayed as living harmoniously among wild animals in the Ngorongoro Conservation Area. 

This was also showcased visually by illustrating a Maasai man that seems to blend into nature 

(Takims Holidays, n.d.). This implies that African people are reduced to a part of the fauna and 

flora, which causes the dehumanisation of African people. In this regard, Wels (2014) states that 

African people “only get shape, meaning and personality against the physical background of the 

landscape” (p. 79).  

 

Additionally, the Maasai are textually depicted as ‘traditional’ which is complemented visually 

through the portrayal of the Maasai dancing in ‘traditional’ clothes. However, the Tanzanian 
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travel agencies do not explain how the Maasai are ‘traditional’ which turns this into a given 

statement that the Maasai are ‘traditional’. This freezes their culture into a ‘static entity’ and 

causes tourismified identities (Salazar, 2009). The Maasai became a tourist attraction which 

resulted in objectifying, reifying, homogenising, and naturalising them (Salazar, 2009). In other 

words, the Maasai and their culture turned into a commodity, or what Salazar (2009) calls 

‘Maasai-mania’. As a result, the Maasai are the only inhabitants of Tanzania who are visually 

depicted, besides a few images of locals and their daily life within a city.  

 

Similar to the depiction of the Maasai in Tanzania, the Zulu are featured in six travel agencies as 

the ‘icons’ of South Africa, as well as the portrayal of the OvaHimba who are perceived as the 

‘icons’ of the country, textually and visually, throughout eight travel agencies, but mostly in 

Namibia Tours & Safaris and Blue Crane Safaris Namibia. The marketing of Namibia includes the 

representation of the OvaHimba as ‘traditional’ and ‘unchanged’. On the other hand, the 

National Tourism Board of Namibia emphasises vigorously the progression of the OvaHimba 

culture with a reference to Opuwo, the capital city of the Kunene region, where both the 

OvaHimba that live a ‘traditional’ and/or a ‘modern’ lifestyle live together in harmony. The 

national tourism department of Namibia accentuates that the OvaHimba in Opuwo can make 

their own choice whether they want to be ‘traditional’ or ‘modern’, which sets them free from 

objectification by tourists as they do not have to freeze their culture in order to fulfil tourists’ 

preconceived ideas of ‘African’ people. Similar to the visual depiction of the Maasai, the 

OvaHimba are also favoured within the visual representation of the Namibia travel agencies, the 

National Tourism Board of Namibia has no particular preference, because of their ochre pasted 

skin and hair plaits. This turns them into ‘visual attractions’. 

 

Like the Maasai, the OvaHimba are portrayed as being close to nature and wildlife. This even 

leads to a comparison with the Maasai in Tanzania, the “Masai-like Himba people of Kaokoland” 

(Namibia Tours & Safaris, n.d.). This aspect occurs generally in the visual illustration of South 

African safari guides or trackers that accompany tourists on a safari in South Africa. They are 

often depicted in the outside front seat of a safari vehicle, which may indicate that African 

people are closer to nature. Cornelissen’s (2005) study about South Africa confirms this as she 

noted that local people mainly appeared in tourist brochures in relation to wildlife or the 

natural environment, and thus, in a safari context. 
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The San in Namibia are portrayed extensively but to a lesser degree in a stereotypical way, 

contrary to the San in South Africa, who are not represented with stereotypes. Only one travel 

agency, again Namibia Tours & Safaris, perpetuates major stereotypes about the San. For 

instance, the San are considered to be living in areas that are not ‘modern’, which insinuates 

that they are ‘traditional’. This hierarchical value judgement is also visible in the description of 

the San as a ‘prehistoric’ culture (Namibia Tours & Safaris, n.d.). The San are depicted in a 

similar way as the Maasai and the OvaHimba by indicating that they are close to nature. This 

becomes apparent in the visual representation within the Namibian travel agencies and the 

national tourism department of the country, because the San are always illustrated within the 

natural landscape. This visualisation of the San within the natural environment occurs in only 

one South African travel agency as well, namely Discover Africa.  

 

The representation of African people as ‘traditional’ is even more striking in the descriptions of 

the Hadzabe in Tanzania, by using the words ‘primitive’, ‘Stone Age’ and ‘untouched’ in relation 

to this ethnic group. These notions freeze the Hadzabe and their culture, which turns them into 

static entities. The Damara, the Herero and the Kavango in Namibia are portrayed with the 

‘traditional’ stereotype as well, even the National Tourism Board of Namibia describes the 

Damara as a ‘traditional’ culture. This stereotype is also reflected in the visual portrayal of the 

Herero people as they are depicted in their ‘traditional’ clothes.  

 

In Namibia, contrary to the marketing of the other countries, a predominant aspect of the 

marketing within the country is encouraging tourists to visit living museums, such as the San 

Living Museum and the Damara Living Museum, where they can ‘observe’ or gaze upon these 

people and their cultures. Likewise, the promotion of visiting cultural villages in South Africa, 

namely the PheZulu Cultural Village, are also common within the marketing of the South African 

travel agencies, as well as promoting a visit to Iby’Iwacu Cultural Village in six Rwandan travel 

agencies. This makes these ethnic groups an ‘object’ for the tourist gaze, as they are perceived as 

‘different’ than what western tourists are used to. This search for experiencing something 

‘different’ was mentioned as well during the interview with the South African marketer 

(Marketer South Africa, interview, October 25, 2024). In this case, the Western tourist gaze 

focuses on African people in “a spatial site (‘village’) and a temporal site (‘tradition’)” (Dunn, 

2004, p. 483). This is linked to a linear development process wherein Western people are 

presented as having more ‘progressed’ than African people (Dunn, 2004). This also applies to 

Fürsich and Robins’ (2004) study of the official government tourism websites of multiple 
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African countries, as they argue that the websites objectify the countries’ citizens by “packaging 

them into stereotypical African representations for the Western gaze” (p. 142).  

 

These living museums and cultural villages emphasise the ‘traditional’ aspect of the African 

ethnic groups, as it is seen as a preservation of local traditions and customs. Thus, they are 

associated with the ‘authenticity’ aspect. The South African marketer states that the “the 

tourism industry is selling a story” (Marketer South Africa, interview, October 25, 2024), as the 

industry focuses on ‘authentic’ people and their ‘authentic’ traditions, even though it is argued 

that traditions are changing (Marketer South Africa, interview, October 25, 2024). Thus, these 

‘living’ museums and cultural villages are ‘staged’, meaning that those ethnic groups have to 

‘perform’ for tourists in order to fulfil tourists’ preconceived ideas about African people (Wels, 

2014). This perception “reduces hosts to nothing less than objects of wonderment, but also 

means that, to satisfy tourists’ demands, host culture is performed or ‘staged’” (MacCannell, 

1973 cited in Cornelissen, 2005, p. 679). In this sense, tourism is perceived as an industry that 

produces ‘social pollution’ because “tourism destinations have become hollow and commodified 

spaces, how the real has disappeared into simulations” (Baudrillard, 1983 cited in Hunter, 2008, 

p. 360). The concept of ‘staged authenticity’ is evident within the promotion of cultural villages 

and living museums in African countries. It is unexpected that the national tourism department 

of Namibia and South Africa clearly mention this ‘staged authenticity’ aspect, by arguing that 

these villages and museums are ‘reconstructed’, as this is often omitted within the marketing of 

African countries. 

 

Wainaina (2005) notes that the visual depiction of African people, who are always illustrated 

with tribal or traditional dress, are regularly portrayed while dancing in traditional attire. As a 

result, images of the Zulu in ‘traditional’ clothes while dancing appear plentiful in the South 

African marketing. This also occurs within the Rwandan marketing with the depiction of the 

Intore Dance Troupes in the Iby’Iwacu Cultural Village. In this sense, the tourists’ task as visitors 

is to gaze upon landscapes and people, while the local people fulfil the task of an ethnic symbol 

(Henderson, 2001 cited in Hillman, 2007). Nelson (2005) states that local people are regularly 

represented as “irrelevant unless they have a function to tourism, whether they serve as a 

tourism attraction or facilitator (…) local people represent individuals providing tourism 

services or individuals who fall into the category of ‘picturesque others’” (p. 136). The national 

tourism department of Rwanda even describes these dance performances as ‘entertainment’ 

(for tourists), which turns them into a tourist spectacle. These types of cultural displays “serve 
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as a mirror for Western fantasies, reflecting back in performance what the tourists desire” 

(Bruner 1991, p. 238 cited in Wijngaarden, 2016, p. 1).  

 

Matters related to African people and their culture are frequently underscored with the notion 

‘traditional’, in order to underline the difference with people/cultures in the west. This occurs to 

a much larger extent in the marketing of the Rwandan travel agencies than in the other three 

countries. On the other hand, in the South African marketing the notion ‘traditional’ is applied to 

even more aspects of the country’s cultures, than in Rwanda, this is even more apparent on the 

national tourism department website of South Africa. Another aspect of this ‘traditional’ 

stereotype is the association of it with homesteads of ‘African’ people. This conveys the 

stereotype that African people are ‘backward’ because the tourism industry draws generic 

statements about African people who are considered to still be living in ‘traditional’ housing, 

thereby omitting the fact that many people live in urban areas. The link between homesteads 

and ‘traditional’ is not made in the marketing of Rwanda. It does occur, however, in the 

marketing of Tanzania and South Africa. For instance, in relation to ‘traditional’ bomas of the 

Maasai in Tanzania and 'traditional' Zulu homesteads in South Africa. 

 

In Tanzania, the textual analysis regarding this is in stark contrast to the visual representation 

of what is considered to be a ‘traditional’ homestead, as images within the Tanzanian marketing 

often do highlight the modernity of housing within the country. On the other hand, the visual 

depiction of these ‘traditional’ homes is shown more in the Namibian marketing than it is 

textually, often depicted with ‘traditional’ African people such as the San and the OvaHimba. The 

Namibian marketing also focuses more on the ‘authenticity’ aspect associated with ‘traditional’ 

housing, the national tourism department of Namibia does acknowledge changes that have 

occurred in Namibian homesteads. Informal settlement dwellings are prominent within the 

visual depiction of South African homesteads. It is noteworthy that South African travel agencies 

highlight homes in townships, which are recognised as being less developed (with iron sheets or 

wooden pallets), rather than the general consensus of what is believed to be ‘traditional’ 

housing (with straw or mud). 

 

This study set out to determine the extent to which colonial legacies persist in tourism-related 

representations of African countries. The findings show that, despite the shift from brochures to 

websites and the production of new content, stereotypical portrayals remain widespread. 

Frameworks developed decades ago still apply, such as the exoticisation of landscapes and 
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people and stereotypical representations that stem from the colonial period. These continue to 

shape the textual and visual narratives on contemporary tourism websites in African countries. 

This underscores how deeply rooted these colonial tropes are in tourism discourse and 

highlights the need for more critical engagement with digital content. 

 

However, the study is not without limitations. The analysis was restricted to four African 

countries and a limited number of travel agencies’ websites. This may not fully reflect the 

diversity of tourism narratives across the African continent. Moreover, focusing on digital 

content, specifically websites, excluded other forms of promotional material such as social 

media campaigns. These limitations affect the conclusions drawn from this study as they may 

not be fully representative of tourism representations across the broader African context. 

 

6.3. Recommendations for future research 

Future research could extend this type of study to the tourism industry in other African 

countries as this research only covered a very small part of the continent. In particular, the 

continued use of colonial place names could be further examined, both within the four African 

countries that were analysed in this research and across the entire African continent. Such 

research could contribute to decolonisation efforts by highlighting how naming practices 

sustain colonial legacies. In addition to this, comparative studies between countries or regions 

could also reveal patterns or differences in how colonial legacies are reflected in tourism 

representations. 
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Appendix 1: Interview questions marketer South Africa  

1. What type of tourists do you want to attract to South Africa? Does the marketing focus 

on international or local tourists? 

2. What attracts tourists to South Africa? What makes South Africa attractive? 

3. Why are nature and wildlife so important in the marketing of South Africa? 

4. Why are local people (and their culture) portrayed as a (tourist) attraction in the 

marketing of South Africa? This is specifically the case with the Zulu. 

5. The most dominant stereotype in the marketing of all 4 countries is the ‘Africa is a 

country’ stereotype. Thus, generalising everything as if the continent Africa is a country 

(i.e. experience, landscape, culture, etc.). Why is that? 

6. The most common stereotypical adjectives that appear in the South African marketing 

are: pristine, unspoiled, untouched and untamed. Why do you feel these specific 

adjectives are effective? 

7. Visiting the ‘past’ in ‘Africa’ also occurs a lot in the marketing of South Africa, with 

expressions such as ‘take a journey back in time’, ‘stuck in time’ or ‘time stands still’. 

Why is this highlighted? 

8. The city Port Elizabeth officially changed its name to Gqeberha in 2021. But the colonial 

name is still widely used in the South African marketing, how come? 

9. Another colonial legacy is the term ‘bushmen’ to refer to the San people. It’s a 

derogatory term that is offensive but is still used, why? 
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