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1 Introduction

“Homepages  are  the  most  valuable  real  estate  in  the  world.  Millions  of  dollars  are 

funneled through a space that's not even a square foot in size.” (Nielsen/Tahir 2002: 1) 

The Internet, whose origin already goes back to the 60s, has been brought to a wide 

audience only at the beginning of the 90s by the introduction of the World Wide Web 

resulting in its user-friendly application. Since then, the progress of the Internet and the 

WWW has  been  unstoppable.  Having  become part  of  everyday  life,  computer  and 

Internet  are  preferably  used  as  tools  to  find  and  obtain  information  on  almost 

everything.  As Nielsen  (1990:  73)  points  out,  “tourist  information  achieves  a  good 

match with the 'golden rules' of hypertext, since tourists typically want to read only a 

small part of the information available about a given city or country.” 

In  the last  years,  the number  of  tourism websites  has  considerably grown. Users 

appreciate the many advantages of searching the WWW for particular information on a 

travel destination. Since the aim of every website is to communicate, this modern form 

of  communication  opens  the  door  to  information  transmission  and  even  cultural 

communication. Tourist websites are not only a means to list facts and practical hints 

about a city or country for prospective tourists, but even a means to purchase a product, 

in this case the given destination. Most of you certainly consider Kenya as a country 

with an exotic, alien culture, very distinct from the European culture. Keeping in mind 

that prospective tourists may be unfamiliar with the Kenyan culture, the question of 

how culture is communicated through hypertext application on tourist guides is to be 

answered. Nowadays, companies spend a huge amount of money on websites globally 

available.  As  people  spend  more  and  more  time  on  surfing  the  Internet,  website 

providers pay much attention to usability. 

In this MA thesis, 30 tourist websites about Kenya will be examined. The focus will 

be on their usability for prospective tourists as well as their method of communicating 

Kenyan culture to visitors. The thesis is divided into two main parts. Starting from the 

theoretical background of central terms such as  culture,  cultural semiotics,  hypertext, 

and websites, an evaluation of selected tourist guides on Kenya will be presented.
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In part I, technical literature considering that subject will be analysed and definitions 

of  the central  terms will  be established with  regard to  their  specific  application  on 

websites  and  cultural  communication.  This  chapter  will  also  determine  evaluation 

criteria  for  websites  in  order  to  apply  them  on  tourist  guides  on  Kenya.  As  the 

communication of cultural aspects will be an essential part in this paper, a definition of 

a cultural tourist as target group will be given here.

Part II is based on the application of my theoretical observations on 30 examples of 

tourism websites on Kenya. Having divided these 30 websites into three groups with 

reference to their particular homepage, this chapter will present a more or less detailed 

evaluation  of  one  homepage  of  each  group.  Within  these  detailed  analyses,  the 

hypertext's suitability on tourist guides and the way of communicating Kenyan culture 

will be explored. Part II will then also attempt to establish a usability statistics aimed at 

finding out which design dominates the selected tourist websites. 

This MA thesis does not aim at electing one of the selected tourist websites as the 

best online tourist guide, but rather at working out individual strengths and weaknesses 

of such websites. Furthermore, it focuses on the investigation how Kenyan culture can 

be communicated to cultural tourists making them familiar with different cultural habits 

and customs. The study of cultural semiotics shall be applied on that particular form of 

text. 
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2 Theoretical Background

The  number  of  people  who  prefer  using  the  Internet  for  searching  for  particular 

information has, indeed, increased in the last years and is more and more increasing. 

Considering tourists as specific internet users, it is necessary to have a closer look at a 

particular  type  of  websites,  that  is  tourism  websites.  In  order  to  analyse  website 

usability and communication of culture via tourism websites for this specific type of 

users, terminological definitions of  culture,  text,  hypertext,  and  website are required. 

Furthermore, a comparison of text with hypertext shall help to work out advantages and 

disadvantages of online tourist guides. Not only the tourism website as a particular type 

but also its target group will play an important role in this analysis. All these theoretical 

observations  shall  form  the  basis  for  the  establishment  of  criteria  for  a  following 

evaluation of tourism websites. 

2.1 The Concept of Culture

Most people would certainly accept the proposition that tourist guides must to a certain 

degree satisfy the tourists' demand for familiarising themselves with the “other” culture. 

One should keep clearly in mind that culture is an essential aspect within tourist guides 

because one culture speaks about a different culture, here the Kenyan culture, via a 

cultural and linguistic border. But what does the term culture refer to?  The following 

chapter will attempt to explore the idea of  culture.  It  has to be emphasised that the 

concept of  culture cannot be grasped in its totality. A large number of authors have 

already dealt with this phenomenon. 

As it  is  not  very helpful,  within the scope of this  paper,  to examine the idea of 

culture with its whole anthropological development and its various complex definitions 

in  detail,  this  chapter  will  only  introduce  the complicated issue  in  order  to  offer  a 

definition being applicable to the investigation of tourism websites. 

How do we define culture? What do we mean by speaking of culture? The Oxford 

English Dictionary (2000) defines  culture,  among other things,  as “the customs and 

beliefs, art, way of life and social organization of a particular country or group”, as “a 
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country, group, etc. with its own beliefs, etc.”, as well as, generally spoken, “art, music, 

literature, etc., thought of as a group”. This definition reveals the range of the term and 

brings out the diversity of the understanding of  culture. Certainly, most people agree 

with the common definitions mentioned above. Culture can refer to everyday culture, 

including customs, traditions,  beliefs,  the people's  way of life,  but  also to advanced 

civilisation comprising arts, music and literature. All in all, the term culture can always 

be connected with heritage, certain customs, beliefs, and traditions which mark the way 

of life of a certain cultural group. Johansen and Larsen (2002: 150) strongly connect 

culture with nature by identifying it with environment, that is the physical surrounding. 

Of course, nature occupies different positions in different cultures. 

Culture could  develop  due  to  the  existence  of  nature,  or  rather,  due  to different 

environments. Johansen and Larsen (2002: 197) point out that “culture is formed along 

the borders of what we perceive to be nature.” Assuming that different environments, 

i.e. natural borders, have been determining for the development of cultures, it becomes 

obvious that there are notable differences between all cultures. Even language shapes 

culture because a country or a group defines itself by its particular language, too. With 

the  example  of  Kenya,  one  realises  that  not  only  natural  or  geographical  borders 

separate that country from ours but also communicational borders, and thus, cultural 

borders. 

2.2 Cultural Semiotics

In order to analyse cultural phenomena with the help of semiotics, one has to deal with 

conventions, rules that most people in a society expect and consider to be the right way, 

that are manifested within the culture, and that can also be changed by people of that 

culture. But then the entire culture for any given group with its codes, or conventions, 

changes as well over time.  As the science of  cultural semiotics  is relatively young, it 

makes sense to have an initial look at semiotics or semiology.1 This science is, generally 

and briefly spoken, the study of signs and signification. The field of  semiotics is too 

complex  to  include  all  levels  of  verbal  and  visual  investigation  in  this  paper. 

1 In the following sections, I consider both terms, semiotics and semiology, synonymously, even if some 
scholars may differentiate between both linguistic terms.
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Furthermore, semiotics itself does not play a major role here, but rather an introducing 

role, since only its application on other fields of studies will be of interest.

As Marion G. Müller (2003) summarises in her book, the theory of signs and sign 

systems has not been accomplished until the very beginning of the 20th century. The 

works  of  Charles  S.  Pierce  and  Ferdinand  de  Saussure  have  contributed  to  this 

development. The main thesis of semiotics concerns the relation between signs referring 

to objects which are interpreted by the interpreter. However, the field of semiotics does 

not only investigate linguistic signs but also everything that refers to an object in every 

conceivable way.  Semiotics considers a broader sense of the idea sign, language and 

other means of expression. The object only needs an interpreter. That means that even 

visual objects are included by the study of signs. (cf. Müller 2003: 158-60)

Peter  Stockinger  (2001:  8)  defines  semiotics as  “[…]  a  set  of  theories  and 

methodologies for 

− the description of information-loaded objects, called signs,

− their  use  by  any  kind  of  cognitive  agents  (individuals,  institutions,  artificial 
agents, ...)

− as well as their history (their evolution).”

Stockinger  (ibid.)  speaks  here  of  three  major  groups  of  information-loaded objects. 

First,  he  understands  information-loaded  objects  as  “[…]  documents,  such  as  texts, 

pictures,  graphics,  audio-visual  material”.  Therefore,  signs  are  objects  carrying 

information which are interpreted by cognitive agents. Second, “[...] 'structured objects': 

databases, SGML2 or XML3 compliant files and specific computer programmes such as 

information agents” are also considered to be a kind of such objects. Finally, the third 

group includes “[…] also social activities and interactions (professional activities, daily 

life  behaviour,…)  that  manifest  themselves  in  a  more  or  less  stereotyped  way.” 

(Stockinger 2001: 8)

Semiotics differs  from linguistics  in  that  it  broadens  the  definition  of  a  sign  by 

covering signs in any medium, as we have just seen with Stockinger. Having developed 

in different disciplines, semiotics also finds application on cultural studies, where visual 

communication often plays an outstanding role. Despite the relative young existence of 
2 Standard Generalized Markup Language
3 Extensible Markup Language, a simplified subset of SGML
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this field in linguistics and cultural studies, it is nevertheless too large to cover here all 

contributions and theories by diverse scholars. I will only mention briefly the aspect of 

cultural semiotics that is decisive for further proceedings in this paper. I refer here again 

to  Johansen  and  Larsen  (2002:  204)  who  suggest  that  “[...]  cultural  semiotics 

investigates the cultural  process, its presuppositions and the structure of the cultural 

universe,  taking  the  symbolic  processes  as  its  point  of  departure.”  They are  of  the 

opinion  that  human  culture  is  not  only  marked  by  human  language,  one  semiotic 

system, but even by images, gestures, sounds and objects. “Yet the particular semiotic 

competence that forms the basis for our human culture is created only when all other 

semiotic systems cooperate with language.” (ibid.: 151)

In fact, we all feel the awareness of belonging to a culture, well-defined by common 

codes and sign systems. We are able to perceive the sign systems we are familiar with, 

whereas we may misinterpret signs in foreign countries due to a lack of identifying 

codes of other countries. In order to be able to read a sign, we must  interpret the coded 

reference that refers to some object. We fail to manage this semiotic process if we face 

sign-systems that  we are unfamiliar  with.  A species'  particular semiotic competence 

depends on its surrounding world, delimited by nature and culture.  

(cf. ibid. :154)

A semiotic process is marked by a transition from objects to signs. Human beings 

perceive objects in their surrounding world and give them a denotative meaning at all 

times;  they  interpret  objects  to  become signs.  Therefore,  cultures  attribute  meaning 

produced  through  culturally  shared  codes  to  signs.  Meaning  is  actively  created  by 

human beings corresponding to the interplay of codes and conventions. According to 

Johansen  and  Larsen  (2002:  168),  ”this  culture-forming  process”  allows  “[...] 

information collection,  communication,  socialization and transmission of knowledge, 

experience and other social actions”. 
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2.3 Text versus Hypertext

In this chapter I want to have a closer look at both the term text and hypertext in order to 

contrast later on traditional tourist guides with online tourist guides. Of course, within 

this paper, a larger discussion about the question what a  text is cannot be mastered 

because  this  would  be  an  independent  field  of  research.  Nevertheless,  it  should  be 

elucidated what is meant by text here in order to  work out a useful contrast to hypertext. 

Traditional  texts  can be best  compared with hypertexts  by considering the different 

definitions of the latter and by determining then their characteristics with regard to text 

linguistics.

2.3.1 The Concept of Text

The  narrow  sense  of  text comprehends  the  written  form  of  a  speech,  namely  the 

expression of letters and words. This written message implies an intentional sense by 

the  writer.  The  reader  of  a  text  is  able  to  decode  the  intentional  as  well  as  the 

unintentional message. (cf. Hautzinger 1999: 55)

For the broader sense of text, I follow Wrobel's text definition that includes Posner's4 

text conception. Wrobel (2003: 18) summarises that, in the broader sense,  text means 

verbally and non-verbally encoded texts. Furthermore, she concludes that all units of a 

website, the structural design included, can be denoted as texts on certain conditions. 

These units of a website must be a result of intentional behaviour and they must have a 

function as well as a significance within a culture. “Text is no longer seen as a linear 

chain of signs as in  traditional textual linguistics.” (Hess-Lüttich 1998: 5) Now text is 

rather defined as “a sign construction” (ibid.). Hess-Lüttich's idea of  text  refers to the 

semiotic approach to text theory which is “[...] complex enough to integrate nonlinear, 

multicoded, multimedial texts [...]” (ibid.). 

Consequently, with the help of the broader sense of  text adopted by Wrobel and 

Hess-Lüttich, one may describe hypertext as text, too. Let us keep in mind in this work 

that besides the fact that hypertext may be classified as text, traditional text still implies 

4 cf. Posner, R. (1991). „Kultur als Zeichensystem. Zur semiotischen Explikation 
kulturwissenschaftlicher Grundbegriffe.” 48-52. In: Assmann, A./Harth, D. (Hrsg.). Kultur als 
Lebenswelt und Monument. 37–74. Frankfurt am Main: Fischer Taschenbuch Verlag GmbH.
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a written form of communication. That is why I will refer to the narrow sense of  text 

when I contrast it with hypertext at a later time.

A  reader  of  a  traditional  book  is  habituated  to  its  traditional  organisation  and 

structure, such as the table of contents, the front page with the title of the book, and its 

author as well as the date of publication and the publisher. He usually starts reading at 

the beginning of the book, at the first page, and then he follows the sequence fixed by 

the writer up to the end. The writer normally does not animate its reader to jump over 

certain passages or to change the order of the chapters. He should rather follow the 

linear order the way the author provides it. Having finished the book, the reader holds 

the complete  version in his  hands.  Well,  one should bear in  mind that this  reading 

process is presented ideally. (cf. Hautzinger 1999: 56) 

Certainly,  there  are  also  texts  that  enable  the  reader  to  break this  linear  reading 

process  by  having  a  look  at  the  table  of  contents  and  choosing  a  part  of  a  book 

according to his interest or purpose. But  these exceptions one may find in traditional 

tourist guides are not of interest in this chapter because they are not very helpful for the 

opposed investigation of  traditional text and hypertext.  Traditional texts are written 

linearly and mostly divided in three sections, namely a beginning, one or more topical 

sections, and an end. Sequential organisation is of great importance.

2.3.2 The Concept of Hypertext

The term hypertext is immediately coming up when one deals with websites and hence 

with the internet service World Wide Web, enabling the user to view these documents 

with images or hypertext structures. Considered to be something special, hypertext has 

been “hyped” to a large extent in the last years. But what is “hyper with hypertext” (cf. 

Storrer 2000: 222)? Before getting to the bottom of the phenomenon hypertext, let me 

elucidate its concept. 

With the development of the World Wide Web, the researchers' interest of the new 

form of publication and communication has  induced the awareness of  the  hypertext 

concept, which seemed to be a menace for books, so-called traditional texts. 
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Ted  Nelson5 had  a  formative  influence  on  the  term  hypertext,  pursuing  Vannevar 

Bush's6 idea of linking parts of text by so-called hyperlinks, and therefore inaugurating 

the development of link-based hypertext nets. The computer liberates the writer from 

sequential writing and makes it possible to indicate links between ideas and thoughts. 

(cf. Storrer 2000: 225-28) This principle is explained more exactly by Jakob Nielsen 

(1990).  According to  him, “hypertext  is  nonsequential;  there is  no single  order that 

determines the sequence in which the text is to be read. [...] That means that the author 

has set up a number of alternatives for readers to explore rather than a single stream of 

information.”  (Nielsen 1990:  1-2).  Hypertext consists  of  interlinked texts  containing 

information which are set up in so-called nodes. Each unit of information hidden behind 

such a node points to other units. These pointers are called links. Readers do not just 

read the units  of information,  they rather browse or navigate within the network of 

nodes  and  links.  The  reader’s  eye  moves  about  the  page  in  order  to  look  for  the 

sequences he is interested in, with some parts being the focus of attention and other 

parts being completely ignored.

For linguists  dealing with the field of  text  linguistics,  the concept  hypertext is  a 

challenge, since its terminology is highly polysemous. When one speaks of  hypertext, 

then two principal sorts may come into one's mind, these are printed and electronic 

hypertexts. Many researchers restrict the definition of hypertext to the latter. The most 

typical description of both electronic and printed hypertexts is that of  “non-linear texts 

that consist of textual units and links between them” (Jucker 2005: 286). In his remarks 

about hypertext, Jucker (ibid.) includes printed hypertexts in the definition. In contrast 

to Jucker, I would like to give only attention to electronic hypertexts in my paper, as I 

will be dealing with tourism websites.

As different approaches to the concept of  hypertext  are common among linguists, 

some will be briefly presented here. Jucker (ibid.) describes text as linear and hypertext 

as  multi-linear.  Fetzer  (2005:  325)  agrees  with  him by  pointing  out  that  “text  and 

hypertext  represent  two different  modes for the presentation of information”.  Fetzer 

(ibid.)  investigates  the  aspect  of  linearity  on  individual  constitutive  nodes  and  on 

hypertext as a whole. She points out that “regarding the individual constitutive nodes, 

5 Ted Nelson coined the term hypertext.
6 Vannevar Bush is known as the developer of the idea Memex, a prototype hypertext computer system, 

pioneering the concept for the WWW.
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the constraint of linearity obtains. Regarding the hypertext as a whole, the constraint of 

linearity  does  no  longer  obtain.”  (Fetzer  2005:  326).  Instead,  she  concludes  that  a 

hypertext is  multi-linear.  Whereas  other  linguists,  such  as  Storrer  (2000:  227)  and 

Kuhlen  (1991:  27)  are  of  different  opinion  by  claiming  that  hypertexts present 

information  in  a  non-linear  mode.  This  characterisation  is  more  suitable  for  the 

comparison of traditional text and hypertext as a whole.7 

Many  important  features  for  the  specification  of  the  term  hypertext  have  been 

emerged in the preceding remarks. Pointing out the three most important properties of 

hypertext,  I want to propose then a definition following the different elaborations of 

computer scientists and linguists. First of all, it is important to emphasise that hypertext 

cannot become visible without a computer. This special form of text actually depends 

on the medium computer; one also speaks of medium-dependent texts. Furthermore, its 

quality of representing information and linking texts with each other by means of nodes, 

respectively  links,  is  very  dominant  in  all  definitions  of  this  network.  Another 

representative characteristic  of  hypertext,  adopting here Storrer  (2000)  and Kuhlen's 

(1991) aspect of non-linearity, is its non-sequential structure that allows the reader to 

navigate on his own. Taking all these characteristics into account, I would summarise 

the concept of  hypertext8 as follows:  Hypertext is a computer-based network of texts, 

images,  and  sounds  connected  by  links  presenting  information  in  a  non-linear 

organisation.

2.3.3 Advantages and Disadvantages of Hypertext

As I mentioned in the preceding chapters, hypertext has involved a great interest  in 

several  fields  of  research.  Of  course,  my  interest  rather  concerns  the  field  of  text 

linguistics, where hypertext can be assimilated and defined as another sort of text. Now 

I want to consider this special sort of text by outlining its advantages and disadvantages. 

It  has  become obvious  that  one  cannot  simply  transfer  the  words  text,  reader,  and 

author from the print medium to the electronic medium. Of course, the reader still reads 

7 i.e. not only the individual constitutive nodes
8 The term hypertext is often equated with the term hypermedia including the multi-media aspect of 

textual and non-textual information. I will not lay any importance to this discussion and stay with 
hypertext as the established term including the multimedia aspect.
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the way he learnt it through the print medium, but the medium computer entails far-

reaching  changes  inducing  new  forms  of  communication.  Knowledge  is  not  only 

represented by writing but also by multimedia. Hypertext involves a different reading 

process.

The non-linear form of organisation supports  selective reading,  and thus,  a  more 

active reader. In her essay, Storrer (2000: 231-32) mentions the advantage of imparting 

knowledge to heterogeneous address groups. The reader or recipient decides which way 

to take through hypertext, that means, which links he joins, and which order he chooses. 

The reader gets the possibility to read as an author, or even to become the author by 

linking  one  document  with another.  Previous  knowledge,  preferences,  interests,  and 

purpose are decisive for choosing the links and the order. This significant characteristic 

is known under the term interactivity.

However, the reader's freedom of choice is limited by the links the author has set 

before.  Producing  the  texts  for  hypertext  is  a  challenge  for  the  author  who  cannot 

predict the paths his prospective reader will take. This problem will be treated in more 

detail when analysing certain tourist websites in the second part of my paper. I will not 

list  the  issue  of  the  reader's  limitation  concerning  freedom  of  choice  among  the 

disadvantages because traditional texts, i.e. books, even restrict the offer of information. 

Storrer (2000) also brings up the advantage of managing different media, such as text 

files, image files, audio files, or video files, that create new forms of communication, 

visual and auditory communication. Information can be presented more attractively that 

helps the user to easily find information.

Another advantage is the expense factor. Writers can publish their own texts faster 

and at low costs with the help of the World Wide Web. Furthermore, documents are 

globally  retrievable  and  often,  not  always,  up  to  date.  Nevertheless,  a  hypertext 

information is updated at the expense of reliability. In order to avoid false information, 

the author is forced to verify regularly the existence of links and to check them for 

changes concerning the content. Users often come across dead links, namely links that 

have been removed or deleted, which could be very disappointing and annoying while 

one is surfing on the Internet. (cf. ibid.: 233)

Apart from the number of advantages that hypertext has to offer, there are still some 

disadvantages in comparison to traditional texts in books. Have you ever tried to read a 

11



hypertext in bed? In fact, the most inconvenient restriction of hypertext is certainly its 

reliance on the medium computer. Storrer (2000: 229) describes hypertext as “Text, der 

sich nicht ohne Werteverlust auf Papier ausdrucken lässt.” Hypertexts rely on software 

to be produced and apprehended. Since the reader can only read the text as hypertext on 

the screen, he is forced to make cuts on the reading comfort. But since technology is 

making progress every day, this problem could be one day a thing of the past.  The 

reception of written texts on the screen is slower and even more tiring. That is why 

hypertext is rather practical for only reading relevant information instead of delving into 

a text as the reader prefers to do it with a book. One term that is often connected to this 

reading  activity  is  to  scan, looking  quickly,  but  not  very  carefully  at  a  document 

because one wants to have a particular information for a certain purpose.

Hypertext sometimes causes difficulties in navigating due to bad web design. The 

more extensive the hypertext, the greater the probability for users of loosing orientation. 

While  browsing  through  the  website  and  choosing  several  links,  users  may  have 

difficulties  either  in  finding  their  way  back  from one  link  to  the  homepage  or  in 

remembering which links they have already visited. This problem is well-established 

under the terminology “lost in hyperspace”. Well-structured links, explicit advice for 

users and good web design are helpful to avoid the problem of loosing one's orientation.

2.4 Traditional Tourist Guides versus Online Tourist Guides

In the previous chapters, advantages and disadvantages of hypertext have been brought 

out. Websites use the hypertext structure to present information in a non-linear way. 

Wrobel  (2003:  24)  describes  websites  as  “Realisationsformen  von  Hypertexten”, 

emphasizing their characteristics being non-linearly structured, multiply encoded and, 

of  course,  computer-based.  As  not  all  applications  are  suited  for  hypertext,  Ben 

Shneiderman (qtd. in Nielsen 1990: 43) proposed three golden rules of hypertext: 

1) A large body of information is organised into numerous fragments.
2) The fragments relate to each other.
3) The user needs only a small fraction at any time.

All  three  arguments  meet  with  tourist  guides.  Consequently,  one  would  claim  that 

tourist guides are well  suited for hypertext.  The number of online tourist  guides,  or 
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tourism websites, has increased with the growth of the World Wide Web. Therefore, 

this chapter will have a closer look at the usefulness of hypertext with regard to its 

application on tourist guides, contrasting the latter with traditional tourist guides. Some 

properties  of  hypertext  will  be  outlined  with  the  aim of  confirming why hypertext 

application is here quite effective and favourable.

As  tourists  with  different  interests  and  intentions  are  looking  for  particular 

information, that means a small part of the information about a city or country, the non-

linear  organisation  of  online  tourist  guides  giving  the  possibility  of  linking  is  very 

useful.  The  information  can  easily  be  divided  into  nodes.  Each  tourist  attraction, 

historical site, or tourist service can be put into one node. According to their interests, 

they can select a path through varied links that fulfil  their needs and their demands. 

Furthermore,  the non-linear structure allows the online tourist  guide addressing to a 

heterogeneous group of people. (cf. Storrer 2000: 228) Those people can freely choose 

between numerous links offered by the author.

Hypertext interlinks nodes that may contain different media, such as text files, image 

files (graphics), audio and video files. Online tourist guides providing these different 

hypermedia files offer their users a larger variety of information in form of text, images, 

being  just  illustrations  or  including  hypertext  links,  sound  and  video.  The  use  of 

hypermedia makes the tourist guide more illustrative, more interesting, and sometimes 

more authentic. The author, or rather the producer, of a tourist website can add audio 

samples allowing the user, for example, to listen to typical music of a country, or to its 

language. Video files can also contribute to a more realistic and vivid impression of the 

tourist's destination.

Tourist guides take advantage of the computer-based text because the publishing of 

information  as  hypertext  in  form  of  websites  saves  a  lot  of  money.  Moreover, 

information on websites can be updated more often and faster. Updating or changing 

text units does not require much time and energy. Not only does the producer of tourism 

websites benefit from the computer-based aspect but also the user, maybe a prospective 

tourist, does. Surfing on the Internet and consulting the online tourist guide is definitely 

cheaper than buying a traditional tourist guide in form of a book.
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Another benefit being also of great importance to many tourists is finding up-to-date 

information on the tourist website. Changes in content can be carried out faster and 

theoretically more often, or information can be added more easily. Traditional tourist 

guides publish a new edition at most once a year due to the high costs for printing. 

Of course, hypertext application on tourist guides is not only of advantage. There are 

some practical disadvantages connected with electronic publishing. Holding a disc in 

your hand instead of a book would cause some problems. One would not be able to read 

it everywhere, not in bed, or on the bus. Its reliance on computers is hindering when one 

prefers reading some more information about a country during the journey, or even in 

bed. In this situation a book would be more handy. Even a small portable computer 

would probably not be very practical because it is still more unmanageable than a book.

2.5 Assessment Criteria to Evaluate Websites

Many  different  evaluation  concepts  of  websites  have  been  developed  including 

numerous characteristics. The chapter offers the elements or criteria that are relevant for 

evaluation. Dealing with different website appearances with the aim of comparing and 

evaluating  them  raises  the  question  of  which  criteria  might  be  useful  for  a 

comprehensive investigation.  Before dealing with the assessment criteria  which will 

play a role in my investigation on tourism websites, the next chapter will concentrate on 

the term website. 

2.5.1 The Term Website

As having been noted in different publications, there are several varying spellings for 

this term. The Oxford English Dictionary (2000) lists website, as the term is commonly 

used. However,  the  Merriam  Webster  Dictionary9 uses  the  two-word,  capitalised 

spelling Web site due to the fact that Web is not a general term, but a shortened form of 

World Wide Web. An alternative version would be web site, not capitalised.

9 Merriam-Webster's Collegiate Dictionary, Eleventh Edition. In: Merriam-Webster Online: 
http://www.m-w.com/.
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A  common  spelling  has  not  been  definitely  established  yet.  This  controversy  also 

applies to derivative terms such as Web page/web page or webpage. I will take up the 

preferred spellings listed in the Oxford English Dictionary,  that  is  website and  web 

page.

The  common  and  more  general  understanding  of  the  term  website  includes  a 

collection of web pages written in HTML10, and the Internet presence of an individual, 

an organisation, or a company. In order to examine the term website with regard to its 

text  linguistic  aspect,  I  would  like  to  refer  to  Eva-Maria  Jakobs.  She  understands 

websites “as  a  term covering  different  communicative  patterns  (types  of  websites)” 

(Jakobs  2005:  71).  Her  text  linguistic  comprehension  of  the  term  website is  the 

following: 

Der Begriff Website bezeichnet eine Kommunikationsform, der sich eine große Anzahl 
im  Internet  verfügbarer,  nach  verschiedenen  kommunikativen  Gebrauchsmustern  
produzierter  Anwendungen  des  Darstellungsprinzips  Hypertext  zuordnen  lassen.  
Diese  Anwendungen  lassen  sich  als  institutionell,  funktional  oder  thematisch  
begrenzte Teilnetze von Modulen beschreiben, die  –  für  einen  bestimmten  
kommunikativen Zweck hergestellt  –  einer  thematischen Gesamtvorstellung folgen;  
Funktion  und  Thema  liefern  den  kontextuellen  Rahmen  für  das  Verständnis  der  
einzelnen Module. (qtd. in Jakobs 2005: 79)

      
However, according to Eva-Maria Jakobs (ibid.: 80), the definition website in itself does 

not exist, but only “[...] eine Vielzahl von Kommunikaten, die sich als Realisierungen 

von Websitetypen oder -mustern analysieren und bewerten lassen [...]”. She enumerates 

the following examples as types of websites: online-town council, job market, personal 

homepages, or profit organisation such as a bank. Then, online tourist guides may be 

another type of website.

We  can  gather  from  this  definition  that  the  primary  goal  of  any  website  is  to 

communicate. Every website managed by an individual, an organisation, or a company 

serves a particular purpose. Therefore, a  website is a special form of communication. 

What is communicated by the website depends on the type of website. Mark Boardman 

(2005: 1) defines  website11 more generally as “[...] a particular kind of electronic text 

that is technologically and culturally related to some aspects of written communication, 

but websites also have a relationship with spoken interaction and with other forms of 

electronic text”.

10 Hyper Text Markup Language, the predominant Markup language for the creation of web pages
11 The term website denotes the whole Internet appearance.
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The terms website and web page must not be used synonymously. Website refers to 

the whole web appearance of a company, institution, or a private person, commonly 

found under a particular domain name. It is a collection of web pages. The latter are 

documents transferred from the website's server to display in the browser window. 

2.5.2 Evaluation of Websites 

Assessment  criteria  for  websites  differ  from one subject  to  another  due  to  cultural, 

group  specific  differences  as  well  as  individual  preferences.  Different  models  of 

evaluating websites with the help of certain  criteria already exist.  Websites have to 

accommodate many demands that differ from website to website due to the fact that the 

World Wide Web offers websites of varying categories. Thus, the web appearance of a 

bank clearly differs from a web appearance of a tourist guide. This chapter shall now 

clarify the procedure for determining criteria relevant for tourism websites. 

In order to solve the problem, I  made use of an essay on evaluation approaches for 

websites by Eva-Maria Jakobs (2005). She looks at examples from the banking sector in 

order to examine criteria for website evaluation. Furthermore, she presents two different 

principles  that  allow  experts  to  gain  their  knowledge  about  evaluation  criteria  for 

websites. On the one hand, the principle of construction is used to make assumptions 

about when a website is to be assessed as well-designed. Evaluation aspects are deduced 

from a descriptive model for a certain object. Then, examples of the object class are 

picked out and analysed with regard to the chosen characteristics or aspects. Examples 

that  score well,  so-called “best-in-class” (ibid.:  73)  examples,  serve  later  as  desired 

values. (cf. ibid.) An evaluation procedure that is often applied in practise is the study of 

heuristics,  collections  of  guidelines,  based  on  scholarly  knowledge,  or  on  practical 

experience.  On the  other  hand,  there  is  the  principle  of  reconstruction  that  implies 

empirical research. With the help of user tests, one is able to draw ones' conclusions 

about subjective concepts as well as conclusions about the users of the target group and 

their  preferences.  (cf.  ibid.:  74)  In  fact,  both  procedures  have  advantages  and 

disadvantages in research and in practise, but I will not point them out here because of 

the limited scope of the paper. It should be emphasized that my method of evaluating 
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websites refers to the principle of construction or, to be more precise, to the principle of 

heuristics as I will be using selected criteria from Nielsen and Tahir's (2002) usability 

guidelines.

Evaluation proceedings can differ  from each other.  Interests  and values of social 

groups  strongly influence  ratings.  Jakobs (2005)  investigates the mainly qualitative-

oriented rating proceeding, called the “ibi Website Ranking”, where the Institute for 

Research of the University of Regensburg has analysed 400 German-speaking financial 

services in Germany, in Austria, and in Switzerland. Four main criteria divided into 276 

detailed criteria have been assessed. These four criteria are: advisory quality, usability, 

online-banking  and  online-brokerage,  as  well  as  further  information.  For  the 

investigation of tourist websites, other qualities are decisive to fulfil the user's demands. 

In this case, the user is probably a prospective tourist. The choice of assessment criteria 

and their validity depends on the researcher's point of view and on the aims pursued by 

the evaluation. The “ibi Website Ranking” considers the advisory offer from its textual 

and  communicative  perspective.  The  criterion  of  textual  quality  includes  motive-

oriented  information,  information  quantity,  and  information  quality  as  well  as  its 

individualisation.  Communicative  quality  comprehends  here  only  usability  qualities 

such as design elements, textual and visual clarity, navigation, and help and support. (cf. 

Jakobs 2005: 77-78) 

However,  Jakobs criticises the fact  that the communicative task of consulting is 

broadly  reduced  to  the  act  of  informing.  Furthermore,  this  proceeding  lacks  the 

linguistic aspect, which is a very important criterion, since language is the primarily 

used  code  for  achieving  the  intended  business  objectives  of  a  website.  For  my 

investigation on tourist  guides, special  emphasis  will  be placed on a “linguistic and 

communication  science-based  approach”  (ibid.:  71).  The  focus  is  here  laid  on  the 

application of linguistic-visual means realising the goals of a website. 

The model  for  analysing  types  of  websites  proposed  by  Jakobs  (ibid.)  considers 

external conditions and linguistic-visual means. External conditions include the purpose 

of  the  website.  The  producer's  role  and  interests  as  well  as  the  user's/addressee's 

interests or goals have to be specified in order to implement the purpose of the site in 

form  and  content.  The  evaluation  of  linguistic-visual  means  in  Jakob's  approach 
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comprises hierarchy, structuring, the visual layout of content and interface, as well as 

questions concerning scale  and interactive elements.  Assuming that texts  as cultural 

artefacts fulfil certain tasks in certain situations, one may suggest that a website as a 

cultural  artefact  is  a  form  of  communication  which  is  produced  to  fulfil  a  certain 

communicative  purpose.  Considering  different  types  of  websites,  the  purpose  may 

certainly vary from one type to another. As this paper will give priority to the linguistic 

and communication science-based approach, I adopt Jakob's criteria which concentrate 

not only on an economical approach, as this is the case with the “ibi Website Ranking”, 

but  rather  on  a  more  linguistic  approach.  Nevertheless,  the  rich  offer  of  criteria  to 

evaluate websites gave rise to search for further models in order to single out which 

criteria might be helpful for the evaluation of online tourist guides.

Apart from different organisations that made assessments of websites their business, 

I came across a page of a forum12 where someone was asking for help concerning his 

project  of  evaluating  websites  of  associations.  He  asked  users  which  criteria  they 

consider relevant for a website. There, I discovered a more or less detailed listing to 

what users attach a certain importance, divided into three parts: Information, Design and 

Layout, Communication and Interaction. This first rough division, whose parts are even 

to be found in evaluation models created by researchers or experts, is very useful  for 

determining website criteria. 

When dealing with websites and their evaluation, one inevitably comes across “the 

guru  of  Web page  usability”,  Jakob Nielsen.  Nielsen and Tahir  (2002)  present  113 

design guidelines for homepages with regard to the three main parts mentioned before. 

Since taking into consideration all 113 guidelines will not be possible in this thesis, and 

will not be of interest for my investigation, I take up the criteria of Information, Design 

and Layout,  Communication and Interaction,  and complete  them with only some of 

Nielsen's proposed design guidelines, which are added to the three main categories as 

sub items, or sub criteria.

12 In: www.informationsarchiv.net/foren/beitrag-19172.html.
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2.5.3 Assessment criteria to Evaluate Tourism Websites

Not  only  does  Jakob  Nielsen  (1996:  113)  recognise  the  usefulness  of  hypertext 

application on tourist guides, but many other people, too, as one might gather from the 

large number of tourism websites. The fact that tourists are often interested in just a 

small  part  of  information  about  a  country  or  a  culture  is  favourable  for  hypertext 

application.  Tourist  guides  often  give  information  about  accommodation,  shopping, 

food and drink,  sights and so on.  As already presented in detail  in chapter 2.3,  the 

practical thing about hypertext is that these information can easily be divided into nodes 

or links. However, there are many different tourism websites which differ from each 

other  in  structure  and  look.  Each  producer  of  a  website  has  to  decide  about  the 

individual look of his site and about the kind of information with regard to the target 

group.

Goals and purposes may vary from website to website, depending on the type of 

website and on the individual intentions of each producer. Hence, each design criterion 

takes  different  positions  for  different  websites.  The  assessment  criteria  that  will  be 

immediately presented consider the following three main parts: Information, Design and 

Layout, and Communication and Interactivity. 
All three parts present specific sub criteria being decisive for the evaluation of tourist 

guides. I would like to start with the first part, Information. Quality is an important 

criterion when dealing with websites in general and, equally, with tourism websites, as 

people  planning  to  visit  a  country,  in  this  case  Kenya,  want  to  have  different 

information on the country.  Furthermore, they would like to avoid putting their foot in 

their  mouth.  Therefore,  they  are  dependent  on  accuracy  and  on  topicality  of  all 

information. According to Nielsen and Tahir (2002: 14), “effective content writing is 

one of the most critical aspects of all web design”. Since users searching for specific 

information prefer scanning the content  of a website,  it  is  really important to put a 

maximum of information in just few words. 

In order to attract visitors, the website should present its great variety of information 

about  Kenya.  The  tourist  wants  to  choose  from the  large  offer  with  regard  to  his 

preferences for making holidays. Thus, quantity is a critical aspect for online tourist 

guides, too. 
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The following evaluation criterion, information editing, deals with the existence of 

headlines  and  the  formulation  of  the  presented  information.  Headlines  are  quite  an 

important aspect,  since they serve as focal points that make the user either read the 

paragraph or ignore it completely. If the headline interests him, then he is willing to 

read the smaller text. If the headline indicates information that the user wants to find out 

more about, he will click on the link. Nielsen and Tahir (2002: 14) underline the use of 

“customer-focused language” giving him the feeling to be the centre of interest. Users 

quite  often  misinterpret  categories  or  sections  due  to  “company-focused”  (ibid.) 

labelling.  It  would  be  more  effective  to  know what  users  look for  when searching 

information. In addition, Nielsen and Tahir dissuade from catchy marketing phrases that 

might cause problems of grasping the meaning of such a clever phrase. The user does 

not want to be forced to click on a link just to figure out what information is hidden 

behind the link. Even if the promotional aspect of tourist guides cannot be denied, it is 

nevertheless recommendable to mostly avoid vague phrases. Otherwise, one may risk to 

loose users.

The aspect of a clear structure of information considers not only the existence of 

headings and their  formulation,  as pointed out  at  the beginning of this  chapter,  but 

rather the clear textual and visual arrangement of links aiming at finding information as 

fast as possible.

Moreover, a website always tries to address a certain group of people. That is the 

same with tourist  guides, which angle for catching the public, or  rather the kind of 

tourist the travel organisation is promoting for. There is clearly a difference between 

young and old people certainly having different ideas of being on holiday. It is also 

important  to  keep  in  mind  that  tourists  may  even  vary  in  terms  of  interests  and 

preferences. Some tourists prefer lying on the beach, doing sports, or going shopping in 

contrast to the preferences of cultural tourists, who will be of interest in my evaluation 

of online tourist guides. To sum it up, focussing on a specific target group is an essential 

criterion for creating a website because content and design do not equally appeal to 

different groups of people. 

The second main part concerns Design and Layout, which have both the demand to 

attract users at first glance and to draw their attention to the most important elements of 

the website. If and how quickly a prospective tourist can locate the information he is 
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searching for depends on the layout. The first impression of a website is decisive for 

users  to  stay  on  this  site.  A  well-structured  website  influences  the  user's  overall 

impression positively. In order to attract users and to make them visit a website once 

again, the general idea of its design must satisfy the user. The user's website experience 

should be enjoyable.

The choice of colour is an aspect that is of great importance, too, considering the 

recognition value of a website. When we take tourist websites in contrast to websites of 

the banking sector that are mostly created more soberly and conservatively, then a more 

colourful  design  would  be  advisable  here.  As  the  tourism  sector  is  connected  to 

holidays, entertainment, amusement, recreation, getting away from everyday life, all in 

all to rather positive feelings, colours are a good means to implement these things. This 

criterion raises the following questions: How many colours are used? Do the colours 

match or clash? And which effect is evoked by the choice of colour? “[...] High-contrast 

text and background colors” (Nielsen/Tahir 2002: 23) support readability.

Websites also present their content through the use of graphics. The combination of 

texts  and  graphics  can  greatly  enrich  a  website.  From  a  didactic  perspective,  the 

combination of different information, such as digitised text, graphics and animation, and 

sound, is more meaningful and more beneficial than traditional text. The specific use of 

visual  and  acoustic  elements,  thus,  facilitates  the  user's  perception  of  information. 

Nevertheless, it is important to keep a good average of texts and graphics because they 

“[...] can weigh down the design in visual clutter and slow download times [...]” (ibid.: 

22). Graphics should only be used to present real content and not just for decoration or 

for drawing attention.

Another criterion, the length of a page, should clearly be kept in mind when one 

considers the design of  a  website.  According here to  Fukuda (2004:  25) who gives 

recommendations on how to design a website, the page of a website is influenced by the 

resolution of the monitor. A high-resolution monitor can show more information than a 

low-resolution monitor. Consequently, the user is forced to move the content, or view 

data, with the help of the mouse. Therefore, the lower the resolution of the monitor, the 

higher is the scroll potential. It is advisable to reduce this trouble by limiting the length 

of the page to one,  or at maximum to three screen pages. If it is necessary to scroll the 

information,  then,  of  course,  the  important  information  should  be  provided  without 
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scrolling, even in the first screen, in order to avoid that users miss reading content.

The  font  size  of  websites  is  relative  because  it  depends  again  on  size  and  on 

resolution of  the user’s  monitor.  Nevertheless,  the  median font  size of  12 points  is 

recommendable to allow readability. I would claim that this font size is convenient for 

most people, even for elderly people. Nielsen recommends the limitation of font styles 

and text colours because too much text design may distract readers from the content. (cf. 

Nielsen/Tahir 2002: 23)

User success is  particularly put  down to the offer of links.  Users want to find a 

specific information as fast as possible while scanning the website. Brief and specific 

links that bear the information-carrying word should differentiate  the content.  Users 

want to know immediately what they can expect behind a link, so including text with 

real meanings would be a good advice. Keeping links too general disturbs the user's 

search for a small part of information. Different colours for visited and unvisited links 

simplify the reading process. The colours should be discernible in contrast to the text 

colour. 

What is really fundamental in order to support the user recognising the website is the 

consistency  of  the  look  of  the  page.  It  helps  the  user  to  avoid  getting  “lost  in 

hyperspace”, that means to avoid  loosing the orientation on the website. Here applies 

the phrase “form follows function”.  Besides the lavish design of some websites,  its 

usability  must  not  drop  away.  Web  design  is  characterised  by  its  strong  reader 

orientation due to the fact that users are often looking for specific information, just a 

small  part  of  databases.  Moreover,  they  only  visit  a  website  as  long  as  absolutely 

required.

Finally,  the  last  point  at  which  we  should  have  a  look  is  Communication  and 

Interactivity.  Both  are  key  factors  regarding  website  usability.  Interactivity  shall 

encourage the user to react to the website, and to autonomously satisfy his need for 

information.  This  takes  place,  on  the  one  hand,  in  the  communication  between the 

reader  and  the  author,  or  between  one  reader  and  an  other  reader  within  a 

communication forum, and, on the other hand, in the user's individual selection of links.

Interactivity is provided by the process of moving from one page to another known 

as  navigation.  The  user  reacts  to  predetermined  requests  leading  him  through  the 

website's content. While looking for information on the web, he wants to find his way 
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through the web as fast as possible by following links. Consequently, each designer of a 

website is interested in providing good navigation. It is the user's choice how he moves 

the content. It should always be clear for the user how he can easily get from one topic 

to  another  and  what  means  are  provided  to  go  back  from  where  he  started.  A 

hierarchical  navigation  is  very  common.  This  model  goes  from  the  general  to  the 

specific;  from  the  homepage  to  other  pages  containing  main  categories  or  sub 

categories. Main and specific information can be found with the help of hierarchically 

divided sections tied together. The user can easily navigate through the site, from the 

homepage to other pages of the website, and back to the starting point. This principle of 

navigation offering the user access to all pages of the website is quite simple and clear.

Furthermore, a site map is a very helpful navigation tool to get an overview of the 

existing menu or the content in general, and to learn how to use the website, as not only 

seasoned internet users surf the web. This is a great help for users who might have some 

difficulties to find their way through the web because they are possibly not used to the 

web.

Search is an essential element for finding information. Nielsen and Tahir (2002: 20) 

recommend to “[...] make it visible, make it wide, and keep it simple [...]”. According to 

them, an input box is preferable to a search page. Placing a search button in a high-

priority position on the page, that is at the top of the page, allows the user to find it 

immediately. This sort of search feature is very common on websites.

In  order  to  stimulate  his  activity,  the  user  should  have  the  possibility  to  give  a 

feedback on the website. Providing a contact address, preferably an email address, is 

desirable in case that users have questions to raise, comments, or propositions to make. 

As  users  often  want  to  communicate  with  others,  exchange  their  knowledge, 

experiences,  interests  and  concerns,  a  forum  should  be  an  integral  element  on  the 

website. This criterion plays a relevant role for tourism websites, since people planning 

a stay in a particular country have the possibility to learn important hints, even insider 

tips,  and  to  resolve  problems and doubts  with  the  help of  others  who maybe have 

already  visited  the  country.  The  following  listing  in  Table  1  outlines  the  selected 

assessment criteria for the succeeding evaluation of tourism websites once again at a 

glance.
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Table 1: Assessment Criteria for Websites

Information Design and Layout Communication and
Interactivity

Quality
Quantity
Information Editing
Clarity
Target Group

General impression
Colours
Graphics/Animation
Font Styles, Font Size
Links

Navigation
Search
Contact
Forum

2.6 The Target Reader: A Cultural Tourist

As we want to look at tourist guides from a cultural tourist's point of view, it is helpful 

to provide a definition of a cultural tourist. Indeed, an established definition of this term 

does  not  exist.  Nevertheless,  there  is  a  clear  difference  between  a  person  who  is 

interested in culture and a person,  or tourist,  whose reason and purpose for making 

holidays in a particular country is culture. The term cultural tourist stems from the new 

form of tourism developed in the last years, that is  cultural tourism. Identifying this 

term  helps determining a  definition for  cultural  tourist. But  due to the difficulty in 

delimiting both constituents of the word, a definition of cultural tourism is not without 

problems either. The expression cultural tourism seems to evoke a feeling of superiority 

to  mass  tourism  that  is  rather  aimed  at  the  tourists'  recreation.  Cultural  tourism 

contributes to stand out from the crowd by communicating a feeling of prestige.

According to a study of the European Union,  cultural tourism may be understood as: 

Travel undertaken with the intention, wholly or partly, of increasing one's appreciation 
of Europe's cultural resources. A cultural resource is any place, structure artefact or  
event, the experience of which increases a visitor's appreciation of the origins, manners, 
tastes and customs of the host region. (Irish Tourist Board et. al. 1988: 3)13 

This definition includes the tourist's  demand for cultural  activities.  Even though the 

definition  of  cultural  tourism  is  here  restricted  to  Europe,  I  want  to  expand  this 

interpretation in order to adopt it for a general definition of cultural tourism that does 

not only apply to European tourism. 

13 In: http://de.wikipedia.org/wiki/Kulturtourismus.
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Axel Dreyer (2000) formulates a similar definition:

Mit  Kulturtourismus  werden  alle  Reisen  bezeichnet,  denen  als  Reisemotiv  
schwerpunktmäßig  kulturelle  Aktivitäten  zugrunde  liegen.  Tourismuswirtschaftlich  
werden alle Aktivitäten als kulturell bezeichnet, die der Reisende als solche empfindet. 
(2000: 26) 

Keeping the term  cultural  tourism in  mind,  we now can deduce a  definition for 

cultural  tourist.  Considering  the  assumption  that  cultural  tourism denotes  travelling 

aimed at  cultural  activities, then a  cultural tourist may be characterised as a person 

whose  cultural  motives  for  travelling  rank  first.  The  organisation  “Citizens  for  the 

Arts”14 in Pennsylvania defines cultural tourists as “special interest travellers who rank 

the  arts,  heritage  and/or  other  cultural  activities  as  one  of  the  top  five  reasons  for 

travelling”. Hence, cultural events or, in general, the culture of their travel destination, 

play  a  central  role,  and  are  the  primary  reason  for  travelling.  These  tourists 

consequently spend more time and money on cultural activities, such as heritage, arts, 

and history. This sort of tourist prefers holidays providing education and entertainment 

at the same time.

14 In: http://www.paarts.org/.
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3 Website Analysis of Tourist Guides

The second main part will deal with the application of the theoretical considerations. 

The main interest will  be the evaluation of three tourism website samples and their 

cultural analysis, as well as a usability statistics of 30 online tourist guide samples. 

First, a lexical differentiation between different terms for the first page, the entry 

page, of a website will be the starting point. Then, the selection of 30 website samples 

will be classified into different groups in order to have later a closer look at a website 

analysis of three homepage samples. These samples will also serve as exemplification 

of  a  cultural  analysis  which  is  aimed  at  examining  how  culture  is  communicated 

through the medium website. The last part will deal with the study of all 30 tourism 

website samples, which will be summarised in a usability statistics. Some important 

design criteria will be taken up again to give information about how different features 

have been realised on these tourist guides.     

The tourism websites for this study have been arbitrarily selected from the World 

Wide Web in order not to influence the later investigation of those websites by having 

already made a preliminary decision. The 30 samples include real tourist guides as well 

as personal websites about Kenya, serving here as tourist guides. The websites have 

been viewed on a 17''  monitor at a 1024 x 768 resolution which is common among 

home users.

3.1 Homepage, Start Page or Index Page?

Everyone of us has probably already met with the terms homepage, start page, or index 

page. The issue of which term is the most appropriate term to denote the first page, the 

entry page, of a website will be discussed in this chapter. Dealing with their definitions 

should bring about an approach to that problem of application. Considering the term 

homepage induces different associations. Many internet users are certainly familiar with 

this term denoting the first page of a website. 
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The encyclopedia Wikipedia15 defines homepage as:

• The URL or local file that is automatically loaded when a web browser starts is called 
homepage or startpage. 

• The  startpage,  front  page or  main  web page of  a  website of  a  group,  company,  or 
organization. The homepage offers guidance through a  website and usually includes 
hyperlinks to other web pages of the website. 

• A personal homepage, usually a page featuring an individual user. If there is more than 
one page, it becomes a personal website, rather than a personal homepage. 

• In  Germany  the  term  'homepage'  commonly  refers  to  a  complete  website (of  a 
company/organization) rather than to a single web page. 

As  mentioned  in  this  definition,  the  terms  homepage and  startpage/start  page  are 

synonymously used. An index page is another term commonly used to denote the main 

page of a website that guides the user through the whole website. Its name originates 

from the web server that considers a default or index web page, such as index.html or 

index.htm as the entry to a website. In order to facilitate typing of website addresses for 

the user, the provider even recognises the address without adding index.html at the end. 

Decomposing all three words, we can have a closer look at the meaning of the terms 

home, start, and index. 

Home commonly denotes a house, a flat, a country where you live in, especially with 

your family, or where you come from. When we try to transfer one of those meanings to 

websites, then the last characterisation makes sense. Home describes a place where you 

come from.  On a  website,  the  user  normally starts  at  the  beginning of  a  particular 

website,  that  is  the main page,  and uses the many links to read other pages of this 

website. The point where the user started the reading or search process would then be 

called home. Consequently, the page where the user came from is the homepage.

The noun start denotes the point at which something begins, the beginning. As the 

main  page  is  the  entry,  or  the  beginning  to  every  website,  start  page is  also  an 

appropriate designation.

What about index page? An index describes a list of names or topics arranged at the 

beginning or at the end of a book in alphabetical order. The main page of a website 

mostly indicates which information is provided in the following pages. Topics are often 

divided into links, which are not implicitly arranged in alphabetical order.

   

15 In: http://en.wikipedia.org/wiki/Homepage.
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As  we  have  seen  above,  all  three  denotations  for  the  website's  beginning  are 

qualified.  Which  word  to  use  always  depends  on  one's  preference.  This  discussion 

cannot present a definite answer. These expressions will exist side by side, but some 

people may give preference to one of these terms. I prefer using the term homepage,  

since home is very often indicated as a link on websites in order to find one's way back 

to the page from where one started, namely the  homepage.  Nevertheless, its use for 

denoting personal websites is controversial. In order to avoid misunderstanding in this 

paper,  homepage always refers  to  the start  page of  a website and not  to  the whole 

Internet appearance.  

3.2 Website Classification

“As they do in any medium, criteria for web-design quality vary with the genre and 

authors' goals.” (Shneiderman 1998: 562) Different website classifications have been 

suggested by scholars. Shneiderman (ibid.) offers four ways of categorising websites in 

general. One way considers the initiator's identity. He lists, for example, an individual, a 

group, a corporation, or a non-profit organisation. Another way of categorising is by the 

initiator's  goals,  such  as  presentation  of  information,  promotion  of  products,  or 

entertainment. A third category differentiates websites according to the number of web 

pages or amount of information. And a fourth possibility of categorising websites is by 

measures of success, e.g. by the number of visits. 

Tourism websites have the goal to inform people, promote a product, a particular city 

or country, as well as to entertain. Nevertheless, the form of Internet appearances of 

tourist guides is clearly varied. Their differences mostly refer to quantity, i.e. screen 

elements, and quality, i.e. content. Considering the websites' homepages immediately 

presents differences with regard to quantity. In order to classify tourist guides according 

to their form of representation, the creation of further categories is necessary. I have 

divided the presented selection of 30 tourism websites into three groups16 due to their 

organisation of content. One website out of each group will then be chosen for a further 

detailed analysis.

16 The homepages divided into these three groups can be viewed in the Appendices.

28



The presented selection of tourism websites offers the user either websites with an 

equilibrated  representation  of  links,  text  and  images  (Group  I),  or  websites 

predominantly with text (Group II), or even websites containing either many links and 

only  sparse  text,  or  only  links  (Group  III).  Table  2  presents  the  tourism  websites 

assigned to these three groups.

Table 2: Classification of 30 Tourist Guides

Group I Group II Group III
Bwana  Zulia's  Kenya  Travel 

Guide

Africa.com Africanet

Insight Guides Africa Point Kenya Beach Travel

Kenyalogy Go 2 Africa Kenya.com

Kenyaspace Kenya-Travel Kenya1Tours

Lonely Planet Kenya Travel Ideas RCBowen KENYA page

Magical Kenya One World – Nations Online Virtual Tourist

Pilot Destination Guide The Africa Guide Visit Kenya 

Rough Guides Tourism Kenya Visit-Kenya 

TIM'S  AND LARA BETH'S 

KENYA

Will Go To

Word Travels

World 66

Worldsurface

World Travel Guide

3.3 Website Analysis of Samples

In  order  to  examine  hypertext  usability  of  tourist  guides,  three  sample  tourism 

homepages17 will next serve as analysis examples. Each sample belongs either to the 

website category Group I, Group II, or Group III. (cf. chapter 3.2) With the elaborated 

assessment criteria, the principle requirements for the content and structure of tourism 

websites from a cultural tourist's perspective will be evaluated. A screenshot of each 

sample has been added to give an impression of how the website looks like on the user's 

17 The term homepage refers here to the start page of a website, as indicated in chapter 3.1.
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screen. 

I  have  chosen  Magical  Kenya (Figure  1)  from Group I  due  to  its  attractive  and 

clearly structured layout having immediately aroused my interest. The user recognises 

at  once that this  website promotes a particular country,  here Kenya,  by discovering 

typical associations with that African country. The homepage features a proper balance 

between  links  and  text,  and  therefore,  it  represents  the  first  group  well. 

Magicalkenya.com is the official destination website of Kenya Tourist Board. It is an 

online travel guide offering travel tips and comprehensive information about places and 

activities.  Users  can  get  information  on  accommodation  and  travel  options.  Many 

examples of the website's content show the broad range of useful and cultural facts. 

Kenya Travel Ideas (Figure 2) truly differs from the first example, Magical Kenya, 

for  the  matter  of  organisation.  Here,  text  dominates  the  homepage. 

Kenyatravelideas.com likewise offers the user lots of information on Kenya's cultural 

diversity, travel tips, practical facts, as well as links to tour operators and airlines. 

The homepages of sample Group III are characterised by representing mostly links, 

and sparse, or even no text. Kenya One Tours' homepage (Fig. 3) largely dominated by 

graphics and links represents this third group well in the way that information on the 

homepage is not so extensive, since illustrations and links take up most space on the 

homepage. Further information is only given when the user activates a link that takes 

him  to  another  page  of  the  website.  The  fact  that  Kenyan  culture  is  already 

communicated to some extent on the homepage has also been decisive for the selection.
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3.3.1 Sample Group I: Magical Kenya

Figure 1: Screenshot Magical Kenya 

First, it will be analysed how information is qualitatively and quantitatively presented 

on  Magical  Kenya.  In  order  to  analyse  the  homepage  of  this  web  appearance  in 

reference to the first  aspect,  Information, it  is necessary to have a closer look at its 

content and its screen elements. The homepage pays attention to topicality by indicating 

recent news, the daily weather, and by even offering a featured destination changing 

regularly.  The  homepage  offers  the  prospective  tourist,  a  cultural  tourist,  a  broad 

overview of content providing the country's peculiarities and a broad range of activities. 

Magical Kenya stands out  due to its  great  variety of information about Kenya.  The 

visitor, or rather the user, of this homepage gets information about different safaris and 

tours,  accommodation,  dining,  shopping as well  as  Kenya's  nature and culture.  The 

tourist’s choice depends on its preferences for making holidays. No matter what kind of 

tourist the user is, he can choose between different opportunities. This website really 

offers  a  lot  of  detailed  information  about  all  important  things  being  relevant  for  a 
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cultural tourist, such as parks, nature, heritage, culture, or travels and tours. 

The link “Travellers Guide”  provides facts about, for example, how to plan a trip, 

how to get to Kenya, how to get around there, and it even offers an introduction to 

Swahili,  which  is  very  useful  because  people  in  Kenya  are  surely  pleased  to  meet 

foreigners trying to speak Swahili. Getting an insight into the people's language, besides 

English,  contributes to a  better  approach to Kenya's culture.  Magical  Kenya is  very 

informative by providing qualitatively as well as quantitatively good information on the 

topics mentioned above.

The information on the homepage is well-structured and offers concise links on the 

left-hand  side.  A cultural  tourist  will  be  pleased  to  find  information  presented  and 

grouped in a way that allows him to immediately have a closer look at offers for his 

specific target group, such as a cultural safari, nature, heritage, and Kenyan culture in 

general. The headlines for the links are explicitly formulated, so that users are able to 

make  out  what  might  be  presented  behind  the  links.  As  Nielsen  and  Tahir  (2002) 

emphasise,  “customer-focused  language”  supports  the  user's  feeling  of  being  the 

website's centre of interest. A fast search for information is provided on Magical Kenya 

because of the avoidance of catchy marketing phrases being rather a hindrance due to 

comprehension problems.

This homepage does not focus on a specific target group because its rich and varied 

offer  attracts  individual  tourists,  cultural  tourists,  adventurers,  as  well  as  families. 

Different target groups are appealed, as different safaris are offered according to the 

kind of tourist, for example wildlife safari, beach safari, cultural safari. The information 

presented on this homepage is clearly and logically structured. This clarity allows the 

user to find information as fast as possible. All in all, the homepage presents a “proper” 

amount of information. 

Magical Kenya's design looks very illustrative and appealing at first sight. My first 

impression of this website was that it is well-structured and very colourful. Moreover, it 

supports the user’s general idea of Kenya by having positioned a typical picture of a 

lion wandering through the grass at the top of the page. Magical Kenya ensures that the 

user does not overlook important information by having a low scroll potential, about a 

full screen. This criterion is essential to allow user-friendliness. 

32



Although being very colourful, the structure is clear. The frame and the background 

of the links on the left  are black contrasting with the coloured links.  One finds the 

slogan “Magical  Kenya”  at  the  top  across the  picture  of  the  lion,  presented  in  the 

colours of the Kenyan flag. These are black, red, green, and white. Of course, each 

colour represents something. The colour black stands for the African people of Kenya, 

red for the blood shed in the fight for independence, green represents the fertility of the 

land, and white means peace. The shield of the warrior, which can be seen on the flag 

presented on the  left  side of  the page,  represents the pride and the tradition of  the 

country.  All  in  all,  the  colours  chosen  here  do  match,  as  the  background  is 

predominantly kept in different dark tones, black, dark brown, brown, and ochre. These 

well-chosen colours evoke the feeling of nature, wilderness, and Africa in general.

Recent news, different tour operators, featured destination with accommodation and 

travel options, as well as a flash animation with the changing request “Click here for 

safari, family, … deals to Kenya” are placed in the centre of the page. Their positioning 

in that part of the homepage, at which most users will look first, aims at attracting the 

user  to  visit  frequently  used features,  such as  finding flights  and booking holidays. 

Furthermore, the current weather of Nairobi and Mombasa is displayed indicating the 

website's interest of topicality. On the right, there is a green map of Africa with Kenya 

marked in red. Unfortunately, the user cannot click on this map to possibly get a closer 

look at the map of Kenya, or an overview of the other African countries. Moreover, 

there are two different advertisement banners on the right menu which are quite large. 

Advertising always risks to distract the user from the important content. Hence, small 

advertisements are recommendable. Only one of the ads seems to be interesting, namely 

the one of Kenya Airways displaying prices of flights within Kenya. It is positive that 

Magical Kenya does not carry too much promotion for other companies, since a median 

number  of  three  ads  “[...]  seems  to  be  an  absolute  upper  limit  from  a  usability 

perspective” (Nielsen/Tahir  2002: 50).  Nevertheless,  the homepage could have done 

without the advertisement on the left because the same is shown on the right. 

   The homepage keeps the combination of text and graphics in a good average. It is 

important  that  the  graphics  do  not  outweigh  information  in  form  of  text  because 

otherwise the user might be distracted from important information.  Pictures are only 

added to  underline  the information.  Keeping pictures  within  a  limit  emphasises  the 
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advantageous multi-media use on websites making it appear more vivid.

The text on this homepage is written in the sans serif font Verdana. This is a good 

choice as“[...]  readability  is  higher  for  sans-serif  typefaces  like Verdana and Arial” 

(Nielsen/Tahir 2002: 51). The font size is relative due to its dependence on monitor 

size, monitor resolution and on browser. The median font size is 8 points, what is barely 

acceptable on a 17'' monitor with a 1024 x 768 monitor resolution – the most common 

for home users. As Magical Kenya has set up the rather user-unfriendly absolute font 

size indicated in points, some users who consider the font size to be too small might 

have problems to change it individually. The problems with absolute font sizes is that 

some browsers, e.g. Internet Explorer, make it difficult or impossible to change the size 

to suit the user's own preferences. The links on the left are not uniform because the font 

size varies from 7 points to 8 points. As  the links are already distinguished from each 

other  either  through  contrasting  colours,  through  underlined  words,  or  through 

capitalising letters, the choice of different font sizes affects the design in the way that it 

creates a busy effect. 

The links on this website are placed in two ways, horizontally, or across the top of 

the page, and vertically. The horizontal links are grouped under the headline “So much 

to see” and the vertical links under “So much to do”. This arrangement of links clearly 

differentiates Kenya's multifaceted environments from leisure activities and practical 

information. A clear arrangement of information helps the user to find his way through 

the page. The user's attention is here drawn to important information.  The vertically 

organised links are set up on the left of the homepage and divided into three parts. 

These parts are indicated by using different colours and different font styles. The first 

part located on the top of the link section,  including seven different types of safaris, 

offers each link in capital letters, underlined, and in different colours. Below these links, 

information  about  accommodation,  dining  and  shopping  is  represented  in  white 

capitalised letters  and also underlined.  Whereas the third  link section on the  left  is 

differently marked. The words are kept in white, and only the beginning of each word is 

capitalised.  It  is  also remarkable  that  these links  are  not  underlined.  Underlining  is 

actually  redundant  because  the  mouse  cursor,  habitually  in  form  of  an  arrow,  is 

displayed as a hand when the user moves about the links. One has maybe chosen this 

kind of representation due to the fact that people immediately recognise a link as such 
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when it is underlined. However, it is not quite clear why the maker of the website has 

neither underlined nor capitalised all links on the page. The vertical links in the third 

part provide even more links that become visible when one moves the mouse cursor 

about a particular link. In the middle of the page, where information about featured 

destination and news are touched, links are again highlighted by using a different colour 

and  by  underlining  the  respective  words  within  the  text.  The  brown  links  are 

emphasised  within  the  text.  The  user  may  differentiate  between  important  and  less 

important information.

Keeping usability in mind, the consistency of the design and layout of each page of a 

website is a major element because it is important for the user to recognize the page. 

The tourist guide Magical Kenya has designed each page just as the homepage. It helps 

the user to recognize the page and to avoid getting “lost in hyperspace”. The links are 

always arranged the same. The user finds them on the left and at the top of each page. 

Unfortunately, visited links are not distinguished from unvisited ones. The user's search 

would be more effective and faster if the user immediately recognised which links he 

has already visited. 

Communication and Interactivity are also very important characteristics for a user-

friendly website. Each designer of a website is interested in providing good navigation. 

A good ordering of screen elements effects the ease of navigation. This website makes 

this possible by having produced well-structured links which help the user to find his 

way back home, that means back to the  homepage. All the links that can be found on 

the homepage are also provided on the following pages. The additional link “home” at 

the top of each text always brings the user back to his starting point. 

Magical Kenya offers good orientation. It  is  the user's choice how he moves the 

content. Furthermore, the website offers a link which leads to a site map, which is very 

useful to get an overview of the existing menu or the content in general, and to learn 

how to use the website. This is a great help for users who might have some difficulties 

to find their way through the web because they are possibly not used to the web.

Magical Kenya provides a search input box top left, a well-chosen position for being 

easily recognised by the user. The black button with the request “Go” activating the 

search right from the input box is too small and hardly visible on the black background.
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The page even offers the possibility of printing a page by the link “Print This Page” 

at the top of the page, and of e-mailing it by a further click on the link “E-mail This 

Page”. Interactivity is also elaborated by the link “Contact Us”. So, the user can ask 

questions, make any comments, propositions, and other things by clicking on this link. 

The reader finds travellers' tales about Kenya on the left where he can benefit from the 

travellers' experiences. But what I miss here is a forum where travellers can exchange 

their knowledge. This interactive aspect is welcomed by many users who appreciate the 

fact that they can learn from other travellers' experiences.

3.3.2 Sample Group II: Kenya Travel Ideas

Figure 2: Screenshot Kenya Travel Ideas

The online tourist guide seems to offer a broad choice of information, as a long list of 

30 links is presented top down on the left. A link called “The Kenya Blog” provides 

latest updates of information, new pages, stories from tourists and so on. In the centre of 

the homepage, introductory information can be found what makes the user familiar with 
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Kenya Travel Ideas' guide.

Kenya Travel Ideas has two headlines, these are “kenyatravelideas.com” and “The 

Ultimate Kenya Travel Ideas Guide”. The repetitive notification of the name is rather 

redundant. As both include the name of the website, one headline would be sufficient. 

Furthermore,  it  is  unnecessary  to  welcome the  user  by  saying  “Welcome to Kenya 

Travel Ideas”, since the headline already reveals the name of the website, and the user 

therefore certainly knows where he is. In the centre of the page, information is divided 

into paragraphs. Keywords are in bold print ensuring that particular information can be 

discovered quite fast.

A certain clarity is kept on this homepage by having separated the links from the 

text. Nevertheless, a lack of link categories lowers clarity, as the user is forced to read 

every link to find his desired information.  A discreet choice of colours, dark red and 

light  yellow for  the  background,  emphasises  the  page's  clarity  and  causes  a  better 

reception by the user. 

This  tourism  website  particularly  attracts  cultural  tourists  by  addressing  to  this 

specific group of tourists in the centre of the homepage. The user is asked if he is “[...] 

one of these people who wants to be more of a traveler than a tourist?”18 The maker of 

this site refers here to people who want to get familiar with the different regions of the 

country, including the people's every day life, animals, and cooking traditions.

Considering design and layout of Kenya Travel Ideas' homepage in general, one can 

state that it is not overloaded with text and graphics. It is rather designed simply and 

plainly. The page, about 6 screens, is really too long. Consequently, the scroll potential 

is  too  high,  what  influences  the  homepage's  usability  negatively.  Within  a  page, 

“compact  vertical  design  to  reduce  scrolling  is  recommended”  (Shneiderman  1998: 

576). As users do not like to scroll down the page to gain an overview, the page length 

should not exceed three screens. “On the other hand, there's no need to cram everything 

onto a single screen as long as the most important features are visible above the fold.” 

(Nielsen/Tahir 2002: 40)

The warm reddish-brown colours as background colour for the links on the left, and 

light yellow as background colour for the text in the centre of the page, do match well. 

Using a contrast between light and dark achieves high readability. The headline is kept 

18 The term traveler is here clearly delimited from the term tourist by implying that the latter is ordinary 
and, hence, inferior to traveler.
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in red attracting the user's attention and increasing the website's promotional effect. The 

body text is black, and a high contrast to the light background is, therefore, achieved. 

The four illustrations on the homepage represent typical ideas to Kenya, fascinating 

landscape and wildlife. Three pictures are displayed at the top of the page just above the 

text, one of a lion, one of Kenya's beautiful landscape, and one of an elephant. Another 

small  picture  of  a  group  of  antelopes  is  placed  in  the  centre  of  the  page.  These 

illustrations truly loosen the web appearance and underline the introductory information 

on the homepage. 

Large fonts and bold fonts styles typically indicate headings. Here, the font size is 

indicated in relative font sizes allowing the user to change the size according to his 

preferences. The use of relative units to set font sizes contributes to user-friendliness, 

and thus to usability. All text appears in a sans-serif typeface, which is recommendable 

in order to allow higher readability on the screen.

Links  on  the  homepage are  clearly  marked,  either  as  underlined  words  or  word 

groups within the text, or as a long list kept in red and displayed on the left. Many 

information is presented on the left. Its positioning in this part of the homepage is truly 

preferable,  as  the  user's  eyes  start  looking  up  information  on  the  upper-left. 

Unfortunately, the list of links on the left lacks sequencing. The links could have been 

divided into parts to allow the user to find particular information faster. First items on a 

website are often expected to be the most important ones and are therefore selected. No 

particular  item  is  here  emphasised.  “Clustering  related  items  show  meaningful 

relationships” (Shneiderman 1998: 576), and hence, they should be divided into groups. 

Important information in the introductory text is highlighted in bold print.  Unvisited 

links  in  the  text  are  underlined  in  the  commonly  used  link  colour  blue.  Users  can 

recognise the links they have already visited because these links are kept in purple. This 

differentiation avoids that users click repeatedly on the same link by mistake. Items in 

the navigation area should be organised in the way that similar items are next to each 

other. What I miss here are category names to differentiate similar information from 

others. “Grouping helps users to differentiate among similar or related categories and 

see the breadth of products or content you offer.” (Nielsen/Tahir  2002: 19)  Kenya 

Travel Ideas has just listed every item one below the other. Sequencing information 

would allow the user to navigate more easily. Multiple positioning of links for the same 
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items is not necessary. Kenya Travel Ideas  displays the links in the navigation area on 

the left as well as text links at the bottom of the homepage. One could drop out the links 

below the text. Otherwise the user might think by mistake that these are different links. 

For facilitating navigation, a site map is to be found in the navigation area on the left. 

It  provides orientation and an overview with all  information categories from Kenya 

Travel Ideas. A “Home” link is included on the website. But it is only apparent on the 

other pages, the “link” pages, and not on the homepage, where it is clickable to take the 

user  back  to  the  homepage.  There,  it  is  presented  as  the  first  item top  left  on  the 

navigation area. Of course, the homepage does not need an active “Home” link because 

some users might get confused and wonder if they actually are on the homepage. The 

user also has the possibility to  get back to the homepage by clicking on the link offered 

below the provided text at the bottom of each page. 

Search is essential for users. They want to find and use it easily. Here, the search 

field is displayed further down on the page, what is rather user-unfriendly, since it is not 

immediately visible. The user is forced to scroll the content on the homepage to find the 

search field. It would be better positioned at the top of the page. The makers of Kenya 

Travel Ideas have adopted the simple Google search input box, which most people are 

quite familiar with. An input box is of advantage due to their role as “the visual cue to 

search” (Nielsen/Tahir 2002: 20). Unfortunately, a search box is only displayed on the 

homepage. Despite the indicated differentiation between looking up information on the 

whole web, or only on the tourism website Kenya Travel Ideas, each search item is 

scanned on the whole web, what makes search more complex. One should not offer this 

possibility if it does not work the way it is suggested.

A concrete “Contact” link is missing on this website. The link “What started KTI19” 

gives information about the woman who became the owner of this website with the help 

of  the  organisation  “Site  Build  It”.  At  the  end of  all  those  personal  information,  a 

contact link to the maker of this website is added. Clicking on this link, the user comes 

across a form to fill in. He can write an e-mail to Kenya Travel Idea's owner telling 

about his experiences,  making suggestions, and giving any other input. 

Kenya Travel Ideas does not offer a forum where people can exchange. But a similar 

option is submitted under the link “Your Kenya Ideas”. Another form with the user's 

19 Kenya Travel Ideas
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first name, e-mail address, city and country is provided where users can add their ideas, 

experiences,  and  recommendations.  The  website  will  then  link  to  the  visitor's 

contribution allowing the user to share his information with other visitors. Nevertheless, 

a forum, where visitors can immediately answer and react to other contributions without 

filling in a form, would allow better communication.

3.3.3 Sample Group III: Kenya1Tours

Figure 3: Kenya One Tours

The  homepage  with  outweighing  links  does  not  give  much  information  about 

information  quality.  As  the  website  is  a  member  of  Kenya  Association  of  Tour 

Operators,  representing  the  interest  of  experienced  professional  tour  operators,  one 

might assume that the offered information is of high quality.

Kenya One Tours does not by far offer as much information as the two samples of 

the  previous  chapters.  Useful  information,  such  as  immigration,  money  change, 

electricity and security, as well as different activities, for example diving and mountain 
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climbing, with more detailed information on trips and prices,  are presented.  What a 

cultural  tourist  might  miss,  is  more  information  about  the  daily  life  and  culture  of 

Kenyan people.

Information is clearly structured by separating the headline and the graphic with the 

logo from the links. The headline and the logo are obviously highlighted in comparison 

to the links. The information is concisely formulated so that the user is able to gather 

easily which information is hidden behind the links. Doing without catchy marketing 

phrases  allows the user  to  grasp the  headlines  of  the links.  This  advantage  in  turn 

facilitates and accelerates the search for particular information. The clear textual and 

visual arrangement of links creates clarity on the homepage.

One cannot really make out if Kenya One Tours addresses a certain target group in 

particular. But when having a look at the activities listed below the main part of the 

homepage, it soon becomes apparent that rather adventurous and even cultural tourists 

are attracted by the tourism website.

The general impression of this homepage is rather positive due to the graphic design 

of the main part, that is the graphic of different pictures with brief links given below in 

the top centre of the page. The homepage does not have an overloading effect what is 

advantageous for inexperienced users.

This homepage also refers to warm colours implementing the typical idea of Kenya. 

The background colour is yellow and the body text colour is brown, except for the links 

kept in blue. Using a dark colour for the text relative to the light-coloured background is 

a good contrast achieving high readability. 

The graphic in the main part of the homepage shows four typical impressions of 

Kenya giving an introduction to African experience, and emphasising the fact that this 

tourism website presents a particular country, Kenya. Another graphic, the symbol of 

the  Kenya  Association  of  Tour  Operators,  is  added  below the  links  indicating  that 

Kenya  One  Tours  is  an  official  member  of  the  association.  Users,  relying  on  the 

creditability of tourist guides, may assume that this tourism website provides qualified 

information from experienced tour operators.

Kenya One Tours has chosen the sans-serif typeface Arial, which is recommended 

regarding readability. The body text appears in a font size of 14 pixel ensuring that 

reading is agreeable for the user. The head and the logo, appearing in a much larger font 
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size, that is 18 pixel for the head and 36 pixel for the logo, are emphasised. The use of 

pixel  to  indicate  font  sizes  causes  the  same  problems  as  the  use  of  points.  Some 

browsers are not able to change the font size, what lowers usability. (cf. chapter 3.3.1) 

As already mentioned before, Kenya One Tours offers less information than Magical 

Kenya or Kenya Travel Ideas. Due to a manageable amount of information the number 

of links is restricted to 8. The links are arranged in two lines one below the other. They 

all appear in the commonly used colour for links, that is blue. Moving the cursor to the 

link, it appears underlined. On the left below the main part, there are some more links 

taking  the  user  to  other  websites.  As  they  are  not  placed  in  the  main  part  of  the 

homepage, these links do not distract from the most important information provided by 

Kenya One Tours.

Navigation is kept simple by the small number of links. Clicking on the link activates 

the link that takes the user to the information. The principle of hierarchical navigation is 

here  realised,  going  from  the  general  information  on  the  homepage  to  specific 

information,  divided  into  sub  categories,  on  the  following  pages.  A  “Home”  link 

facilitating navigation is indicated on each web page of Kenya One Tours' website. The 

homepage does not have a site map, but such a means of orientation is dispensable for 

this website due to its little information quantity in comparison to the previous samples.

The user cannot search for particular information if he wants to because a search 

option does not exist on the website. The search for specific information will then take 

more time, which reduces usability.

The user has the possibility to communicate with a responsible person by writing an 

e-mail whose contact address is to be found behind the link “About Us”. The user can 

even  learn  what  customers,  tourists,  of  this  Kenyan  company  have  experienced. 

Nevertheless,  a  forum,  where  users  can  exchange  their  opinions  and  ideas  on  a 

particular issue, would be more interactive. 
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3.3.4 Evaluation of Website Samples

After having analysed three sample homepages, this chapter shall sum up the evaluation 

of  the  three  samples  by  picking  up  the  most  important  criteria providing  website 

usability.  Table  2  presents  these  elements  and  their  implementation  on  the  website 

samples. 

The first  criterion in the table considers the general impression of the homepage, 

which  aims  at  evaluating  how  the  homepage's  design  and  layout,  uniting  screen 

elements  and  content,  is  perceived  by  the  user  at  first  glance.  The  user's  overall 

impression of a website is a crucial point because his impression is decisive for the 

choice between visiting the website again and leaving it immediately.

Information  quantity  mainly  refers  to  the  screen  elements  on  the  homepage 

indicating the amount of information. As different users with different preferences, even 

among cultural tourists, visit a website, a broad offer of information should be presented 

on the homepage. (cf. chapter 2.5.3) In his four conversational maxims, the philosopher 

Paul Grice20 has also included the maxim of quantity. He proposes to be as informative 

as  it  is  required  for  a  particular  purpose,  but,  at  the  same  time,  not  to  be  more 

informative than required. (cf. Grandy/Warner 2006) Achieving a “proper” balance of 

information quantity, i.e. offering not too much and not too less, is a crucial point.  

Information editing sums up the way how content is visually presented including the 

existence and the formulation of headlines. Headlines are a means to direct the user to 

the information he is looking for. He shall be attracted by visually highlighted headlines 

standing out  from the text. The formulation of headlines is as important as their visual 

presentation, since the user wants to imagine what kind of information is to be expected 

by just scanning the homepage. Suitable information editing avoids that the user must 

read the whole text just to figure out which information comes next. (cf. chapter 2.5.3) 

The next criterion, colours, examines if the chosen colours on the website do match. 

Too many colours  may distract  the  user  from the  actual  information and evoke an 

disturbing  effect.  Tourism websites  on  Kenya  as  a  means  to  communicate  holiday 

feeling and the Kenyan culture can consciously make use of colours to emphasise these 

20 Paul Grice is particularly best known for his innovative work in philosophy of language. His four 
proposed conversational maxims are Quantity (Information), Quality (Truth), Relation (Relevance) 
and Manner (Clarity). cf. Grandy/Warner 2006.
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ideas in order to evoke the user's typical associations with Kenya. Colours, one design 

issue,  function well  as  visual signs referring to something that is  interpreted by the 

interpreter, the user. (cf. chapter 2.2) The communication of Kenyan culture is not only 

implemented  by  graphics,  but  also  by  colours.  Furthermore,  the  choice  of  colours 

contributes to the website's recognition value. 

Graphics and animation refer here to their “proper” amount and their appropriate use 

with regard to the function of supporting the user's perception of information. The use 

of  illustrations  clearly  enriches  the  look  of  a  website,  provided  that  graphics  are 

reasonably added to show real  content,  and that they match with the whole layout. 

Photos should be edited suitably for the display size, as  “overly detailed photos and 

drawings  don't  convey  information  and  look  cluttered”  (Nielsen/Tahir  2002:  22). 

Animation has to be prudently applied on homepages due to the problem of possibly 

drawing the user' s attention from other elements.

The  following  criterion,  links, considers  their  ordering  and  categorising  on  the 

homepage, a fundamental criterion to fulfil website usability. In order to ensure a fast 

search for particular information on the website, it is recommendable to place important 

links in the main part of the homepage without being forced to scroll down the page. 

Links have to be immediately recognised as such by the prospective tourist, looking for 

just a small part of information. Website makers should pay attention on not just placing 

one link below the other, but on rather sequencing them logically. A well considered 

denomination  of  links,  i.e.  bearing  the  information-carrying  word,  is  decisive  for 

usability, too. (cf. chapter 2.5.3) 

Navigation examines the fact if the user's demand for orientation with the help of 

navigation clues is respected. Navigation ideally supports the user's search for specific 

information and avoids getting lost  on the  website.  Links help the  user  to  navigate 

through  the  website,  getting  from  one  page  to  another.  Providing  means  to  find 

information as fast as possible as well as the way back to the starting point, desirable to 

allow  user-friendliness,  is  the  key  for  successful  navigation  and  should  be  clearly 

indicated.

Clarity stands for the visual appearance of a website. Visual elements, such as layout, 

use of colours, typography, and persistent navigation influence the user's impression of 

website credibility. The textual and visual arrangement of information offered on the 
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homepage is user-friendly in the way that it makes navigation easier. If the user misses 

the aspect of clarity on a homepage, then he will certainly turn his back on that website 

and visit others.

The last  point,  consistency, applies to the consistent layout of every page on the 

website  in  order  to  ensure  the  site's  recognition  value  and  to  facilitate  the  user's 

navigation  process  through  the  whole  web  appearance.  The  consistency  of  visual 

presentation is the key to usability.

The following evaluation of the three tourism homepage samples will be based on a 

point system distributing points from “0” to “4”. Four points present here “very good”, 

three points “good”, two points “moderate”, one point refers to “adequate” and 0 points 

stand for “inadequate”.

Table 2: Usability of Samples

4 = very good   3 = good   2 = moderate    1 = adequate   0 = inadequate

Criteria Magical Kenya Kenya Travel Ideas Kenya1
Tours

General Impression 4 2 3

Information Quantity 4 3 2

Information Editing 4 2 3

Colours 3 4 4

Graphics and 
Animation

3 4 4

Links 4 1 4

Navigation 4 2 4

Clarity 4 2 4

Consistency 4 4 4

All 34 24 32
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The  website  classification  into  three  groups  according  to  different  organisation  has 

already  revealed  the  varied  ways  of  presenting  tourism  information,  i.e.  the 

heterogeneous web design. Having selected one website out of each group for a more or 

less detailed analysis, it can be safely stated that some websites may be appealing at first 

sight,  but  less  attractive  after  further  analysis.  The  evaluation  of  the  three  sample 

analyses did not bring about a clear winner. It  should be emphasised again that the 

evaluation of the samples did not aim at nominating one “perfect” tourism website, but 

rather at evaluating the different aspects of hypertext usability including the website's 

individual strengths and weaknesses.

3.4 Cultural Analysis of Samples

This chapter tries to investigate how cultural differences and borders are treated in order 

to make the prospective tourist familiar with the different cultural habits and customs, 

and how culture is communicated on tourism websites. This attempt will be realised by 

applying a semiotic approach on the field of culture. Semiotics is employed to examine 

how  certain  things  are  represented  to  create  certain  effects.  In  chapter  2.2,  with 

reference to Stockinger (2001), signs have been defined as information-loaded objects 

such as texts, pictures, or graphics, as well as different social activities. When thinking 

of  Kenya,  or  Africa,  different  stereotyped  ideas  certainly  come  to  mind  like  vast 

savannah grasslands, wild animals, and men hunting with bow and arrow. 

It is necessary to scrutinise in which context pictures are set and which meaning they 

convey. They often serve as decoration, representation, and information. Pictures, on 

the  one  hand,  are  a  means  to  support  the  decoding  of  messages  which  cannot  be 

encoded by the recipient due to poor linguistic skills, and, on the other hand, to fulfil the 

recipient's  stereotyped  idea  of  a  particular  country.  Semioticians  often  distinguish 

between  icons,  symbols, and  indexes.  Icons as signs refer to something or someone 

which it  resembles.  Symbols  are signs that communicate particular meaning through 

conventions.  Certain  symbolic  signs  exist  for  certain  concepts  and  mean what  they 

mean. Indexes are signs that do not have a real existing referee. For example, a picture 

of a mermaid does not have a referee in reality. (cf. Wrobel 2003: 30-32)

46



How signs with symbolic codes affect recipients depends on their perception ability. 

Perception then again is shaped by the recipient's culture determined by conventions. In 

web communication the recipients are able to gather what is meant by means of choice 

of  colours,  screen  layout,  and  design  in  general.  As  recipients  involve  culturally 

diversified people, websites always try to encode information clearly. But the producer's 

codes  may even differ  from the  recipient's  codes  within  one  culture  as  a  result  of 

individual knowledge and experience.  In this  case,  recipients  are internet users who 

specifically or accidentally visit the website. (cf. Wrobel 2003: 39-41)

3.4.1 Sample Group I: Magical Kenya 

The tourist  guide  Magical  Kenya offers  a  great  variety  and quantity of  information 

about cultural Kenyan habits and Kenyan customs. The homepage uses many pictures 

communicating cultural phenomena of that particular country. Most pictures containing 

cultural information are here iconic signs bearing a close resemblance to the object they 

refer to. Photographs of typical animals in Kenya, a lion and hippos, evoke certain ideas 

of the African country. Symbols are also used to communicate Kenyan culture. On the 

top left of the homepage just above the links, the user can recognise a symbol denoting 

the Kenyan flag. It certainly depends on the user's individual knowledge if he is able to 

identify  this  symbol.  Another  symbolic  sign  is  indicated  on  the  right,  which  is  an 

illustration of  a  map of  Africa.  The shape of  the map clearly  connotes the African 

continent.

An  analysis  of  the  web  page  one  finds  behind  the  link  “Modern  Culture”  will 

furthermore show how culture is here communicated to the user. Since tourist guides 

are informative, and since they serve as promotion for a specific country or region, it is 

interesting to investigate how this role is implemented here. The text “Modern Culture” 

is  written  in  an  informal  register  and  in  a  descriptive  form  by  dividing  general 

information about Kenyan culture into several paragraphs. A clear structure helps the 

reader  to  follow  the  different  information  on  Kenyan  culture.  A  cultural  tourist 

interested in information on specific or unique cultural aspects concerning the country is 

here particularly addressed. The user’s attention is attracted to the diversity and melting 

of new and old cultures, which defines the modern culture of Kenya. With the help of 
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adverbs, such as truly and purely, the fact that its culture has become purely Kenyan is 

emphasised.  Its  unique  character  is  highlighted  by  mentioning  the  possibility  of 

experiencing the modern business city of Nairobi and, at the same time, the wilderness 

where people live in accordance with tradition. A picture of Nairobi added left to the 

paragraph emphasises the existence of two different worlds within the country, on the 

one hand, the large cities marked by business and technology and, on the other hand, the 

traditional life apart from technology. The user is able to read the sign by interpreting 

the coded reference referring to an object. It is obvious that the picture illustrates a big, 

modern business city, as multi-storey buildings, the coded reference, can be seen.  

Furthermore, stereotypes21 always associated with Kenya are mentioned as well. One 

typical cliché is that of the Maasai people with their distended earlobes that is even 

highlighted by a picture. Most people are familiar with that image of Kenya. The use of 

such pictures communicates advertising messages plausibly and persuasively, since the 

user's own values and ideas are fulfilled and confirmed. What becomes quite obvious 

after having had a closer look at the information on this website is the fact that positive 

characteristics  of  Kenya  surely  outweigh  the  negative  ones.  Only  the  positive  facts 

defining the culture of Kenya are mentioned in the text. Of course, tourist guides want 

to purchase something and that can be best done by promoting the country. 

Stereotyped ideas of Kenya in persuasive texts, here tourism websites, are certainly 

consciously adopted in order to increase the website's recognition value. According to 

Wrobel  (2003:  46),  stereotypes  usually  reflect  the  knowledge  and  experience  of  a 

particular community. This knowledge is not only acquired through own experience, but 

to  a  large  extent  through texts  in  the  broader  sense,  in  this  case  through websites. 

Knowledge is accepted in the cultural context without further verification. Such a fixed 

idea or image that many users have of Kenya is not always true in reality. People tend to 

compare other  cultures  with their  own culture,  which is  taken for  superior  to  other 

cultures. “If stereotypes are hardy, it is not because they contain a grain of truth but 

rather because they express and reflect the culture of those who espouse them.” (Carrol, 

qtd. in ibid.: 46) 

21 Stereotypes refer here to fixed ideas or images that many people have of a particular country or 
culture, but which are not always true in reality.
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The third picture, added left to the last two paragraphs, is too detailed for the small 

size. It would be better if the photo could be zoomed in order to get a better impression 

of what is reproduced in the photo. It conveys a large group of Kenyans dancing around 

a hoisted flag. Nevertheless, the user's image of that country is again confirmed by the 

use of those pictures. 

3.4.2 Sample Group II: Kenya Travel Ideas

For the next cultural analysis of tourism websites, the Kenya Travel Ideas homepage 

will once again be the centre of interest. As the website analysis in chapter 3.3.2 has 

already worked out, the use of particular colours and pictures, iconic signs, transmit 

Kenyan culture on this homepage. Colours are a means to shape the web design. Their 

effect on the user are decisive in order to make him visit the website again. Evoking 

certain associations, colours convey messages, and therefore reflect a particular culture. 

The homepage is sensitive to the cultural meanings of colour in relation to the promoted 

country. The colour red is, in fact, a colour that visually pushes itself forward because it 

is a warm colour. In marketing red is deliberately used to evoke the user's attention in 

order to increase the promotional impact. Red has had a special effect on human beings 

since primitive times. (cf. Bartel 2003: 48) Many cultures even associate that colour 

with blood. For Kenyans, red is one of the four colours that is to be found in their flag, 

representing there the blood shed in the fight for independence. 

Kenya therefore is also culturally connected with the colour red. But what does the 

reddish-brown colour used for the Kenya Travel Ideas website evoke in the user? For 

him, this  background colour  certainly brings  different  associations  to  mind,  such as 

Kenya's natural surrounding. Most of us will think of the reddish-brown soil of some 

regions of that country. That particular choice of colours induces the typical picture of 

Kenya with its vast nature.

Besides the colour red, light yellow is also used for the background. Yellow creates a 

positive, luminous feeling by mainly associating it with the light and the sun. But it is 

also the colour of nature, as yellow is the most common colour of flowers. (cf. ibid.: 72) 

The warm colours reddish-brown and yellow stand both for Kenya's gorgeous nature. 
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The homepage uses four pictures supporting the user in their demand for grasping the 

idea of Kenya. These iconic signs represent typical African animals, such as a lion, an 

elephant, and antelopes, as well as African landscape. At the same time, these icons 

have symbolic codes that convey a certain meaning. The picture of a lion, an elephant, 

and antelopes convey the conventional meaning of Kenya.

3.4.3 Sample Group III: Kenya1Tours

The logo kept in brown, or rather reddish-brown, is here particularly highlighted by its 

size and its place in the centre of the page. In the background, just behind the logo, four 

pictures are grouped around the slogan “Kenya1Tours – Jump into a new adventure”. 

As mentioned in  the  previous  chapter,  the brown colour  refers  again  to  the  soil  in 

Kenya.  

Kenya One Tours takes up typical associations with Kenya. In its logo, it  uses a 

symbolic sign to denote an elegant, slender antelope, a typical widely-spread animal in 

Africa. The pictures grouped around the website's slogan are iconic signs representing 

giraffes, houses, a black African man, and a mountain. The user is either able to decode 

the messages of these signs or not. 

The  user's  perception  ability  depends,  on  the  one  hand,  on  his  culture  which  is 

shaped by conventions and, on the other hand, on his individual knowledge about other 

cultures.  Grasping  the  message,  the  user  will  probably  recognise  the  ideas  of  the 

pictures,  each of them representing Kenyan culture.  That  user  will  identify Kenya's 

broad variety of culture distinguished by people, animals,  and landscape. The user's 

conventional knowledge about Kenya makes him catch the stereotyped ideas behind 

these iconic signs. 

The illustration of giraffes represents a large part of Kenya's wildlife. The picture of 

the black African stands for a Kenyan inhabitant who belongs to one of the numerous 

Kenyan tribes. The houses in the countryside represent traditional Kenya housing, such 

as round beehive-like huts. The mountain in the last picture is probably Mount Kenya, 

the second highest mountain in the country. The user certainly recognises at first glance 

that this tourism website promotes Kenya because his stereotyped ideas of that country 

are displayed on the homepage. Kenya's cultural and natural diversity is communicated 
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by several signs in form of illustrations. 

The choice of a light yellow background together with the brown font colour on the 

homepage reflects Kenya's nature. The colour yellow refers to the beautiful savannah 

landscape. These colours likewise evoke certain associations with Kenya from the user. 

3.5 Usability Statistics

This chapter will concentrate on a quantitative usability analysis of tourism websites. In 

this statistics, 30 websites have been analysed with regard to their usability. In their 

book  on  homepage  usability,  Nielsen  and  Tahir  (2002)  evaluated  50  homepages. 

Therefore, they established a homepage design statistics giving information about the 

usability of the 50 selected homepages. I will adopt some of their investigated design 

conventions in order to examine how these are realised on the homepages or web pages 

of  the  30  tourism  websites.  Please  note  that  some samples  of  the  analysis  do  not 

represent  the  “general”  homepage,  which  is  the  start  page  of  the  whole  Internet 

appearance, but rather the start page for the particular country Kenya. For the usability 

study of the 30 samples, the homepages of tourism websites that exclusively consider 

Kenya have been included, and, for the general tourism websites22, the web pages of that 

particular country have been implied.  

3.5.1 Page Layout

In this chapter, I had a look at the size of the homepages on the screen and studied if a 

search feature was provided, where it was placed, and how it was called. Table 3 shows 

that 27% of the websites presented their content on more than three computer screens. 

In order to keep the scroll potential of a page as low as possible, the page length should 

be limited at maximum to three screens.(cf. chapter 2.5.3) Too much scrolling could be 

very annoying. The majority of the samples was within the recommended range of page 

length.

22 Tourist guides that do not specifically focus on one country, e.g. Kenya, but rather on many different 
African countries  or on countries from all over the world. 
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Table 3: Page Length

Page Length Percentage
About 1 screen 13%

About 2 screens 30%

About 3 screens 30%

More than 3 screens 27%

It is unbelievable that 30% of the web pages did not offer a search function.23 Almost all 

websites, 81%, represented search as a box with a white text field in which the user can 

type what he is searching for. As this design is most frequently used,  it  is  strongly 

recommended.  According  to  Nielsen  and  Tahir's  (2002:  41)  user  testing,  the 

representation of search as a  box works best.  The majority,  58%, placed the search 

function in the upper right or upper left. Placing the search feature in the upper part of 

the homepage is of advantage because there it is noticeable for the user.

Table 4: Search Placement

Search Placement Percentage
Upper left 29%

Upper right 29%

Upper centre 24%

Other position 19%

Different  terms were used to  mark the  search box or  search  link.  Table 5  presents 

different  labels.  The  most  frequently  used  term  for  search  was  “Search”.  From  a 

usability perspective, the word “Search” is clear and easy to understand, and therefore 

defines this feature best.

23 For this part of the analysis, only the 21 websites that offered a search function have been considered.
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Table 5: Search Label

Search Label
Search 71%

Go   4%

Destination Search   5%

Trip Search   5%

Find   5%

3.5.2 Graphics and Animation

The median number of pictures on the homepage was 3. There was only one website 

that did not have any picture on its homepage. 40% of the websites included some form 

of  animation on the homepage.  This  quite  high percentage shows that  animation is 

frequently used on websites. The use of multimedia on websites can contribute to an 

illustrative, interesting, and authentic look. Nevertheless, animation quite often annoys 

the user and distracts him from his actual search. The majority of the website samples, 

however, did not use any animation on their homepage. As the homepage is only a start 

page of an Internet appearance giving the user some orientation what is to be found on 

the website, animation is better omitted on the homepage.

Only  two  tourism  websites,  or  7%,  of  the  samples  used  music  to  communicate 

particular  information. Both websites provided a music file of the national anthem of 

Kenya enabling the user to listen to one small part of Kenyan culture.  

3.5.3 Typography

In this part of analysis, the body text, background colours, font sizes and font styles as 

well as the link formatting have been studied. Of the 30 homepages studied, 73% used 

black for the bodytext. The majority of these sites, that is 16 out of 22, chose white as 

the background colour. With this combination, the homepages achieved the maximum 

contrast and, hence, the highest readability. 10% used the colour blue for the bodytext, 

mostly on a white background.
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Table 6: Body Text and Background Colours

Colours (Body Text, Background Colour) Percentage
Black on white 53%

Black on yellow 10%

Black on beige 10%

Black on grey   7%

Blue on white   7%

Blue on yellow   3%

Brown on white   3%

Purple on white   3%

Yellow on black   3%

The evaluation of font sizes is rather difficult, since the font sizes on a website are never 

predictable due to their dependence on monitor size, screen resolution, browser settings, 

and operating systems. In order to elude these user-specific problems in this usability 

study, the interest is here laid on the use of absolute or relative font sizes. 

I studied the source codes of all 30 websites to find out if absolute fonts or relative 

fonts have been set. As mentioned in chapter 3.3.1, relative font sizes are user-friendlier 

than  absolute  ones.  The  relative  indication  allows  the  user  to  change  the  font  size 

according to his preferences, no matter which browser he uses.

Of the 30 tourism websites studied, 15 (50%) sites used relative font sizes. The other 

15  websites  indicated  absolute  font  sizes  in  their  source  codes.  In  his  readability 

guidelines,  Nielsen (2002a) recommends to let the user control font size. Considering 

website usability, I also suggest using relative font sizes to allow the user to change the 

size according to his preferences.

Almost all body text appeared in a sans-serif font. Only 7% of the website samples 

used  a  serif  typeface,  comprising  small  lines  at  the  end  of  letters.  Sans-serif  fonts 

denoting fonts without serifs are typefaces such as Arial, Verdana, or Helvetica. For 

printed works, serif typefaces are recommended. As sans-serif typefaces are easier to 

read on low-resolution computer screens, most website prefer using fonts without serifs.

Coloured text to indicate links was the favourite cue. 57% of the websites indicated 

links in the very common colour blue. The second-most important cue is underlining 

links, as the user immediately recognises that the text is clickable. 
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Of the 30 samples, 50% underlined their links. As Nielsen and Tahir (2002) state in 

their  book, it  is not necessary to underline links in the navigation bar because it  is 

obvious for  the user where he can activate  a link.  They also speak of blue as  “the 

traditional standard for link colours” (ibid.: 51). Only 13% of the homepages used black 

links. Since the user is habituated to look for coloured text in order to surf the page, 

black links are less recommended.

In this study, 33% of the homepages changed the colour for visited links what helps 

the user to differentiate information that he has already read from information he maybe 

still wants to read.

3.5.4 Communication and Interactivity 

The last part of the usability statistics considered navigation and contact information.

From a usability perspective, navigation provided by different navigation schemes and 

navigation tools is a crucial element. Table 7 presents five navigation schemes and their 

use in percentages. The left-hand navigation scheme was the most used scheme in the 

study. The numbers in the table add up to more than 100% because some homepages 

presented two possibilities of navigation. The use of tabs and right-hand navigation was 

the second-most scheme. Some homepages also presented links on the left as well as on 

the  right  side  of  the  page.  Offering  left-hand  and  right-hand  navigation  on  one 

homepage can be useful to limit the length of a page. This possibility avoids a too high 

scroll potential. 

Table 7: Navigation Scheme

Navigation Scheme Percentage
Left-hand navigation 47%

Right-hand navigation 33%

Tabs 27%

Categories in middle of page 20%

Links across top of page 17%
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A very useful navigation tool is a site map, which gives the user an overview of the 

website's  content.  Only 40% of the sites studied offered a site map. Some websites 

probably did not provide a link to a site map because they are manageable due to its 

modest quantity of content. 75% of the sites offering a site map simply called it “Site 

Map”. The three remaining websites labelled this feature “Site Tour”, “Main Menu”, or 

“Navigation”. 

In the sample, 90% of the websites provided a feature to contact the company or 

organisation.  Contact  information  was  typically  offered  by  giving  an  address,  a 

telephone number, and an email  address. Among these websites, the user found the 

contact information as follows:

Table 8: Placement of Contact

Placement of Contact Percentage
On the homepage 15%

Available through Contact (Us) Link 52%

Available through About (Us) Link 19%

Others (e.g. Company, Main Menu) 15%

Most websites used a “Contact” or a “Contact Us” link to provide contact information 

for  the  user.  This  way  is  strongly  recommended  because  this  allows  the  user  to 

immediately figure out how he can contact the company or organisation. 

Table 9: Label of Contact

Label of Contact Percentage
Contact Us 56%

Contact 22%

Contact <email address>   4%

Others   6%
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3.5.5 Observation and Evaluation

The usability statistics of all 30 tourism website samples considered different important 

features  affecting usability.  In  this  study,  it  was observed that,  with  regard to  page 

layout, a big majority presents their content within the recommended page length of one 

computer screen to, at most, three screens. Keeping page length within limits is a crucial 

aspect  from a  usability  point  of  view,  otherwise the user  might  be  bored and even 

annoyed of being forced to scroll down the website just to figure out its content. A quite 

large  number  of  websites  does  not  offer  a  search  function,  what  hinders  the  user's 

demand for searching the website for particular information. This quite useful means 

facilitates the user's process of surfing the Internet to find the information he is looking 

for. It can be stated that the use of graphics on websites is very popular. On average, the 

number  of  pictures  on  the  homepages  is  restricted  to  3.  Only  a  minority  includes 

animation  on  the  homepage.  Though  being  illustrative,  only  a  limited  number  of 

pictures  and  animation  on  the  homepage  is  recommended,  since  they  often  do  not 

function as they are supposed to and rather miss the website's aim by distracting the user 

from the actual information.  Unfortunately,  the selected tourism websites still  rarely 

make use of audio files, an effective means of communicating culture.

It  was found that  black body text  on a  white  background is  the most  frequently 

offered colour scheme on websites. Black on white, the maximum contrast, achieves the 

highest possible readability, and hence, supports usability. Furthermore, in the study, 

there  has  neither  been  a  preference  for  relative  font  sizes  nor  for  absolute  ones. 

Nevertheless, from a usability perspective, the use of user-friendlier relative font sizes 

allowing  the  user  to  change  the  font  size  of  websites  according  to  their  needs  is 

preferable. Almost all body text appears in a sans-serif typeface increasing the reading 

comfort on low-resolution computer screens, which demonstrates that typefaces without 

serifs are preferably used in web design. Most websites indicate links appearing in the 

body text in blue, which is the most common colour for unvisited links. Underlining 

links is almost used as frequently as blue links. As this way of indicating links is still 

the most established one, it is recommended to apply it likewise on tourism websites. 

Considering  Communication  and  Interactivity,  it  can  be  stated  that  left-hand 

navigation is clearly favoured. As the user's eye moves from left to right in order to 
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perceive the website's content, navigation on the left, being immediately noticed by the 

reader, is there well positioned. Only the majority of the websites studied offers a site 

map as navigation tool. Although a site map may be a real help for the user to inform 

himself about the content and about the way the latter is provided by the website, it is 

unnecessary for those websites providing a relative small quantity of information, and 

thus, being easier to handle. 

Almost all samples provided a feature to contact the owner of the website. Giving an 

address, a telephone number, and an email address is the common form of presenting 

contact information. Contact allows the user to communicate interactively  by asking 

questions, coming up with suggestions, or even making complaints.
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4 Conclusion

In this MA thesis, hypertext usability and cultural communication of tourism websites 

on Kenya have been examined. Therefore, three sample websites out of 30 have been 

evaluated and compared with each other with regard to their usability. The evaluation 

has consisted of two parts, based, on the one hand, on assessment criteria for website 

usability, and, on the other hand, on a semiotic analysis of culture. It was first necessary 

to delimit  text  from  hypertext  in order to contrast then traditional tourist guides with 

online  tourist  guides,  or  tourism  websites,  and  to  specify  a  target  user  group  in 

consideration of a cultural analysis.

Three sample analyses served as so-called “prototypes” for a qualitative evaluation 

of tourism websites with reference to hypertext usability and cultural transmission. All 

30  website  samples  have  been  then  quantitatively  analysed  and  summarised  in  a 

usability  statistics.  The  website  evaluation  has  been  based  on  assessment  criteria 

modelled  after  Eva-Maria  Jakobs'  (2005)  reflections  on  evaluation  approaches  for 

websites and Jakob Nielsen and Marie Tahir's (2002) homepage usability guidelines. 

(cf. chapter 2.5.2) These assessment criteria have been divided into three main parts: 

Information, Design and Layout, and Communication and Interactivity.

It was found that, with regard to usability, the needs of users of tourism websites are 

much  the  same  as  the  needs  of  users  of  other  websites.  Having  compared  three 

homepage samples with each other, it was detected that these websites greatly differ 

from another in many respects. 

Magical Kenya offering by far the largest amount of information in comparison with 

its two competitors achieved the best result in the evaluation of the three sample tourism 

websites. Kenya One Tours cannot measure up with Magical Kenya and Kenya Travel 

Ideas concerning information quantity. A cultural tourist searching for a large amount of 

detailed information on cultural Kenya would probably prefer Magical Kenya or Kenya 

Travel Ideas.  Though Kenya Travel Ideas provides much information, it is inferior to 

the other samples regarding information editing.

All three samples present their homepages in colours that match well. The careful 

choice of colours does not only support the content and affect the layout positively but 

even communicate a part of Kenyan culture.
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In  general,  all  websites  offered  a  “proper”  number  of  pictures,  making  the 

homepages look more illustrative, and thus, interesting. Magical Kenya does not get full 

marks here, as its competitors do, because of its large animated graphics of advertising 

affecting the user's perception of important information negatively. Too many and too 

large graphics on homepages might not effect as they are supposed to, but might rather 

distract the reader from main information.

Kenya Travel Ideas' organisation of links is far behind the clear arrangement of links 

on Magical Kenya and on Kenya One Tours due to its lack of sequencing. From a 

usability perspective, the list of links, where no item is particularly emphasised to show 

meaningful relationships between similar items, is much too long. Consequently, the 

lack  of  categorised  links  lowers  the  ease  of  navigation  on  Kenya  Travel  Ideas' 

homepage. Magical Kenya solves the problem by dividing its links into several parts 

and listing similar items in one group. Navigation is kept simple on Kenya One Tours' 

homepage due to its poor information quantity, which helps the user easily find his way 

through the website. Good navigation allows the user to autonomously choose his own 

path according to his preferences and is, hence, the key to interactivity.

As already mentioned in the Introduction, this MA thesis does not aim at appointing 

the best website. As the usability criteria within the website samples crucially depend 

on the user's preferences, it is difficult to objectively tell which is the best out of the 

three websites analysed. However, it was found that Magical Kenya, taking all criteria 

into  account,  is  the  website  with  the  highest  usability  score.  It  surpasses  its  two 

competitors  in general  impression,  information quantity,  and navigation.  This online 

tourist  guide  stands  out  from the  others  due  to  the  homepage's  very  appealing  and 

overwhelming general impression, its large amount of varied information about Kenya, 

and its well-defined and well-organised links that, at the same time, allow the ease of 

navigation.

Though Kenya Travel Ideas offers its users much information on Kenya, its usability 

is, however, lowered by weak information editing, unstructured links, and a high scroll 

potential. Kenya One Tours is only inferior to Magical Kenya and Kenya Travel Ideas 

concerning  its  amount  of  information.  In  comparison  with its  two competitors,  this 

homepage, indeed, offers less information. 
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Kenya One Tours, nevertheless, ranks second because of its good general impression, 

its  use  of  colours  and  graphics,  its  well-organised,  concise  links  ensuring  good 

navigation, and because of its clarity, that allows the user to easily utilise the website. It 

certainly will serve inexperienced users, who might not be able to cope with too many 

options, best. But from a cultural tourist's perspective, Magical Kenya will definitely 

satisfy the user's needs most.    

The evaluation has  substantiated that  Web design is  an effective tool  to visually 

communicate  culture.  The  conscious  use  of  colours  supports  and  accentuates  the 

information presented on a website. The user is able to understand what is meant with 

the help of colours and the website layout. Certain colours are associated with certain 

terms, feelings and situations, emphasising the principal topic of the website. In this 

thesis,  a  particular  country  distinctly  different  from European culture,  has  been  the 

websites' focus.

It can be stated that the use of iconic signs, pictures, representing stereotyped ideas 

of  Kenya are  certainly  consciously  adopted  in  order  to  fulfil  the  user's  stereotyped 

expectations of that particular country and to increase the website's recognition value. 

Moreover, iconic signs and also symbolic signs are a means to support the decoding of 

messages,  and  therefore,  make  tourism websites  serve  as  a  means  to  communicate 

culture.

On the whole,  Shneiderman's  golden rules of hypertext (cf. chapter 2.4) meet well 

with  tourist  guides.  Tourist  guides  are  certainly  suited  for  hypertext  by  fulfilling  a 

cultural tourist's demand for reading just a small part of the large body of information. 

This form of communication offers access to information transmission, and equally, to 

cultural communication. 

In conclusion,  there is a  high probability that tourists  who are looking for just  a 

fraction  of  information  on  a  particular  country  will  consult  tourism  websites  more 

frequently  than  their  equivalents  in  print  because  of  their  easy,  quick,  and  almost 

unlimited access of information, and because of their multimedia features that make 

online tourist guides much more appealing. 
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Deutsche Zusammenfassung

Die  vorliegende  Magisterarbeit  untersucht  die  Anwendbarkeit  von  Hypertext  auf 

Reiseführer  und  deren  Vermittlung  von  Kultur  am Beispiel  Kenyas.  Dafür  wurden 

willkürlich 30 Online-Reiseführer ausgesucht, die hinsichtlich der Bedienbarkeit  von 

Websites  analysiert  wurden.  Heutzutage  verbringen  wir  immer  mehr  Zeit  vor  dem 

Bildschirm,  so  dass  Anbieter  von  Websites  viel  Wert  auf  die  Bedienbarkeit  ihres 

Internetauftritts  legen.  Da Websites auch eine  Form von Kommunikation darstellen, 

stellt sich die Frage, wie auf Tourismus-Websites Kultur vermittelt wird. 

Die Arbeit besteht aus zwei Hauptteilen, einem Theorieteil und einem praktischen 

Teil. Im Theorieteil standen begriffliche Definitionen von Kultur und Kultursemiotik, 

die  Gegenüberstellung  der  Konzepte  Text  und  Hypertext,  sowie  der  Vergleich  von 

traditionellen  Reiseführern  in  Form  eines  Buches  mit  Online-Reiseführern  im 

Vordergrund.  

Der praktische Teil beschäftigte sich mit der Analyse der Websites. Die Bewertung 

basierte  einerseits  auf  Bewertungskriterien  für  die  Bedienbarkeit  von  Websites  und 

andererseits  auf  einer  kultursemiotischen  Analyse.  Die  30  Websites  wurden 

hinsichtlich ihrer Anordnung der Informationen auf der Homepage in drei verschiedene 

Klassifizierungsgruppen  geteilt.  Drei  Websites,  die  jeweils  eine  der  drei  Gruppen 

repräsentieren, wurden zunächst qualitativ analysiert und bewertet. Den Abschluss der 

Arbeit  bildete  eine  quantitative  Analyse  der  Bedienbarkeit  der  Homepages  aller  30 

Websites, die in einer Statistik festgehalten wurde. Die Website-Analysen basierten auf 

von mir ausgewählten Kriterien für die Bewertung von Tourismus-Websites. Bei der 

Zusammenstellung  der  Bewertungskriterien  habe  ich  mich  auf  Eva-Maria  Jakob's 

Bewertungsansätze  (2005)  sowie  auf  Jakob  Nielsen  und  Marie  Tahir's  (2002) 

Richtlinien  für  Homepages  bezogen.  Diese  Kriterien  gliedern  sich  in  folgende  drei 

Hauptgruppen:  Information,  Design  und  Layout,  sowie  Kommunikation  und 

Interaktivität.

In dieser Arbeit wurde herausgefunden, dass in Hinblick auf die Bedienbarkeit von 

Websites  die  Bedürfnisse  der  Internetnutzer  von  Online-Reiseführern  und  die 

Bedürfnisse von Nutzern anderer Websites sich im Großen und Ganzen ähneln. Bei der 

Analyse  und  Bewertung der  drei  Homepages  kam heraus,  dass  sich  diese  in  vieler 

Hinsicht stark voneinander unterscheiden.



Der Reiseführer „Magical Kenya” erreichte im Vergleich mit den zwei Vertretern der 

anderen  Websitekategorien  in  der  Punkteverteilung  das  beste  Ergebnis.  Da  die 

Bewertung von Websites immer von den Vorlieben des Nutzers beeinflusst wird, ist es 

nur schwer möglich, objektiv zu entscheiden, welche Website von den drei detaillierten 

Analysen die beste  ist.  Wenn man jedoch alle Kriterien berücksichtigt,  ist  „Magical 

Kenya” die Website mit der höchsten Punktzahl und wäre somit der Sieger. Ziel dieser 

Arbeit war es jedoch nicht, den besten Online-Reiseführer zu ermitteln, sondern Stärken 

und  Schwächen  der  einzelnen  Websites  herauszuarbeiten  und  zu  zeigen,  dass  die 

Anwendung von Hypertext auf Reiseführer von großem Vorteil ist.

Die Website  „Magical Kenya” übertrifft ihre zwei  „Konkurrenten” auf Grund ihres 

sehr ansprechenden Gesamteindruckes, ihres großen, vielseitigen Informationsangebots, 

sowie ihrer eindeutig, präzise formulierten und übersichtlich angeordneten Links, was 

dem  Nutzer  die  Bedienbarkeit  dieser  Website  erleichtert.  Der  Reiseführer  „Kenya 

Travel Ideas” bietet dem Nutzer zwar ebenfalls viele Informationen über Kenya, aber 

schwache Aufbereitung der  Informationen,  unstrukturierte  Links  und vieles Scrollen 

trübt den Gesamteindruck und bringt  „Kenya Travel Ideas” somit nur auf den dritten 

Platz, hinter „Magical Kenya” und „Kenya One Tours”. „Kenya One Tours” ist seinen 

zwei Konkurrenten nur hinsichtlich der Informationsquantität unterlegen. Diese Website 

erreichte  durch  ihren  guten  Gesamteindruck,  ihrer  wohl  bedachten  Farbwahl  und 

Verwendung von Bildern, ihren gut organisierten und präzise formulierten Links, die 

gleichzeitig eine leichte  Bedienbarkeit  ermöglichen,  punktemäßig den zweiten Platz. 

„Kenya One Tours” bedient sicherlich unerfahrene Internetnutzer, die möglicherweise 

mit  zu  vielen  Funktionen  überfordet  wären,  am  besten.  Die  Bedürfnisse  eines 

Kulturtouristen, der sich dadurch auszeichnet, dass sein primäres Reisemotiv die Kultur 

eines bestimmten Landes ist, werden jedoch sicherlich am besten mit „Magical Kenya” 

befriedigt.

Die kultursemiotischen Analysen der drei Websites bewiesen, dass Webdesign ein 

wirksames Mittel ist, um visuell Kultur zu vermitteln. Bewusste Farbwahl unterstützt 

den Inhalt der Website und hebt ihn hervor. Farben und das Layout helfen dem Nutzer 

bei  der  Verarbeitung und Entschlüsselung der  Information.  Bestimmte  Farben rufen 

beim  Nutzer  bestimmte  Assoziationen  hervor,  die  das  zentrale  Thema der  Website 

unterstreichen.

Tourismus-Websites  setzen  stereotypisierte  Vorstellungen  in  Form  ikonischer 

Zeichen, Bilder, bewusst ein um die Klischeevorstellungen eines bestimmten Landes 



des Nutzers zu bestätigen, und um somit den Wiedererkennungswert des Reiseführers 

zu  erhöhen.  Außerdem  sind  ikonische  und  symbolische  Zeichen  ein  Mittel  um 

Botschaften, d. h. Informationen, zu entschlüsseln. Sie unterstützen Kulturvermittlung 

auf Websites.

In dieser Arbeit stellte sich heraus, dass sich Ben Shneiderman's „Golden Rules” für 

Hypertext  in  Reiseführern  wiederfinden  und  sich  Hypertext  somit  hier  sehr  gut 

anwenden  lässt.  Es  kann  davon  ausgegangen  werden,  dass  Kulturtouristen,  eine 

besondere  Zielgruppe,  sich  nur  für  einen  bestimmten  Teil  des  großen 

Informationsangebots eines Reiseführers interessieren, und sie folglich vom Vorteil der 

Anwendung von Hypertext auf Reiseführer profitieren. Websites sind eine besondere 

Form von Kommunikation, die den Nutzern Zugang zur Informationsübertragung sowie 

zur Kulturvermittlung bietet.  Es ist sehr wahrscheinlich, dass Touristen, die sich nur 

über  einen  Bruchteil  der  in  Reiseführern  angebotenen  Informationen  informieren 

möchten,  in  Zukunft  häufiger  Online-Reiseführer  als  deren  gedruckte  Ausführungen 

hinzuziehen  werden.  Der  leichte,  schnelle  und  nahezu  unbegrenzte  Zugang  zu 

Informationen, sowie die multimediale Ausstattung macht Online-Reiseführer einfach 

attraktiver und interessanter.



Appendix I: Screenshots Group I

Fig. 1: Bwana Zulia's Kenya Travel Guide



Fig. 2: Insight Guides



Fig. 3: Kenyalogy



Fig. 4: Kenyaspace



Fig. 5: Lonely Planet



Fig. 6: Magical Kenya



Fig. 7: Pilot Destination Guide



Fig. 8: Rough Guides



Fig. 9: Tim's and Lara Beth's Kenya



Fig. 10: Word Travels



Fig. 11: World 66



Fig. 12: Worldsurface



Fig. 13: World Travel Guide



Appendix II: Screenshots Group II

Fig. 1: Africa.com



Fig. 2: Africa Point



Fig. 3: Go 2 Africa



Fig. 4: Kenya-Travel



Fig. 5: Kenya Travel Ideas



Fig. 6: One World - Nations Online



Fig. 7: The Africa Guide



Fig. 8: Tourism Kenya



Appendix III: Screenshots Group III

Fig. 1: Africanet

Fig. 2: Kenya Beach Travel



Fig. 3: Kenya.com



Fig. 4: Kenya1Tours

Fig. 5: RC Bowen Kenya Page



Fig. 6: Virtual Tourist



Fig. 7: VisitKenya



Fig. 8: Visit-Kenya



Fig. 9: Will Go To
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