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Vision

For Namibia to be a world renowned destination and become the leader in tourism growth 

and GDP contribution in Africa.

Mission

To market and develop tourism to and within Namibia that exceeds our visitors experience expecta-

tions, delivers value to our stakeholders, improves the living standard and sustain the cultural values and 

way of life of our people and enables broad base participation of 

Namibians in the tourism industry.
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FOREWORD
BY THE CHAIRPERSON

In terms of UNWTO reports only 5 percent of global travel is to Africa; 

this is an opportunity to grow. The Africa continent is one of warmth and 

diversity. We are one as humanity and we will express it on the continent 

and to our visitors. 

The past year has been dramatic for tourism in Namibia, with a record arriv-

als of total of 1,499,442 tourists for 2017 reflecting an increase of 2.1% from 

2016. While the arrival figures are peaking, we also advise that the tourists 

are buying down by making use of camping facilities or bringing own food, 

which is adversely affecting restaurants at very remote lodges, etc. But Na-

mibia needs to trump up more drive to attract more tourists spent by both 

domestic and international tourists.

Therefore, beside wider array of baskets of benefits, domestic tourism has 

a critical role to play as it increases pride in the country and a greater respect for international tourists. Therefore, there 

is a need that as a country, we need to cultivate the culture of saving for holidays. But some possible options that can be 

considered by the financial institutions is the possibility of packaging travel deals on credit such as “holiday now, pay later” 

arrangements. To further excite domestic tourism; it is also essential to give them compelling reasons to travel. Example of 

some of the things that businesses could do to attract them could include destinations that elevate more culturally immersive 

experiences for the visitors, or creating events tailored towards local tourists. 

For international discerning travellers, exclusive journeys that are tailored to travellers needs are more relevant than ever. The 

target group of travellers seeking high-end products do not define luxury based on material factors. It is all about memories, 

experiencing something real, authentic and unforgettable on a premium quality level. Namibia is poised to become a magnet 

for culture enthusiasts seeking a deeper understanding of both traditional and contemporary and for good reason. Namibia’s 

culture is preserved; thus remains authentic, but yet untapped. 

For us to reach these tourists the digital revolution is increasingly becoming an essential element in the overall marketing 

plans of tourism destinations for wider reach through distribution across the board. NTB is well under way to embrace digital 

marketing, as part of its 360 degrees integrated marketing strategy.

On behalf of the Board and the leadership team, we are delighted to present NTB’s annual Report for the past financial year 

ending 31st March 2018. 
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STATEMENT

In the fi nancial year 2017/2018, we began a signifi cant programme to 

develop a new strategic plan to be completed by December 2018, af-

ter consultations with the stakeholders. The strategy shall take our suc-

cesses of the past and the new paradigm shift of transforming the Namibia 

Tourism Board into a destination marketing agency into account. It shall 

further outline three key priorities for NTB. These are to widen our meas-

ure and targeting of value to manage our source markets, as a strategic 

investor would and to work towards adopting quality assurance schemes to 

position Namibia as a quality off ering destination. We also intend to work 

more closely with others to build knowledge and expertise.

All above, must be underlined by Namibia’s global ability of working con-

sistently to become the leader in environmental protection to ensure the 

sustainability of the very resources on which tourism is premised by seek-

BY THE CHIEF EXECUTIVE OFFICER

ing a balanced interaction between three essential factors in the tourism industry. These are the appropriate management 

of natural and cultural resources, improvement of communities’ quality of life in conservancy areas, and economic success 

that contributes to other national development programmes. Therefore, one of the key objectives in the Financial Year 2018 

was to support the Government’s tourism strategy in ensuring all regions benefi t from tourism. To support sustainable value 

growth, we actively started promoting the KAZA Transfrontier Park of which the focus was to continue to create awareness 

to enable regional dispersal. This is an eff ort in support of the Four (4) Rivers Tourism Route developed, with the assistance of 

the MCA-Project, of which the Four Rivers Route transcends the KAZA Transfrontier Park. 

Another key area of this has been self-drive tourism. For the past two years, NTB has steadily communicated the message of 

safer driving to trade agents and directly to consumers. We have promoted safer driving; however, our content needs to be 

updated to promote safety via direct marketing, social media and with an interactive online games to generate awareness of 

driving on gravel road conditions and isolated crime spots.

The resource allocation decisions were based on the extent to which each proposed activity would contribute towards the 

delivery of NTB’s mandates.  In Financial Year 2018, NTB’s activities were funded primarily from the tourism levy, whereas 

government grant is in decline. 

I take gratitude in thanking the Board leadership of the NTB, and committed management and staff .

Item FY18 Actual N$             FY18 Budget N$
Government Grant $10,000,000 $10,000,000
Tourism Levy $42,602,684 $40,000,000
NTB Own Revenue $5,344,239 $5,247,378
Total Revenue $57,946,923 $55,247,378
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The Board

The Namibia Tourism Board is an entity established under the Namibia Tourism Board Act, 2000. 

The Namibia Tourism Board is governed by a Board appointed by the Minister of Environment and Tourism. All decisions 

relating to the operation of the Namibia Tourism Board are made by, or under the authority of, the Board in accordance with 

the Namibia Tourism Board Act 2000. In accordance with the Namibia Tourism Board Act 2000, the Board must have five 

members. The Minister’s formal line of accountability with the Namibia Tourism Board is through the Board’s Chair. Board 

appointments are generally for three years, with reappointment possible. The composition of the Board reflects a balance of 

tourism industry and commercial expertise.

The Board meets at least four times a year, including a one-day meeting to review the organisation’s on-going strategic di-

rection. This strategy meeting for now focused on the development of the five year strategic plan, but going forward it shall 

initiate the business planning process which should inform the preparation of the annual Statement of Intent.

Delegation

The Board delegates day-to-day management of NTB to the Chief Executive Officer who is directly accountable to the Board 

through the Chairman. . The Namibia Tourism Board’s Delegated Authorities Policy is set by the Board and reviewed time-to-

time.

Appropriate formal processes are in place for reporting back to the Board.

Induction and Development

The Namibia Tourism Board introduces each new Board member to the organisation through an induction process, which in-

cludes presentations by the executive management team on the activities of their respective departments at Board meetings 

or time spent with senior executives who are responsible for providing the strategic input to the Audit Committee, Marketing 

Advisory Committee, Standards and Industry Human resources Advisory Committee. Members are also encouraged, where 

appropriate, to attend tourism and industry-related events such as International trade fairs, networking events and other 

industry events.

GOVERNANCE
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BOARD MEMBERS

CORE LEADERSHIP TEAM

Madelein /Goagoses
(Vice Chairperson)

Marie Friede
(Board member)

Kishi Silas Shakumu
(Board member)

Paul Brinkmann
(Chairperson)

Digu  //Naobeb
(CEO)

Bornventure Mbidzo 
(Head of Industry Services)

Freddie Scholtz
(Head of Finance & IT)

Maureen Posthuma
(Head of Marketing)

Beneductice Nakuta 
(Head of Corporate Services)

Terence Makari 
(Board Member)
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SOURCE MARKETS NUMBER TRADE ACTIVITIES 
DONE

BRIEF DESCRIPTION OF 
THE EVENTS

DELIVERABLES YIELDED

EUROPE

Destination workshops / 
Namibia presentations

8 Aviareps Around the World 
(Brussels) 

Reached 220 TA’s & TO’s?

Visit Africa Association 
(Amsterdam)

Reached 41 TA’s 

Dertour Deluxe Campus (DE) Reached 50 TA’s

Dertouristik Summer 
Opening (DE, AT, CH)

Reached 1,561 TA’s

Gebeco Foodboom (DE) Reached 20 TA’s 

Spotlight on Africa Nordic 
Roadshow (Copenhagen)

Reached 231 TO’s

Spotlight on Africa Nordic 
Roadshow (Oslo)

Spotlight on Africa Nordic 
Roadshow (Stockholm)

High-level trade liaison

5 NTB & SAA Networking 
Dinner (Frankfurt)

Attended by 21 PM’s & MD’s 
of leading TO’s

NTB & Air Namibia 
Networking Dinner (Berlin)

Attended by 20 PM’s & MD’s 
of leading TO’s

NTB & SAA Networking 
Dinner (Paris)

Attended by 194 PM’s & MD’s 
of leading TO’s

NTB & SAA Networking 
Dinner (Milan)

NTB & SAA Networking 
Dinner (Rome)

E-Learning programmes

2 E-Learning Programme – 
FVW Academy (DE, AT, CH)

Reached over 8,000 TA’s 

E-Learning Programme – FTI 
& SAMOVA brand cooper-
ation

Expected reach over 2,000 
TA’s

MICE events & presentations

4 Destination Circle’s Summer 
Summit 

Reached 52 MICE DM’s

MICE Board’s MICE Boat Reached 49 MICE DM’s

Destination Circle’s MICE 
Trophy

Reached 18 MICE DM’s

NTB & Condor MICE event at 
IMEX (Frankfurt)

Attended by 60 DM’s from 
Europe, Asia & Americas

UNITED KINGDOM

Destination workshops / 
Namibia presentations

MARKETING STRATEGIC PRIORITIES AND OUTCOMES
TRADE ENGAGEMENT ACTIVITES

SOURCE MARKETS

EUROPE

UNITED KINGDOM
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5 Trade education – 
Presentation on Namibia’s 
USP’s (face to face)

Reached 35 TA’s 

1 Trade education – 
Presentation on Namibia’s 
USP’s (webinar)

Reached 10 TA’s

High-level trade liaison

4 Satoa event (Northampton) Reached 15 PM’s

Satoa event (London) Reached 16 PM’s

ATTA event (London) Reached 95 TO’s

Celebrate Africa Workshop 
(Cirencester)

Reached 11 PM’s

E-Learning programmes

1 E-Learning Programme – 
Namibia Know it all 

362 new entrants / sales 
agents

CHINA

Destination workshops / 
Namibia presentations

1 Africa Showcase Asia 
Roadshow (Hong Kong)

Reached 24 TO’s

REST OF ASIA

Destination workshops / 
Namibia presentations

2 Africa Showcase Asia 
Roadshow (Kuala Lumpur)

Reached 73 TO’s & Travel 
Counsellors

Africa Showcase Asia 
Roadshow (Singapore)

Reached 66 TO’s & Travel 
Counsellors

High-level trade liaison

1 Courtesy call at Namibia 
Diplomatic Mission (Kuala 
Lumpur)

NORTH AMERICA

Destination workshops / 
Namibia presentations

2 Africa Showcase US 
Roadshow (Washington)

Reached 78 TO’s & Travel 
Counsellors

Africa Showcase US 
Roadshow (Los Angeles)

Reached 80 TO’s & Travel 
Counsellors

High-level trade liaison

1 Courtesy call at Namibia 
Diplomatic Mission 
(Washington)

SOUTH AFRICA

Destination workshops / 
Namibia presentations

3 Namibia Roadshow 
(Cape Town)

Reached 146 TO’s & TA’s

Namibia Roadshow (Durban) Reached 71 TO’s & TA’s

Namibia Roadshow 
(Johannesburg)

Reached 90 TO’s & TA’s

CHINA

REST OF ASIA

NORTH AMERICA

SOUTH AFRICASOUTH AFRICASOUTH AFRICASOUTH AFRICASOUTH AFRICASOUTH AFRICASOUTH AFRICA
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NAMIBIA

Stakeholder Engagement

1 Fenata Tourism Forum 
(Ongwediva)

1 HTTF & HAN Gala 
(Windhoek)

1 TASA AGM (Windhoek)

1 Fenata Stakeholder Session 
(Windhoek) 

1 Eco-Awards Management 
Committee meeting 
(Windhoek)

2 Seminar on Intellectual 
Property (Ongwediva)

Seminar on Intellectual 
Property (Windhoek)

3 National Tourism 
Competitive Advisory 
Council (NTCAC)

1 Motor Vehicle Accident Fund 
(MVA Fund)

Discussion on joint marketing 
initiatives

1 National Planning 
Commission (Windhoek)

Short presentation on 
strategic approach and 
related success stories 

1 Ministry of Environment 
& Tourism (Windhoek)

Presented media release at 
launch of MET 2016 Statistics

1 Ministry of International 
Relations and Cooperation 
(Windhoek)

Presentation at Pre-posting 
Induction and orientation 
training for diplomats
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VISITING JOURNALIST PROGRAMME (VJP)

SOURCE MARKETS NUMBER OF VJ’s 
HOSTED

BRIEF DESCRIPTION OF 
THE EVENTS

DELIVERABLES YIELDED

EUROPE

Individual journalists in 
joint-venture with Air 
Namibia, SAA & 
Outbound TO

1 TV Producer (DE) Travel Documentary on TV 
channel (Sat1; Reach: 900,000 
viewers) 

1 Journalist (DE); Key story 
angle: The Namibian 
coastline

Travel feature in regional news-
paper (Süddeutsche Zeitung; 
Circulation: 300,000) 

1 Freelancer (DE, AT, CH); Key 
story angle: Conservation & 
Communal conservancies 

Update version of Namibia 
Travel Guide (Baedeker 
Travel Guide; Circulation: 
25,000 

1 Freelancer (DE, AT, CH); Key 
story angle: latest tourism 
developments in the Cuvelai 
& Zambezi Regions as well 
as special feature on Etosha 
National Park

Various articles in travel 
magazine (Süd-Afrika 
Magazin; Circulation: 30,500) 

1 Freelancer (DE, AT, CH); Key 
story angle: Conservation 
projects in Namibia

Article in special-interest mag-
azine (Pure Value; 
Circulation: 40,000) 

1 Journalist (NL, CH); Key 
story angle: Motorbiking 
Tours in Namibia

Travel feature in special in-
terest magazine (Moto Sport; 
Circulation: 40,000) 

1 Freelancer (DE); Key story 
angle: vibrant Katutura 

Various articles in travel maga-
zine (Süd-Afrika 
Magazin; Circulation: 30,500)

1 Photographer (DE); Key 
story angle: Cultural 
experiences in the 
Cuvelai-region

1 Freelancer (CH); Key story 
angle: Conservation & 
Communities in the Zambezi 
Region

Article in conservation maga-
zine (Terra; Circulation: 36,470) 

2 TV Producer (DE); Key story 
angle: Namibia’s colonial 
past vs modern Namibia 

Socio-political documentary on 
TV channel (N24) 
presented by well-known 
ex-editor-in-chief and publisher 
of most important socio-po-
litical magazine (Spiegel) and 
newspaper (Die Welt) in 
Germany.

1 Freelancer (DE); Key story 
angle: Namibia for kids

Feature on Namibia in family 
magazine (Kinder; 
Circulation: 205,423)

SOURCE MARKETS

EUROPE
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1 Blogger (DE, AT, CH); Key 
story angle: Namibia as ideal 
self-drive destination for the 
adventurous traveller 

Blog posts on Good Morning 
World; Reach: 35,000 unique 
visitors / month; 7,100 
Facebook fans; 3,600 Twitter 
Follower; 23,000 Instagram 
Follower; 1,500 Pinterest 
Follower; 320 Google+ Follower; 
800 newsletter subscribers

DE Media Group BEEFER 
in joint-venture with Air 
Namibia & Outbound TO

6 Journalist + Photographer 
(DE)

Features on Namibia in spe-
cial-interest magazines on Cui-
sine / Food trends (20 Minutes; 
Circulation: 442,994 + (Fire & 
Food; 
Circulation: 35,000) + (Taste & 
Travel; Circulation: 30,000)

Infl uencer (DE) Features on Namibia on Food 
Blogg (High Foodality; Reach: 
50,000 Follower)

Celebrity Chef & Infl uencer 
(DE & DK)

Follower: 1 million

Product developer (DE) Website / Blog (Beefer.de; 
Reach: 8,800 Follower)

TV Presenter & Infl uencer 
(DE)

Follower: 100,000

Key story angle: BBQ in 
Namibia, Micro Brewery; 
Beefer stations 

Media Group in joint-ven-
ture with Air Namibia & 
Outbound TO

5 Journalist (DE) Travel feature on online 
platform of infl uential socio-po-
litical magazine (Focus Online; 
Reach: 5,6 million) 

Journalist (DE) Travel feature in regional news-
paper (Rhein-Zeitung; Circula-
tion: 179,429)

Journalist (DE) Travel feature in 
national newspaper 
(Die Welt am Sonntag; 
Circulation: 415,676)

Journalist (DE) Travel feature in special-
interest magazine (360* Afrika; 
Circulation: 5,000; Mannheimer 
Morgen; 
Circulation: 53,156)

Freelancer (DE) Various articles in travel maga-
zine (Süd-Afrika 
Magazin; Circulation: 30,500)
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Key story angle: Cultural 
experiences in the 
Cuvelai-region 

Media Group in joint-
venture with Air Namib-
ia 
& Outbound TO

7 Journalist (AT) Travel feature in regional news-
paper (Tiroler 
Tageszeitung; Circulation: 
96,354)

Journalist (AT) Travel feature in national 
newspaper (Kronen Zeitung; 
Circulation: 1,364,636) 

Journalist (AT) Travel feature in travel 
magazine (Reiselust; 
Circulation: 80,000) 

Journalist (AT) Travel feature in regional news-
paper (Kleine Zeitung; Circula-
tion: 354,683)

Journalist (AT) Destination feature in travel 
trade publication (Traveller; 
Circulation: 10,000)

Journalist (AT) Travel feature in local 
newspaper (Salzburger Nach-
richten; Circulation: 67,426)

Journalist (AT) Travel feature in travel 
magazine (ReiseAktuell; 
Circulation: 43,000)

Key story angle: Cultural 
experiences and unique 
selling points of Southern 
Namibia

Infl uencer Group in 
joint-venture with 
Olympus Germany, Air 
Namibia & Outbound TO

4 Infl uencer (DE) @hannes_becker; Instagram 
reach: 1.1 million Followers

Infl uencer (CH/DK) @cosmokoala; Instagram 
reach: 110,000 Followers

Infl uencer (FI) @kpunkka; Instagram reach: 
xxx Followers

Infl uencer (US) @robstrok; Instagram reach: 
647,000 Followers

Key story angle: Photogenic 
Namibia & Top photo stops 
in Namibia via the lense of 
an Olympus camera

UNITED KINGDOM

1 Photographer (UK); Key sto-
ry angle: Life in the Namib 
Desert

Travel feature in travel mag-
azine (National Geographic 
Traveller; Circulation: 43,936)

UNITED KINGDOM
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1 Freelance Journalist; Key 
story angle: Namibia’s best 
places to stay in Northern 
Namibia

10 Lodge reviews (The Tele-
graph Online; Reach: xxx)

2 Freelance writers (UK); Key 
story angle: Namibia as top 
high-end holiday destination 
describing the highlights, 
activities and niche possibil-
ities for the adventure-curi-
ous luxury traveller.

Travel feature in daily news-
paper (The Irish News; Circula-
tion: 56,000 + 320,000 monthly 
unique visitors); Travel feature 
in online lifestyle magazine 
(Glass Magazine; 839,033 
monthly unique visitors); Travel 
feature in lifestyle magazine 
(London Glossy Circulation: 
100,000 + 255,000 monthly 
unique visitors); Travel fea-
ture in daily newspaper (The 
Scotsman; Circulation: 21,214 
+ 2.1 million unique visitors); 
Travel feature in online lifestyle 
magazine London Economic 
Magazine; 750,000 monthly 
unique visitors)

1 Travel journalist (UK); Key 
story angle: Namibia as top 
holiday destination describ-
ing the highlights, activities 
and niche possibilities for 
the affl  uent UK traveller.

(The Sunday Times; Circulation: 
739,845); Sunday Times Travel 
Magazine; Circulation: 67,934); 
Travel Show on BBC radio; 
Reach: 11,253,000 listeners)

CHINA

0

REST OF ASIA

0

NORTH AMERICA

1 Instagrammer (US) Fly Brother; Worldwide audi-
ence: 70 million

Key story angle: Omulunga 
Palm Route

2 Social Media Infl uencer / 
Instagrammer (Canada)

Reach: xxx

Key story angle: Four River’s 
Route

SOUTH AFRICA

5 TV Production Team & 
Presenters (ZA); Key story 
angle: to show case the fun, 
active, adventures South 
Africans can do in Namibia.

Travel reality show on SABC3 
TV; (The Man Cave; Reach: xxx 
viewers); @ManCave_SA: Ins-
tagram reach: 15,000 Followers 

NAMIBIA

1 NBC radio journalist at 
Indaba

Interview
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MULTI-CHANNEL CROSS PROMOTIONS / 360 DEGREE-CAMPAIGNS

SOURCE MARKETS NUMBER OF CAMPAIGNS 
REALIZED

BRIEF DESCRIPTION OF 
THE CAMPAIGNS

DELIVERABLES YIELDED

EUROPE

Brand Partnerships

5 Online, Social Media, Media, 
Point of sales (POS) and 
Print Campaign with Out-
door Brand TRANSA (CH); 
Main Partners: TRANSA, 
GloboTrek, Globetrotter 
Travel Agencies, Condor 

Reach:  1 million contacts

Online, Social Media, Media, 
Point of sales (POS) and 
Print Campaign with BBQ 
Brand BEEFER; Main Part-
ners: Iwanowskis Reisen, Air 
Namibia

Reach:  1 million contacts

Online, Social Media, Media, 
Point of sales (POS) and 
Print Campaign with Foody 
Community Food boom; 
Main Partners: Gebeco, Air 
Namibia

Reach: 5 million contacts 

Online, Social Media, Media, 
Point of sales (POS) and 
Print Campaign with the Tea 
Brand SAMOVA; Main Part-
ners: FTI, Air Namibia

Reach: 2 million contacts

Online, Social Media and 
Print Campaign with the 
Aerial photography Brand 
dji; Main Partners: dji, Air 
Namibia

Reach: 250,000 contacts 

Airline Partnerships

4 Out-of-Home Campaign, 
Social Media and Online Pro-
motion EUROWINGS (DE); 
Main Partners: Eurowings

Reach: 20 million contacts

Dedicated Namibia promo-
tion on leading travel page in 
Germany: “Urlubsguru.de”; 
Main Partners: Urlaubsguru, 
Qatar Airways

Reach: 5 million contacts

Sweepstake on dedicated 
Micro Page with KLM (NL); 
Main Partners: KLM Royal 
Dutch Airlines

Reach: 500,000 contacts

Development of “Air Namib-
ia Stars” campaign 

UNITED KINGDOM

Brand Partnerships
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1 Main Partners: Nikon (Brand 
Partner), South African Air-
ways (Airline), and Imagine 
Africa (TO)

NTB is working on a content 
and media partnership with 
Lonely Planet and Wanderlust, 
and a Brand Partnership with 
Nikon. Nikon is a Japanese 
multinational corporation 
headquartered in Tokyo, 
Japan, specialising in optics 
and imaging products. The 
campaign includes full access 
to Nikon’s UK consumer data-
base, social media channels, 
a co-branded microsite and 
presence throughout their UK 
website.

Estimated reach: 3,607,167.

Joint-Marketing Campaigns

Cox & Kings Joint Marketing 
Activity                                                                 

Main Partner:  Cox & Kings 
(Tour Operators)

NTB UK partnered with Cox 
& Kings on a joint market-
ing campaign to increase 
bookings to Namibia. The 
campaign included the below 
activity;

- Full-page Compass Magazine 
advertisement– sent to ap-
prox. 30,000 previous bookers 
and subscribers (negotiated 
free of charge)

- X1 full-page advertisement in 
the iPad edition of The Week – 
read by 39K users.

- Compass Online blog post 

- Paid social ‘boosted’ posts 
including carousel format 
(including the promotion of 
above Compass Online blog 
post) to extend reach to target 
audience and leverage C&K 
followers 

In progress

Voyages Jules Verne Joint 
Marketing Activity                                                        

Main Partner:  Voyages Jules 
Verne (Tour Operator)

NTB is working on a content 
and media partnership with 
Lonely Planet and Wanderlust, 
and a Brand Partnership with 
Nikon. Nikon is a Japanese 
multinational corporation 
headquartered in Tokyo, 
Japan, specialising in optics 
and imaging products. The 
campaign includes full access 
to Nikon’s UK consumer data-
base, social media channels, 
a co-branded microsite and 
presence throughout their UK 
website.

Main Partner:  Cox & Kings 
(Tour Operators)

NTB UK partnered with Cox 
& Kings on a joint market-
ing campaign to increase 
bookings to Namibia. The 
campaign included the below 
activity;

- Full-page Compass Magazine 
advertisement– sent to ap-
prox. 30,000 previous bookers 
and subscribers (negotiated 
free of charge)

- X1 full-page advertisement in 
the iPad edition of The Week – 
read by 39K users.

- Compass Online blog post 

- Paid social ‘boosted’ posts 
including carousel format 
(including the promotion of 
above Compass Online blog 
post) to extend reach to target 
audience and leverage C&K 
followers 

Main Partner:  Voyages Jules 
Verne (Tour Operator)
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NTB UK partnered with 
Voyages Jules Verne on a 
joint marketing campaign to 
increase bookings to Namibia. 
The campaign involved online 
activity only, including:

- Email Campaign - Jules Verne 
74k database

- Social Media Timeline Posts – 
1 x post on Facebook, Google+ 
and Twitter

- Homepage Tour Tile - vjv.
com

In progress

CHINA

Joint-marketing campaigns

1 NTB China approached 
Travelzen, one of the biggest 
tourism enterprises in China, 
to jointly launch “My Favour-
ite Consumer Voting Cam-
paign” to promote Namibia 
to Chinese tourists. 

Expected reach: 12 million 
contacts

NAMIBIA

1 Put Foot Rally NTB was main facilitator 
of the “Put Foot Rally” 
a fi ve-country self-drive 
project for 600 adventure 
seekers in 200 vehicles from 
all over the globe. NTB 
liaised with stakeholders and 
Government Departments 
(Customs, Immigrations, 
Welfare/Social Services 
and Higher Education) and 
received all permissions and 
support letters in a short 
period of time.

2 Digital Marketing Cam-
paigns

#sharemynamibia – win a 
digital camera – campaign; 
Reach: xxx

#sharemynamibia – Christmas 
campaign; Reach: xxx

6 x digital adverts, 6 x website 
banner, 3 x Instagram posts, 
3 x Twitter covers

NTB UK partnered with 
Voyages Jules Verne on a 
joint marketing campaign to 
increase bookings to Namibia. 
The campaign involved online 
activity only, including:

- Email Campaign - Jules Verne 
74k database

- Social Media Timeline Posts – 
1 x post on Facebook, Google+ 
and Twitter

- Homepage Tour Tile - vjv.
com

#sharemynamibia – Christmas 
campaign; Reach: xxx

6 x digital adverts, 6 x website 
banner, 3 x Instagram posts, 
3 x Twitter covers

CHINA

NAMIBIA
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TRADE FAIRS & CONSUMER SHOWS ATTENDED

SOURCE MARKETS NUMBER OF NAMIBIAN 
PARTICIPANTS

BRIEF DESCRIPTION OF 
THE EVENT

DELIVERABLES YIELDED

EUROPE

Main Exhibitor: NTB + 3 
Strategic Partners (Air 
Namibia, Namibia Wildlife 
Resorts, Gondwana 
Collection Namibia) + 24 
co-exhibitors

ITB - International Travel 
Exchange (Berlin)

Sponsored table for 5 ETEA 
members; Estimated num-
ber of visitors at consumer 
desk: 2,000; Estimated num-
ber of high-profiled business 
leads: 1,800 (tbc)

Main Exhibitor: NTB & 
Namibian Association of 
Trophy Hunting Operators 
(NATHO)

Hohe Jagd & Fischerei 
Hunting Fair (Salzburg)

Sponsored participation & 
logistical support (space & 
compact stand) for NATHO

SOUTH AFRICA

Main Exhibitor: NTB + 16 
co-exhibitors 

Africa’s Travel Indaba 
(Durban)

Estimated number of 
high-profiled business leads: 
800 (tbc)

NAMIBIA

NTB only Namibia Travel Expo 
(Windhoek)

Table within Unity Square 
did not attract much atten-
tion. Number of contacts: 
120

NTB only Ongwediva Annual Trade 
Fair (Ongwediva)

Number of contacts: 1,500



ANNUAL REPORT 2017/2018  | 19 

TOURISM INDUSTRY PERFORMANCE
Research and Market Intelligence 

The budget cuts and realignment had a significant impact on execution of planned projects by the research unit. 

The Unit received a total of 655 requests for data and/or information from a wide spectrum of users which included local, 

regional and international research, financial and investment institutions, individuals and business in tourism trade, tourism 

students, media and government institutions which is a testimony that there is a great need for relevant and up to date tour-

ism statistics.

(a) Tourism Satellite Account

The Tourism Satellite Account was launched in January 2018 by the Hon. Minister of Environment and Tourism, Pohamba 

Shifeta. The direct contribution of the tourism sector in 2015 is estimated at N$5.2 billion of value added and more than 

44,700 jobs. Using the broader economy concept (this includes indirect effects and makes allowances for investment spend-

ing in support of tourism activities) the contribution rises to N$15.1 billion (representing 10.2% of overall GDP) and 100,700 

jobs (14.5% of total employment). 

Preliminary estimates for 2016 show an improvement on these figures: N$16.7 billion (10.5% of overall GDP) and 101,000 jobs 

(14.9% of total employment). 

The outlook for the sector over the next four years remains positive and robust. In 2020 tourism-related value added is ex-

pected to reach N$26.4 billion (11.7% of overall GDP) and employment generation is likely to be above 123,000 jobs (16.4% 

of total employment). These projections are consistent with an increase in foreign tourist arrivals from 1,387,773 in 2015 to 

1,724,000 in 2020.

   (b)  Tourist Accommodation Statistics 2017

Namibia offers an extensive choice of accommodation facilities, ranging from self –caterings to luxury full board facilities. 

Statistics on capacity and utilization of accommodation are compiled on a regular basis by the Namibia Tourism Board from 

the levy return data submitted by the registered accommodation establishments. Further, it highlights the general tourism 

performance with regards to utilization and travel trends from the source markets.
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Figure 1: Bed occupancy rate by month (2013 - 2017)

Figure 2: Bed occupancy rate by month (2016 vs 2017)

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Avr
2017 31% 25% 29% 36% 35% 29% 43% 46% 49% 49% 31% 31% 36%

2016 24% 25% 32% 32% 34% 27% 41% 42% 38% 35% 40% 36% 33%
2015 21% 25% 28% 29% 30% 25% 33% 39% 32% 36% 37% 13% 28%

2014 27% 34% 33% 39% 34% 31% 41% 47% 46% 45% 37% 31% 38%

2013 23% 29% 28% 44% 32% 31% 36% 47% 43% 45% 46% 34% 37%
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April/May, and July to October remains the tourism peak season in Namibia as illustrated by Fig.1 above. This means that 

there is still substantial opportunity to leverage occupancy to smooth out curve of high season.

Figure 2 above shows that bed occupancy rates  for 2017 were generally better compared to 2016. 

31%31%

25%25%25%
29%29%29%

36%36% 35%35%35%

29%29%29%

43%43%43%43%
46%46%

49%49% 49%49%

31%31%31% 31%31%31%

36%36%36%

24%24%24% 25%25%25%

32%32%32% 32%32%32%32%
34%34%34%

27%27%

41%41%41%
42%42%

38%38%
35%35%35%

40%40%

36%36%

33%33%33%

0%

10%

20%

30%

40%

50%

60%

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Avr

2017

2016

 ACCOMMODATION UTILISATION

Bed occupancy rates

The average bed occupancy rate for 2017 was three percentage points higher than that of 2016 as indicated in fi gure 1 below.
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Figure 3: Average Bed occupancy rate by category (2016 vs 2017)

Figure 4: Average Bed occupancy rate by region (2016 vs 2017)
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Fig. 3 above shows that Tented camps, Hotels, Lodges and Guesthouses recorded an increase in 2017 compared to 2016.

Figure 4 above illustrates that Erongo (40% vs 22% ),  Hardap (44% vs 24% ), Oshikoto (47% vs 35%) and Karas (38% vs 33%) 

had execptionally good occupancies in 2017 compared to previous year.
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Figure 5: Tourist Arrivals by Year: 2013 - 2018

Figure 6: Tourist Arrivals - Growth Rate: 2013 - 2018

Figure 7: Overseas Tourist Arrivals : 2013 - 2018
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QUALITY ASSURANCE 
A. Registrations Profile

B. Inspections Profile

Notes: 

(a) A total of 158 new accommodation business were registered 

(b) A total of 183 new regulated businesses were registered

(c) A 341 combined new businesses were registered under the period

Summary

1. A 6.2% growth in accommodation establishment is noted with a 8.3% growth in regulated businesses

2. Fewer routine inspections were conducted with an increase into levy inspections

3. Two grading inspections were undertaken during the review period

NOTE: The increase in business registration is attributed to increased law enforcement operations and such has increased 

the levy contribution 

C. Law Enforcement
 A total of 11 criminal cases were opened with the Namibian police against illegal businesses

Classes/Categories of 
Tourism Business

Number of registered 
businesses by end March 
2017

Newly registered business-
es till end March 2018

Total

Accommodations establish-
ments

2195 158 2353

Regulated businesses 2205 183 2388

Total 4400 341 4741

Classes/Categories of 
Tourism Business

Routine Inspections for 
existing businesses

Star Grading Inspections Total

Accommodation & Regulat-
ed businesses

1001 2 1003

Regulated 680 680

1681 2 1683
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Capacity Activity(ies) 
conducted

Objective Description of the 
industry capacity 
building intervention

Number of 
Participants attended

Number of
participants

Career Awareness 
Campaigns

1. To create career 
awareness among 
school learners from 
Grade 10 to Grade 12 
and provide them with 
career options in the 
Tourism and 
Hospitality Industry 

2. To sensitize school 
learners about the 
importance of the 
Tourism and 
Hospitality Industry to 
Namibia’s economic 
development

3. To expose school 
learners to the 
Tourism and 
Hospitality Industry

4. To distribute career 
guide booklets and 
pamphlets

5. To introduce the 
Namibia Tourism 
Board to the audience 
and to the public

To introduce the 
Namibia Tourism 
Board  to the audience

Conducting of career 
guidance at schools 
and other related 
platforms for the 
Grade 10 – 12 learners. 
Career Fairs attended/
conducted:

1. Ohangwena Region       

2. Khomas Region 
(NUST Annual Career 
Fair)   

3. Kavango East & 
West Regions

2089

2250

2005

2089

2250

2005

D. Industry Capacity Building Interventions
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CORPORATE SERVICES
Equal Employment Opportunities

As per the Employment Equity Act, NTB is required to provide information about compliance with obligations to be a good 

employer, including its Equal Employment Opportunities (EEO) Programme.

Set out below is a work place profile for NTB as 31st March 2018.

Fig 1: Staff Profile

All staff members employed at the Head Office are Namibian citizens and all, with the exception of one (1) are classified as 

belonging to the previously disadvantaged group. NTB operates in 2 foreign offices and employs people of different nationalities, 

race and ethnicity. The organisation recognises the value of a diverse workforce and the importance of working together to 

deliver on outcomes. Women continue to be well represented at all levels of the organisation. They represent 54  percent of 

the permanent staff members employed at the Head Office are female with one staff member with a disability among its 

permanent employees at the Head Office.  

Staff Academic Qualifications

NTB boasts a well-educated Team with some members of Executive Management in possession of a Master’s Degree in 

Tourism and a Master’s Degree in Business Leadership (MBL) whilst some Executive Committee (EXCO) members are in the 

process of completing MBA Programmes and other post graduate qualifications. 

   Racially  Racially Advantage Persons with Non Namibians Total
   Disadvantage    Disability

JOB CATERGORY Male Female Male       Female             Male       Female Male       Female Male        Female

Executive   3   1        3 1
Management 

Middle    2  2      1 1 3 3
Management  

Other staff  17  25     1   17 26 

Total    24 28 1    1   24 29
Permanent employees   

Casual/Temporary  0  3        0 0
or internship 

TOTAL   24   28 1    1   25 29
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NTB staff establishment comprises of the following:

• Six Executive managerial positions, 

• Eleven middle management positions and 

• Approximately 56 non–management positions    

Staff Turnover

During the period under review three staff members have resigned (one middle management member, one supervisor and 

one ordinary staff member) which  translates into a staff turnover of 6 percent which is within acceptable levels vis-a-vis best 

practices related to labour related evaluations of staff turnover management        

The overwhelming majority of other staff members are in possession of a tertiary education qualification either in the form of 
a Certificate, Diploma or Bachelor Degree and only 21 percent of permanent staff members are not in possession of a tertiary 
education qualification. 

Presently eight (8) staff members are active students in various fields such as Business Management and Administration 
(Post and Undergraduate levels), Tourism and Marketing Management, Supply Chain and Logistics, either on a distance or 
part-time mode which is further testimony that NTB employees practically subscribe to the continuous education concept 
Life Long Learning.    

Employment type

Position Band   Fixed Term Contract   Permanent  Contract
    Employees    Employees

Executive Management   4    0

Middle Management   2    4

Other staff    0    44

TOTAL     6    48

    Staff

    Resignations

JOB CATERGORY   Male    Female    TOTAL

Executive Management  0    0   0

Middle Management  1   0    1

Other staff    1    1    2

TOTAL     2    1    3

Qualification Type  Executive Management        Management          Other Staff

Postgraduate    3      2   0
(Postgraduate Diploma, 
Masters degree, etc) 

Graduate (Bachelors degree) 0     5     11 

Diploma            13 

Certificate           5

Grade 12           12 

Grade 10 and below          2 
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NTB Windhoek - Namibia
Private Bag 132244, Windhoek
Tel: +264 61 290 6032
Fax: +264 61 254 848
Email: info@namibiatourism.com.na
www.namibiatourism.com.na


