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Namibia renowned as the sought-after 

tourism destination in Africa

To sustainably market and develop tourism 

to and within Namibia by exceeding our 

visitors’ experience and expectations, adding 

value to our stakeholders, yielding enhanced 

quality of life for all our people
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BY THE BOARD CHAIRPERSON

MR PAUL BRINKMANN

Climate change and its impacts is one 

of the key talking points within the 

world currently and the Namibian 

Tourism sector and its stakeholders can be 

said to be world leaders in addressing this. 

It is endemic within the tourism fraternity 

to believe in protecting our environment for 

future generations and possibly, more 

concretely, for future sustainable growth 

and exploitation for tourism.

This has been done hand in hand between 

both private sector as well as Government, 

through its Environment and Tourism Minis-

try. On the one hand, Government is at the 

forefront in supporting through Environmental 

Investment funds projects that are geared 

to reduce climate change impacts through 

green technology and innovative activities. 

All these efforts are in support of developing 

a resilient and sustainable tourism industry in 

this arid nation. On the other, through words 

and deeds, the local tourism industry has con-

servation and low impact on the environment 

at the forefriont of its endeavours through in-

itiatives such as the Eco-Awards, aimed at re-

warding tourism businesses and operators who continually are implement-

ing interventions to reduce the carbon footprint. Although not recognised as 

a separate industry in its own right in the economic pillars, Tourism remains 

one of the main economic development drivers in the current economic cli-

mate, possibly the strongest contributor to employment. By its very nature, 

tourism done right is the long term exploitation of the same resource which 

is more sustainable than any other enterprise and good for long term devel-

opment of the country and its people.

We are currently working on high priority key deliverables to shift our ability 

to impact tourism to the next level. One of the key levers is the development 

of the Strategic plan that shall usher in the new era of aligning the Namib-

ia Tourism Board to international best practices but with local dimension. 

This will enhance our dynamism to propel destination marketing and quality 

management by transforming or refocusing the NTB into primarily a nation-

al destination marketing agency. The key focus is to attract more guests to 

Namibia, thereby growing the industry, creating jobs and wealth for all. 

Although working with limited funds, looking back to 2018/2019 financial 

year, we can celebrate many small successes. Our key source markets have 

been nurtured and continue to deliver and we have had successes with joint 

marketing campaigns that are the envy of other tourist Boards. We have 

grown our levy base exponentially to ensure that we cover our cash flow 

costs. Through teamwork and the continuous dedication and hard work of 

the Board, the CEO and staff, we have contained non-essential expenditure 

and were able to manage our cash flow whilst having executed our mandate. 

The Government grant has dwindled to a mere N$6million whilst foreign 

currencies in which we trade increased exponentially. We are keenly aware 

that alone we cannot really execute and re-balance our successes with limit-

ed funds, an issue the Government must be reminded of.  

We therefore keep embarking on partnerships with airlines, inbound op-

erators, local and international industry and Namibian Foreign Missions to 

deliver our targets. Without doubt NTB shall continue to propel leisure and 

business tourism and reinforce how important tourism is to the mainstay of 

the economy of Namibia. In closing, on behalf of the follow Board members, 

I unreservedly express our support but at the same time our appreciation for 

the Chief Executive Officer, management and staff to continue to strive for 

excellence in their work. 

FOREWORD
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There is still more growth opportunity for Namibia, if unbridged birth cer-

tificate requirements is moderately managed and visa facilitation either on 

arrival or online application is enabled. On the home front, NTB has been 

propelling tourism agenda. One of such is the intent that tourism is the sea-

bed for the emerging small and medium enterprises. In this regard, it hosted 

an event for the emerging entrepreneurs on the fringes of the Ongwediva 

trade fair, and it assisted number of SMEs to attend Indaba trade fair 2018 

in Durban, South Africa and ITB, Berlin, Germany. It also supported 4 SMEs 

to attend Trophy Hunting Fair in Switzerland, albeit having limited funds. 

Other noteworthy achievement is the accolades that it was awarded as sec-

ond runner up for the best destination stand at Indaba trade fair and best 

tourist destination in China. All these signifies embodiment of innovation 

and creativity to activate interest for travel to Namibia, especially now that 

air access and connectivity is greatly improved. Despite dwindling govern-

ment grants, which are not in concert with the funding models of higher 

achieving tourism boards globally, with whom NTB must compete in the 

international arena, we had to constantly adjust to these dynamics to forge 

partnerships to realise our mandate. Thus, we are greatly indebted to Air 

Namibia, Ethiopian  Airlines, South African Airways, international brands 

and outbound partners, Namibian operators, in particular NWR, for their 

support and commitment to the common goal to drive tourist arrivals to 

Namibia in order to great employment in support of Government’s agenda 

to alleviate poverty  As I conclude, I echo thanks and appreciation to the 

Board, management and staff, and trust we shall continue to thrive despite 

the odds and challenges. 

MR DIGU //NAOBEB

BY THE EXECUTIVE OFFICER

We are optimistic about the pros-

pects for this tourism industry 

going forward despite chal-

lenges such as slowing economic growth, 

Brexit, populism in Europe Hepatitis E and 

Ebola, as UNWTO predicts worldwide inter-

national tourist arrivals that shall increase by 

6% to total 1.4 billion in 2018, once the Min-

istry of Environment and Tourism releases 

2018 tourist arrival figures to Namibia. 

Item FY19 Actual $000’s                      FY19 Budget $000’s

Government Grant $6,000 $ 10,000
Tourism Levies $44,649  $45,000                  
NTB Own Revenue$ $5,698 $7,063
Total Revenue $56,347 $62,063
Total Operating Expense
(excl CAPEX & Loans)

$55,057 $57,325

STATEMENT
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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 fi ve members. The Minister’s formal line of accountabil-

ity with the Namibia Tourism Board is through the Board’s Chair. 

Board appointments are generally for three years, with reappoint-

ment possible. The composition of the Board refl ects 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 direction. 

This strategy meeting for now focused on the development of the 

fi ve year strategic plan, but going forward it shall initiate the busi-

ness 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 Offi  cer 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 includes 

presentations by the executive management team on the activi-

ties 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 

and Chairperson of
Standards & HRD 

Advisory Committee)

Marie Friede
(Board Member

and Chairperson of 
Marketing Advisory 

Committee)

Kishi Silas Shakumu
(Board Member
and Chairperson

of Audit Committee)

Paul Brinkmann
(Chairperson)

Terence Makari 
(Board Member

and Chairperson of 
HR & Remuneration 

Committee)

Bornventure 
Mbidzo 

(Head of Industry 
Services)

Digu  //Naobeb
(CEO)

Beneductice Nakuta 
(Head of Corporate

Services)

Maureen 
Posthuma
(Head of 

Marketing)

Freddie Scholtz
(Head of Finance & IT)
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MARKETING STRATEGIC PRIORITIES AND OUTCOMES
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TRADE ENGAGEMENT ACTIVITES 

NUMBER 
TRADE 
ACTIVITIES 
DONE 

BRIEF DESCRIPTION OF THE PROJECTS DELIVERABLES YIELDED 

EUROPE 

 
High-level trade liaison 

85 B2B meetings  Joint-ventures as a result of 
liaison with DM’s, Airlines, PR 
contacts, Destination Circle. 

Destination workshops / Namibia presentations 
8 Training of retail agents who represent as sales channel over 

75% of sales to long-haul destinations from German-speaking 
Europe. 

Reached 220 TA’s 

1 ASA goes Africa Educational; destination seminars and 
product workshops in Johannesburg, followed by educational 
trips in Namibia, South Africa, Kenya and Botswana. Project 
idea developed by NTB for Association of Africa Specialists 
(ASA). 

Reached 60 well-selected TA’s 

1 Destinations Circle MICE Workshop; destination presentation 
in Munich. NTB is co-founder of this association. The 
participating tourism boards include South Africa, Columbia, 
Abu Dhabi, Singapore, Malta, Germany, Switzerland, 
Portugal, Croatia, Belgium, France, Austria, Netherlands and 
Korea.  

Reached 32 high-level MICE 
DM’s 

1 B2C event with German TO; destination booth shared with 
Air Namibia included Windhoek Lager promotion supported 
by NBL. 

Reached 1,500 high-end 
consumers 

1 Road Show with German TO; destination trainings in 4 cities 
which included on stage presentation of ‘Orange Safari’, a 
cross promotion with Samova tea brand.  

Reached 227 TA’s 

3 Road Show in Hungary; destination workshops with Air 
Namibia in Budapest, Miskolc and Szombathely. 

Reached 120 TO’s  

2 B2B dinner events; destination presentations with Air 
Namibia in Frankfurt and Munich. 

Reached 39 key TO’s  

2 Travel Agent Seminar events with German TO; destination 
training with Air Namibia in Frankfurt and Munich. 

Reached 40 TA’s 

1 Trade event organised by Swedish Travel Trade Magazine; 
destination booth with SAA at the Travel News Market in 
Stockholm. 

Reached 1,233 travel trade 
visitors 

3 Baltic Road Show; NTB information booth in Vilnius, Riga and 
Tallinn. 

Reached 274 travel trade  

1 Travel Agency cooperation; 20 Travel Agents were selected 
to join Namibia seminar followed by a familiarisation trip.  

Reached 20 TA’s  

6 Edutainment with Swiss TO; destination workshops in 
Bellwald. 

Reached 6o TA’s  
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2 AGM of Travel Agent Cooperation; all relevant players in 
tourism were present to meet 500 of the member travel 
agencies.  

Prime positioning of NTB at the 
Travel show and Congress 
during the AGM as a result of 
the Panasonic campaign, where 
NTB created a partnership 
between the TO and TA 
cooperation and brand partner. 
Reached 500 TA’s 

3 Road Show with On Show Solutions (Africa Showcase: 
Southern Europe); destination presentations in 3 cities 
(Madrid, Paris & Milan). 

Reached 132 Trade Participants 

E-Learning programmes 
1 E-Learning Programme – FVW Academy One-year training programme; 

until end of March 2019, 610 
Travel Professionals finished the 
course. 

UNITED KINGDOM 

 
Destination workshops / Namibia presentations / Sales calls 

1 Experience Africa: 3-day B2B event organised by ATTA. Reached 25 TO’s 

1 Bright events: destination workshops in Edinburg and Belfast. Reached 71 TA’s 
1 TravMedia International Media Marketplace; high profiled 

media event attended by all UK media houses and key media. 
Reached 44 Journalists 

E-Learning programmes 
1 E-Learning Programme – Namibia Know it all discontinued 

and replaced with own concept. 
1,250 user registrations 

Market Survey 
1 NTB is interested in finding out whether consumers would 

book a holiday to Namibia direct, or through a tour operator 
and how important is it to book through a travel agent.  

Minimum of 500 participants 
and 10 questions. 

Monothematic Namibia guide 
1 Selling Namibia Guide: Included in monthly edition of Selling 

Travel magazine. 
Reached 14,057 travel trade + 
1,000 add-ons. 

CHINA 

 
Destination workshops / Namibia presentations 

2 Orientation about destination Namibia to sales team of 
Chinese TO. 

Reached 28 TA’s 

1 Destination workshop in Shanghai with Chinese TO and Credit 
Card institution (CEB). 

Reached 53 high-value clients of 
credit card institution. 

1 NTB Roadshow; destination workshops in Shanghai, Beijing & 
Shenzhen. 

9 Namibian companies 
participated; Reached 68 TO’s, 
58 TA’s 14 Travel clubs, 52 
journalists and 12 KOL) 

Destination workshops / Namibia presentations 
1 ITB Asia (Singapore) Reached 24 TOs, 4 destination 

promotion companies and 3 
KOLs 
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1 Road Show with On Show Solutions (Africa Showcase: 
Southeast Asia); destination presentations in 3 cities (Jakarta, 
Kuala Lumpur and Bangkok). 

Reached 34 MICE DN’s and 159 
TO’s 

Trade educational trips 
1 Trade Educational in joint venture with Namibia High 

Commission in Malaysia and Ethiopian Airlines accompanied 
by 1 photographer, 2 travel writers, 1 airline representative, 2 
diplomatic staff, 6 TO’s . 

Improved destination know-how 
among Malaysian travel trade, 
travel reportages on the 
destination Namibia. 

Destination workshops / Namibia presentations 
4 Road Show with On Show Solutions (Africa Showcase: 

Northern America); destination presentations in Boston, 
Chicago, Seattle and Los Angeles). 

150 TO’s and TA’s 

VISITING JOURNALIST PROGRAMME (VJP) 

NUMBER 
MEDIA 
TRAVELLED  

BRIEF DESCRIPTION OF THE PROJECTS DELIVERABLES YIELDED 

EUROPE 

 
Individual journalists from Germany in joint-venture with Air Namibia, SAA & Outbound German 
TO’s 

8 Selected journalists from leading German daily newspapers, 
travel and lifestyle magazines and photography specialist 
journals. 

ADAC Urlaub (circulation: 
135,000); 
AbendzeitungMuenchen 
(circulation: 107,632); 
PassauerNeuePresse 
(circulation: 173,820); B.Z. am 

Sonntag (circulation: 39,218); 
Clever Reisen (circulation: 
50,000); Globetrotte 

(circulation: 400,000); ProfiFoto 
(circulation: 19,400); 
FotoMagazin (circulation: 
44,787) 

2 Professional German videographers. Produced videomaterial for 60 
Seconds video clips for social 
media usage 

Individual journalists from Italy in joint-venture with Air Namibia, SAA & Outbound Italian TO’s 
6 Selected journalists from leading Italian daily newspapers, 

travel and lifestyle magazines and photography specialist 
journals. 

OASIS magazine (circulation: 
30,000); Dimensione Benessere 
(circulation: 50,000); NUOVO TV 
(circulation: 200,000); Il Resto 

del Carino & La Nazione il Giorno 
(circulation: 500,000) 

3 Professional Italian videographers. Produced footage on Omagongo 
Cultural Marula Festival 

Individual journalists from The Netherlands in joint-venture with Air Namibia, SAA & Outbound 
Italian TO’s 
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4 Professional Dutch Videographers. Produced 25 hours of video 
material for Bucketlist Namibia; 
minimum 50 clips of 2-3 minutes 
each for social media usage & 
digital online video platform; 
Estimated reach: 10 million. 

YouTuber Group #RoadTripNamibia in joint-venture with South African Airways 
8 8 well-known selected German YouTuber accompanied 

Namibian singer EES on a Namibian Roadtrip. 

Key story angle: Adventure in Namibia. 

Felix von der Laden  (3,243,567 
subscribers); PietSmiet 

(2,258,420 subscribers); 
DoktorFroid  (717,612 
subscribers); Malternativ 
(222,512 subscribers); Kati 

Karenina (126,952 subscribers); 
Shanti Tan (717,022 
subscribers); Klein aber Hannah 
(276,838 subscribers);EES 
(15,757 subscribers) 

KAZA Group press trip in joint-venture with Boundless Southern Africa 
8 Selected journalists from leading German daily newspapers, 

travel and lifestyle magazines and photography specialist 
journals. 

Key story angle: Present KAZA as a destination for tourists 
and to demonstrate the efforts in the field of conservation. 

Abenteuer & Reisen (circulation: 
54,182); Die Welt (circulation: 
520,463); DPA (Germany’s 
largest news agency) ; SRT 
(serves up to 40 regional daily 
newspapers) 

Northeast Group press trip in joint-venture with German TO 
5 Selected journalists from leading German daily newspapers, 

travel and lifestyle magazines and photography specialist 
journals. 

Key story angle: The wild Khaudum National Park and the 
water-rich Zambezi region. 

Rheinische Post (circulation: 
275,630); Sueddeutsche Zeitung 
(circulation: 343,540); 
Saechsiche Zeitung (circulation: 
207,996), Koelner Stadt-

Anzeiger (circulation: 251,994); 
Nuernberger Nachrichten 
(circulation: 240,435) 

Panasonic Netherlands in joint venture with Dutch TO and SAA 
8 Two Dutch Instagram stars, 2 Dutch photographers, a 

blogger, 2 journalists accompanied by a Panasonic 
Ambassador as part of a brand cooperation with Panasonic. 

Key story angle: Namibia – a photographer’s paradise. 

#sizoobrothers  / @willemsizoo 
/ @bob_sizoo (collaborate with 
brands like Adidas, Puma, Red 
Bull, Nikon, Canon and 
Panasonic) resulted in coverage 
in National Geopgraphic 
Traveller, 
www.droomplekken.nl, 
www.zoom.nl and 
www.travelbook.nl 

Group press trip in joint-venture with German PR agency and Ethiopian Airlines 
3 Selected journalists from leading German daily newspapers 

and travel and lifestyle magazines. 

Key story angle: Community Conservation & innovative 
CBNRM programmes, Torra Conservancy. 

Grund Genug Magazin 
(circulation: 30,000); 
Redaktionsnetzwek Deutschland 
(15 local and regional 
newspapers / circulation: 2.3 
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million copies); Die Welt 
(circulation: 521,636 copies) 

UNITED KINGDOM 

 
Individual journalists from the UK in joint-venture with SAA and Outbound British TO’s 

3 Journalist The Daily Telegraph (circulation: 
335,742) 

Journalist The Sunday Times (circulation: 
707,597) 

Journalist Financial Times (circulation: 
168,548) 

SOUTH AFRICA 

 
3 TV crew Cana Zone IV 2018 

championships took place in 
Namibia. The organisers have 
established a successful 
partnership with Swimming 
South Africa in ensuring that the 
championship received 
exposure on SABC and 
Supersport. 

MULTI-CHANNEL CROSS PROMOTIONS / 360 DEGREE CAMPAIGNS 

NUMBER 
CAMPAIGNS 
DONE 

BRIEF DESCRIPTION OF THE PROJECTS DELIVERABLES YIELDED 

EUROPE 

 
Brand Partnerships 

1 OlympusXplorers in Namibia: Online, Social Media, Media, 
Point of sales (POS) and Print Campaign with camera 
manufacturer Olympus; Main Partners: Olympus (Brand 
Partner), German TO and Air Namibia.  

Reach: estimated 6 million 
contacts. 
 
Prominent positioning of the 
Destination Brand. 

1 The taste of Namibia: Online, Social Media, Media, Point of 
sales (POS) and Print Campaign with spice blender 
Ankerkraut; Main Partners: Ankerkraut (Brand Partner), 
German TO, German TA chain and Air Namibia. 

Reach: estimated 1 million 
contacts. 

Prominent positioning of the 
Destination Brand 

1 Orange Safari with Samova: Online, Social Media, Media, 
Point of sales (POS) and Print Campaign with the Tea Brand 
SAMOVA; Main Partners: German TO and Air Namibia. 

Reach: estimated 2 million 
contacts. 

Prominent positioning of the 
Destination Brand 
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MULTI-CHANNEL CROSS PROMOTIONS / 360 DEGREE-CAMPAIGNS
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1 Lumix Photo Adventure Namibia:  
Online, Social Media, Media, Point of sales (POS) and Print 
Campaign with camera manufacturer Lumix cameras; Main 
Partners: Lumix (Brand Partner), German TO, German TA 
chain and Air Namibia. 

Reach: estimated 5 million 
contacts. 

Prominent positioning of the 
Destination Brand. 

 
1 Panasonic Netherlands Lumix Photo Adventure Namibia:  

Online, Social Media, Media, Point of sales (POS) and Print 
Campaign with camera manufacturer Lumix cameras; Main 
Partners: Lumix (Brand Partner), Dutch TO and SAA. 

Reach: estimated 1,5 million 
contacts. 

Prominent positioning of the 
Destination Brand. 

1 The Namibia Crossing: a 200-km / 5-day race through the /Ai-
/Ais-Richtersveld Transfrontier Park.  NTB partnered with 
Brooks Running (manufacturer of running shoes and 
clothing), Wildrun (event organiser), Runner’s World, (special 
interest magazine), a German TO and Air Namibia to put 
focus on Namibia as a destination of choice for running.  

Activity takes place from 16 – 
22 June 2019 but campaign 
has been promoted from 14 
February 2019. 

Expected reach: Runner’s 

World magazine (circulation: 
37,009) 

Brooks Running facebook 
page: 1,339,339 fans 

Call-2-Action: Running tours 
developed by TO. 

1 Land Rover Experience Tour, KAZA 2019: Namibia, Botswana, 
Angola, Zambia & Zimbabwe. NTB is exclusive destination 
partner. Starting point is Popa Falls. 

Pre-scouting team produced 
social media and video 
footage (3,325,978 views on 
YouTube). 

Prime positioning of NTB logo 
on all advertising channels and 
all the vehicles. 

UNITED KINGDOM 

 
Brand Partnerships 

1 Nikon in Namibia: 
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 database, social media channels, a co-
branded microsite and presence throughout their UK 
website. 
Main Partners: Nikon (Brand Partner), UK TO and South 
African Airways. 

Reach: estimated 3.5 million 
consumer. 

12,978 competition results. 

1,987,420 impacts / 
impressions. 

Additional media value in 
excess of £ 12,950. 

Prominent positioning of the 
Destination Brand. 
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1 Osprey: 
NTB secured a brand partnership with Osprey, an outdoor 
adventure backpack and rucksack brand. A range of print, 
digital, email and social media promotions will support the 
multi-channel brand partnership with objectives of driving 
arrivals to Namibia via selected TO and Airline partner. 

Reach: 1.6 million consumer 

 

Joint-Marketing Campaigns 
1 NTB UK partnered with a UK Tour Operator 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 

2018 Namibia tours sold out; 
e-newsletter reached 74,000 
consumers.  

Prominent positioning of the 
Destination Brand 

1 Wanderlust Readers Awards 

Namibia won the award over countries such as New Zealand 
and Japan. 

Award collected by NTB UK 
team. 

Prominent positioning of the 
Destination Brand. 

CHINA 

 
Joint-marketing campaigns 

1 My Favourite Consumer Voting Campaign: Main Partner: 
Travelzen, one of the biggest tourism enterprises in China 

Expected reach: 12 million 
contacts.  

Prominent positioning of the 
Destination Brand. 

1 It is my world Travel Awards: consumer voting competition 
hosted by Qyer.com 

Destination Namibia won two 
awards: Best Destinations: 
Namib Desert & Amazing 
Travel Experience: Under the 
Namibian stars. 

Prominent positioning of the 
Destination Brand  

1 South African Airways China: 
Joint promotion between NTB and SAA promoting special 
deals from China to Windhoek via social media channel 
(WeChat public accounts) 

Reach: 2,000 page views and 
30, 000 consumer. 

1 1st online photographing contest launched by NTB China: 
100 pictures from Chinese tourists who visited Namibia 
before. 10 were selected and posted for a consumer voting. 

Reach: 50,000 consumer. 

SOUTH AFRICA 

 
Joint-Marketing Agreements 

1 Joint –Marketing Agreement signed with Northern Cape 
Tourism Authority as partner of the Cape to Namibia Route 
Development. 

Joint promotion of touristic 
highlights via all promotional 
channels. 
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Prominent positioning of the 
Destination Brand. 

NAMIBIA 

 
Joint-Marketing Agreements 

1 Joint –Marketing Agreement signed with Namibia Media 
Holdings as partner of the Town of the Year-campaign (#NTY) 

Pro-active liaison with 38 
town councils. Content 
sourcing and product know-
how; Image-building. 

1 Strategic Partnership with Team Namibia Prominent positioning of the 
Corporate Brand. 

TRADE FAIRS & CONSUMER SHOWS ATTENDED 

NUMBER 
FAIRS 
DONE 

BRIEF DESCRIPTION OF THE PROJECTS DELIVERABLES YIELDED 

EUROPE 

 
32 ITB Berlin 2019; 32 co-exhibitors representing 99 

accommodation establishments, 27 operators and 4 car 
rental companies. Air Namibia , Namibia Wildlife Resorts and 
Gondwana Collection Namibia supported NTB as Strategic 
Partners. 

More than 2,000 consumer 
visited the NTB info desk 
during the consumer days. 

Around 700 B2B meetings 
were held with press and 
outbound tourism operators 
from all over the world. 
Discussions with SAA, 
Eurowings, Condor and 
Edelweiss Air paved the way 
for future collaborations. 
Michael Poliza launched his 
photobook at the pre-ITB 
Namibia event. Destination 
Namibia won 3 awards. 

UNITED KINGDOM 

 
5  Experience Africa 2018 (London) – B2B trade event organised 

by ATTA. 
Number of business leads: 75 
TO’s & TA’s 

SOUTH AFRICA 

 
1 Africa’s Travel Indaba 2018 (Durban) 

Main Exhibitor: NTB + 21 co-exhibitors incl. Air Namibia 
& NWR 

Key visibility, image-building & 
prime positioning of the 
Destination Brand Estimated 
number of high-profiled 
business leads: 500  

TRADE FAIRS & CONSUMER SHOWS ATTENDED
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NAMIBIA 

 
4 Namibia Travel Expo  2018 (Windhoek) – NTB only Key visibility, image-building & 

prime positioning of the 
Corporate Brand and 
awareness of the Destination 
Brand. 

OATF 2018 (Ongwediwa) - NTB only 

KTE 2018 (Keetmanshoop) - NTB only 

Erongo Expo 2018 (Walvis Bay) – NTB only 
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QUALITY ASSURANCE AND PRODUCT DEVELOPMENT
PRODUCT DEVELOPMENT

Rolling out new experiences

Regulatory Mandate

1Omuramba route: NTB played a supportive role, this was a project initiated by the Ministry of Urban and Rural Development.
2Namibia Wetlands route: This is the only active route of the routers developed under MCA-Namibia.

A.	 Registrations	Profile

1.	 Accommodation	per	regional	profile

Notes:

Route Number of meetings Output

Cape-to-Namibia (Windhoek)  1 The Regional Authority needed to take ownership as far as 
signage on the road was concerned

Omuramba (Windhoek) 1 Ensure development of the route

Namibia Wetlands 1 To continuously encourage corroborations between route 
members

Classes/Categories of 
Tourism Business

Number of registered 
businesses by end March 
2018

Newly registered businesses till 
end March 2019

Total 

Accommodations 
establishments

2233 187 2420

Regulated businesses 2260 188 2448

Total 4493 375 4868

Zam Kav Khom Oma Kun Kar Har Ero Otjo Omus Ohang Osha Oshi

BBF 2 1 12 1 1

BPH 6 1 2 1

CMP 1 3 1 7 3 1 1

GFA 2 1 1 3 1

GHO 1 1 3 11 1 1 2 3

HOT 3

LOD 6 1 1 3 4 1 1

PEN 1

RES 1 1 1 2 2

SEL 10 1 1 6 1 50 2

TNC 2 1 1 1

TNL 1 1 2 1
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(a) A total of 187 new accommodation business were registered

2.	 Regulated	per	regional	profile

(b) A total of 188 new regulated businesses were registered

B.	 Inspections	Profile

Projected Actual

BBF 16 18

BPH 20 10

CMP 10 19

GFA 6 8

GHO 25 23

HOT 6 3

LOD 13 17

PEN 3 1

RES 2 7

SEL 32 71

TNC 2 5

TNL 3 5

Zam Kav Khom Oma Kun Kar Har Ero Otjo Omus Ohang Osha Oshi

ACT 1 3 7 1

AIR 1

BOO 1 15 8

FOR

SHU 12 1 1

TFA 34 5 1

TPH 6 1 2 1 1 6

TSO 20 1 2 1 33 1 1 1

VEH 17 8

CAR

Projected Actual

ACT 8 12

AIR 1 1

BOO 10 24

FOR 8 11

SHU 25 14

TFA 8 40

TPH 18 17

TSO 14 62

VEH 5 25

Routine Inspections Star Grading Total

1421 3 1424
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C. Industry Capacity Building Interventions

SUMMARY
1. There is a significant growth in the number of registered Tour & Safari Operators

2. Two advisory 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 

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

the levy contribution 

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 and pro-
vide 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 develop-
ment

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

1.Khomas Region (NUST Annual 
Career Fair)

2. Otjozondjupa (Okakarara 
Trade fair)

3. Erongo (SWAITEX Trade Fair)

4. KARAS Trade Fair   

1005 1005
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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.

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 international markets offices and employs people of different nationalities, race and ethnicity. The organi-

sation 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. 

Fig 1: Staff Profile

Racially Disadvantage Racially Advantage Person with Disability Non Namibians

JOB CATERGORY Male Female Male Female Male Female Male Female

Executive Management 3  1 1 1

Middle Management 2 2 1 1

Other	staff 17  25 1

Casual/ Temporary or 

internship

0

TOTAL 22 28 1 1 1 2 2 2

EQUAL EMPLOYMENT OPPORTUNITIES
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QUALIFICATION	TYPE EXECUTIVE MANAGEMENT MANAGEMENT OTHER STAFF

Postgraduate (Postgraduate Diploma, 

Masters degree, etc)

3 2 0

Graduate (Bachelors degree) 0 5  11 

Diploma 13  

Certificate 5

Grade 12 12 

Grade 10 and below 2 

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.    

NTB staff establishment comprises of the following:

• 4 Executive managerial positions, 

• 6 middle management positions and 

• Approximately 44 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        

Employment type

POSITION BAND FIXED TERM CONTRACT EMPLOYEES  PERMANENT CONTRACT EMPLOYEES 

Executive Management 4 0

Middle Management 1 5

Other staff 0 44

TOTAL 5 49

JOB CATERGORY Male Female TOTAL

Executive Management 1 0 1

Middle Management 1 (retired) 2 3

Other staff 0 3 (1 retired) 3

TOTAL 2 5 7
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FINANCIAL
STATEMENTS
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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


