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I 

FOREWORD 

Namibia has come a long way in its tourism development since 
independence and is relatively a small tourism market in world terms. 
Namibia is much admired internationally for its efforts of growing a 
vigorous and dynamic tourism sector in a sustainable way.  

  

Tourism is the most competitive economic sector globally. In line with 
the National Tourism Growth and Development Strategy, Namibia is 
among the most competitive tourist destination in Africa by 2017, as 
measured by the World Economic Forum Travel and Tourism 
Competitiveness Index. This growth has to come through an increase in 
tourism arrivals.   

  

The opportunity is there for Namibia to grow its tourism arrivals and thus employment from 
tourism.  To achieve the above, it requires recognition that tourism business is one of the world’s 
most competitive industry, taking full account of changes in customer expectations, reduce 
seasonality and the ways that our products are sold in the market place.  For Namibia to succeed, it 
has to enhance its competitiveness by offering an outstanding experience and value for money for 
travelers. 

 

The National Sustainable Tourism Growth Strategy and the National Tourism Investment 
Promotion Profile and Strategy were passed by both Cabinet and Parliament. What now remains is 
for the whole of government and the private sector to embrace its implementation and work 
together in growing tourism arrivals, increasing length of stay, increase spending and the 
geographic spread of tourists across all of Namibia to ensure all Namibians get a share from the 
multiplier effect of tourism. 

  

This report shows a positive growth in tourists’ arrivals into Namibia, it is therefore of utmost 
importance that all sectors both public and private recognize this fact and work together in the 
interest of Namibia’s competitiveness.  The report may therefore be used as a handy decision-
making tool in the tourism sector or as reference material for research purposes. I urge readers 
that data contained herein should be interpreted within the Namibian context.  

  

Finally, on behalf of the Ministry, I would like to thank the Namibia Tourism Board for its tireless 
marketing efforts, Ministry of Home Affairs and Immigration for its continued support in the 
compilation process and tourism stakeholders for their advice and cooperation. 

 

Last but not least I must also thank the Namibian Tourism Private sector for their collective efforts 
and in concert with government in ensuring that Destination Namibia remains competitive, the 
contribution to Gross Domestic Product continues to grow and the multiplier effect of tourism 
continues to make a positive difference in the livelihoods of especially rural Namibians.    

 

______________________________ 

Hon. Pohamba Shifeta (MP) 
Minister of Environment and Tourism 
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63.0% Male 

37.0% Female 

Angola, South Africa,  Zambia, 

Germany, Zimbabwe, Botswana, 

United Kingdom, United States, 

Other Africa, France 

5.1% increase from 2014 to 2015 

12.0% increase from 2013 to 2014 

45.6% Visiting Friends & Relatives 

38.9% Holiday 

12.9% Business 

2.7%   Others 

12.4% increase of tourists from 
North America from 2014 to 
2015. 

10.2% increase of tourists from 
North America from 2013 to 
2014. 

65.7% are above 40 years from 
European Tourists. 

62.1% are  above 40 years from 
North America. 

43.0% Came between May —September. 

28.7% Came between January—April. 

28.3% Came between October—December. 

25%North Eastern Border Posts. 

24% Northern Border Posts. 

23%Hosea Kutako  International  

Airport 
17% Southern Border posts 

Germany, United Kingdom, 

United States, France, Swit-

zerland, Holland, Other coun-

tries, Italy, Portugal, Belgium 

 

70.8% Road users 

27.1% Air users 

8.7%  Visiting Friends  

41.8% Holiday 
10.7% Business 
 

0.7 % decrease from 2014 to 
2015 

16.9% Increase from 2013 to 
2014 

50.8% under 40 years 

49.2% are 40 years and above  

 

22 days for visiting Friends  

19 days for holiday 
15 days for Business 
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Objectives 

The Tourist Statistical Report for 2015 depicts the statistics on tourists arrivals in Namibia. The 

main objective of this report is to provide timely and quality statistics to all stakeholders of the 

tourism sector. These statistics can also be used for planning, budgeting and evaluation of tourism 

programmes and projects as well as for general purposes. The key users of tourism statistics include 

the Government of the Republic of Namibia (GRN), the Namibia Tourism Board (NTB), Namibia 

Statistics Agency (NSA),  the Bank of Namibia (BoN), National Planning Commission (NPC), 

Federation of Namibia Tourism Association (FENATA) and all its members, research institutions, 

NGOs, donors, universities and the general public. 
 

Report sections 

The first section of this report contains comprehensive statistics presented in graphic forms that 

include Foreign arrivals profile; tourists arrivals profile; tourists arrivals by region, purpose of visit, 

intended length of stay, gender, age group, point of entry, mode of travel and seasonality of travel.   

The second part is an Annexure containing detailed statistical tables covering information on 

tourists as specified in the first section. 
 

Key Concepts and Definitions 

 

Foreign Tourist  

A foreign tourist is defined as “any visitor travelling to a country other than that of his/ her 

residence but outside his/her usual environment for more than 1 night but less than 12 months and 

whose main purpose of visit is other than the exercise of an activity remunerated from within the 

place visited”. This is the United Nation World Tourism Organisation (UNWTO) definition used to 

identify who is a foreign tourist visiting Namibia. 
 

Country of Residence 

The country of residence is one of the key criteria for determining whether a person arriving in a 

country is a “visitor” or “other traveller”, and if a “visitor” whether he/she is a national or overseas 

resident. The underlying concept in the classification of international visitors by place of origin is the 

country of residence, not their nationality. Foreign nationals residing in a country are assimilated 

with other resident for the purpose of domestic and outbound tourism statistics. 
 

Purpose of Visit 

The main purpose of a tourism trip to a country (or place) is defined as “the purpose in the absence 

of which the trip would not have taken place”. It is determined by the main activities in which the 

visitors has been or will be involved during the trip at destination. The main purpose of the visit for 

the tourists are classified into four categories which are: Visiting Friends/Relatives, Holiday, 

Business, and Other (those reason that did not fall under the other three categories). 

The above definitions and classifications were applied in this study and, being internationally accepted, will  

allow for global comparison of Namibia’s tourism statistics. 

INTRODUCTION 
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Entry and Exit Points 

All Departure and Arrival Forms 

Forms are collected from 20 
Border posts, 10 airports and 

3 seaports on a quarterly 
basis by MET Officials 

Sorting 

Departure forms are set aside 

Arrival 
Forms 

Departure 
Forms 

Sorting 

Forms completed by Namibians are set aside 

Foreign 
Arrival 

Forms 

Namibian 
Arrival 

Forms 

Sampling Coding 
Data 

Cleaning 

Data  
Verification 

Weighting 
& Analysis 

Draft  

Report 

Manually 
entered into 

CSPro and 
exported to 

SPSS 

A statistical 

sampling method 
used and the sample 

size of 77,864 out of 
1,519,618 for 2015. 

Key variables used 
are entry points, 

months and  

nationality 

Final 

Report 

Stakeholders’ consultation 
Workshop 

METHODOLOGY 
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FOREIGN ARRIVALS PROFILE 

Figure 1: Trends of foreign arrivals by category over the past 5 years 

Figure 2: Foreign arrivals by category 

The total foreign arrivals in Namibia for 2015 were 1,519,618 revealing about 3% increase from 

2014 where it was 1,477,593. As with the past years, the tourists category dominated with a share of 

about 91% followed by same-day visitors with about 7%. The returning residents and others 

categories contributed about 1% each to the total foreign arrivals. 
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WHO VISITED NAMIBIA  IN 2015? 
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TOURIST ARRIVALS PROFILE 

Figure 4: Tourists Arrivals Growth Rate: 2010 - 2015 

Figure 3: Tourists Arrivals by Year: 2010 - 2015 

In 2015, a slight growth of 5.1% was observed in the tourist arrivals as compared to 2014. In contrast to 

the 12.2% increase in tourists arrivals of 2014 as compared to 2013, the 2015 growth was minimal. 
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TOP TEN TOURISTS MARKETS 

The figure below comprise top ten countries contributing to the Namibia tourist market. The three 

countries who brought in a highest percentage of tourists were Angola, South Africa and Zambia who 

constituted 68% of the total tourists arrivals. Other countries that ranked in the top ten were Germany, 

Zimbabwe, Botswana, UK, USA, Other Africa and France respectively. 

Figure 5: Top ten tourists markets 
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TOURIST ARRIVALS BY REGION 

Figure 6: Tourist arrivals from Africa, 2011-2015 

Figure 7: Tourist arrivals from Europe, 2011-2015 

This analysis looked at countries categorised into four regions as follows: Africa, Europe, North America 

and China. A 5.2% increase was noticed in African tourists while the Europeans increased by 5.4%. The 

North Americans increased by 12.4%  while a 0.7% decrease was observed in the tourist arrivals from 

China. 
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Figure 8:  Tourist arrivals from North America, 2011-2015 

Figure 9:  Tourist arrivals from China, 2011-2015 
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TOURIST ARRIVALS BY PURPOSE OF VISIT 

Figure  10: Tourist arrivals by purpose of visit, 2014-2015 

Figure 11: Tourist arrivals by purpose of visit, 2015 

Looking at the Tourist Arrivals by region and purpose of visit, observations revealed that African 

Tourists travelled to Namibia with the aim of Visit Friends/Relatives as shown by the 53% share. 

Europeans, North Americans as well as Other tourists visited Namibia for Holiday purposes as proven 

by the 77%, 71% and 58% respectively. 
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Figure 12: Tourist arrivals by region and purpose of visit 
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Figure 13: Top ten holiday tourists 
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TOP TEN OVERSEAS TOURISTS BY PURPOSE OF VISIT 

Figure 14: Top ten overseas holiday tourists 

Figure 15: Top ten overseas business tourists 
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INTEREST TOURIST MARKETS BY PURPOSE OF VISIT 

NATIONALITY 
VISITING FRIENDS/ 

RELATIVES 
HOLIDAY BUSINESS OTHERS TOTAL 

France 2,134 17,154 792 108 20,189 

Spain 801 4,956 590 199 6,546 

Portugal 5,908 8,271 747 657 15,583 

China 3,173 5,668 2,587 72 11,500 

USA 4,506 17,632 1,328 964 24,430 

      

  Percentage(%)    

NATIONALITY 
VISITING FRIENDS/ 

RELATIVES 
HOLIDAY BUSINESS OTHERS TOTAL 

France 10.6% 85.0% 3.9% 0.5% 100.0% 

Spain 12.2% 75.7% 9.0% 3.0% 100.0% 

Portugal 37.9% 53.1% 4.8% 4.2% 100.0% 

China 27.6% 49.3% 22.5% 0.6% 100.0% 

USA 18.4% 72.2% 5.4% 3.9% 100.0% 

Table 1: Interest tourist markets by purpose of visit 
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INTENDED LENGTH OF STAY 

Figure 16: Average intended length of stay of top ten tourist markets 

 

Tourist arrivals statistics shows that tourists from Zimbabwe came with the intent to stay longer  in   

Namibia as shown by an average of  31 days, followed by tourists from Other African countries and   

Germany with an average of 25 days and 19 days respectively. Botswana and France stayed less with an 

average of 14 days. 
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TOURISTS GENDER PROFILE 

Figure 17: Gender distribution of tourists 

Figure 18: Gender distribution of tourists by regions 

When it comes to the gender distribution of tourists, males represented 63% with a total of 880,991 of 

the overall tourist arrivals while females represented 37% with a total of 506,782. The same pattern 

has been observed during the past three years. 
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TOURISTS AGE PROFILE 

Figure 19: Tourists age distribution 

In 2015, the majority of tourists to Namibia were from the 30-39 age group which contributed the 

highest percentage of 26% followed by 40-49 age group representing 22% of the total tourists arrivals. 

The age group with the least contribution to tourist arrivals was 0-19 with 7%. 

Looking at Age profile by region, the tourists from Africa to Namibia dominated in the 30-39 age group 

with 28%, Europe showed domination in the 60+ age group with 24% while the North America 

dominated in the 60+ age group with 31%. 
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TOURISTS AGE DISTRIBUTION BY REGIONS, 2015 

Figure 20: Tourists age distribution from Africa 

Figure 21: Tourists age distribution from Europe 
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Figure 22: Tourists age distribution from North America 
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TOURISTS POINTS  OF ENTRY 

Figure 23: Tourist arrivals by points of entry 

The North-Eastern Border posts (25.0%), Northern Border posts (23.5%) and the Hosea Kutako 

International Airport (23%) were the main points of entry used by tourists entering Namibia. 
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TOURISTS MODE OF TRAVEL 

Figure 24: Tourists mode of travel, 2014 and 2015  

Figure 25: Tourists mode of travel by regions 

Majority of tourists entered Namibia using roads followed by air as shown in the graph below. 

Comparing 2014 with 2015, there was a fall observed in the use of roads with 72.6% in 2014 and 70.8% 

in 2015 while an increase was noticed in the use of air traveling as shown by 27.1% in 2015 as 

compared to 25.8% in 2014. 

 

Looking at mode of travel by regions in 2015, tourists from Africa tend to use roads when visiting 

Namibia while air traveling dominated in the European, North American and Other regions. 
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TOURISTS’ SEASONALITY OF TRAVEL 

Figure 26: Tourist arrivals by month 

Figure 27: Tourist arrivals by quarters 

The overall tourist arrivals showed a high percentage of 10.6% recorded in December followed by 

August with 9.6% while the lowest was 6.5% recorded in January. In addition, the December month 

recorded the highest number of African tourists while  the overseas tourists were at their peak in 

August. 

The highest number of tourists in 2015 was recorded in the last quarter (October-December) 

accounting for 28.3% of all tourist arrivals. However, overseas tourists came in numbers during the 

third quarter (July-September) with 31.4%. 



 

25 

CONCLUSION AND RECOMMENDATIONS 

For the past years, the Namibian tourism sector has been experiencing a positive growth in terms of 
tourist arrivals. This is proven by the number of tourist arrivals recorded for 2015 which was 1,387, 
773, 5.1% growth as compared to 2014. The top ten tourist markets were Angola, South Africa, Zambia, 
Germany, Zimbabwe, Botswana, UK, USA, Other Africa and France. Tourists from Africa grew with 5.2%, 
European tourists increased with 5.4% while the North American tourists had a significant increase of 
12.4%. It is worth noting that there was a 0.7% decrease in China tourists as compared to 2014. 

 

Although there is growth, it is clear that growth has significantly declined and this therefore may affect 
Namibia’s reputation as one of the leading countries in tourism growth and development. 

  

For the purpose of traveling to Namibia, 45.6% of tourists were visiting friends and relatives, 38.9% 
came for holiday, and 12.8% were business tourists while 2.7% visited for other different purposes. The 
air arrivals have increased with 1.3% while the arrivals via road have gone down by 1.8% from 2014 to 
2015. With regard to the average intended length of stay, tourists visiting friends and relatives had an 
average of 22 days while holiday tourists and business tourists had an average of 19 and 15 days 
respectively. 

 

Overall it is important for the sector to market itself aggressively and to offer competitive services and 
prices. It will be necessary to turn the visitors in the visiting friends and relatives category into holiday 
and leisure travellers. The recently launched Domestic Tourism Survey revealed that this category does 
not significantly spend in Namibia since there is no need as they are with friends and relatives. It is 
therefore important that in terms of tourism growth, that contributes to the Gross Domestic Product, 
that we aggressively market Destination Namibia for holiday and leisure travellers. 

  

In order to maintain a positive growth and Namibia’s competitiveness in the world tourism market, 
marketing strategies should be improved to promote Namibia as a quality and value-for-money 
destination. The stakeholders in the tourism sector should be encouraged to be innovative by coming 
up with new products and to provide excellent services in order to attract more tourists and to 
encourage the current and old tourists to return. In this regard it is imperative that the Namibia 
Tourism Board as a matter of priority starts to implement the relevant provisions and strategies 
outlined in the National Sustainable Tourism Growth and Development Strategy in partnership with 
relevant stakeholders. 

 

The results shows that we are still heavily reliant on our traditional source market which is Europe and 
within that Germany and the United Kingdom. It is imperative that we aggressively develop and 
implement a demand driven, research based marketing strategy for Namibia in consultation with all 
relevant partners and in line with the aims and vision of the National Tourism Growth Strategy. Further 
to that we need to develop a strategic plan, business plan and operational plan that responds to the 
realities and peculiarities of the tourism sector and its market demand supply forces if we are to grow 
tourism and break into new and emerging markets. 

A decline in the Angolan tourist arrivals was observed in 2015 which could be attributed to the 
financial crisis that was experienced due to the facing out of the USA dollar. This also led to the 
retrenchment of workers and closing down of some business establishments in Oshikango and other 
northern and north-eastern towns where Angolans used to pass.  
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CONCLUSION AND RECOMMENDATIONS 

These effects might spill over for the next few years to come hence the business owners should 
consider changing their business concepts and customer segments to include the Namibian clients and 
what can be affordable to the Angolan tourists. 

 

The government and Namibia Airports Company should consider turning Hosea Kutako International 
Airport into a tourist hub or regional hub. This would contribute to an increase in tourist arrivals and 
their spending. With the current expansion of the Walvis bay harbour in progress, Namibia should 
consider introducing cruise-ship tourism as a tourism product. 

 

Seasonality still remains a challenge, it is however pleasing to note that there is now an emergence of 
three peaks for overseas tourists notably April, August and October whereas for Africans it is in May, 
September and December. 

 

These findings have implications for our product offering for intra-regional travel, overseas arrivals as 
well as domestic tourism. We need to also start implementing an aggressive inward looking domestic 
tourism marketing strategy as well as intra-regional tourism strategy. 

 

Finally, in line with the National Tourism Growth Strategy we need to all embrace the slogan that 
tourism is everyone’s business and collective adopt the whole of government approach to tourism 
growth and development in concert with the private sector. 
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Table 5: Tourist Arrivals by Nationality and Sex, 2015 
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Table 7: Tourist Arrival by Nationality and Mode of Travel, 2015 
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