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VISION
Namibia renowned as 

the sought-after tourism 
destination in Africa MISSION

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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The pandemic stopped the success story of tourism in its tracks in 2020, culminating in a devastating 
impact for business trading and consumer confidence. The period this report covers, 2021- 2022 is a story 
of green shoots, as tourist arrival numbers indicate positive signs from 169,565 tourist arrivals in 2020 to 
232,756 tourist arrivals in 2021, which is a far cry from pre pandemic numbers in 2019 which stood at 
1,595,974 tourist arrivals. But it is surely the beginning of a long road to recovery, which requires innovation 
and collaboration across the visitor economy. 

During 2021 NTB’s focus was exploiting online platforms through webinars, Hablo, Wechat and others, 
which provided us with a distinctive moment in time to drive demand and re-stimulate relationships, whilst  
positioning Namibia as the place to reconnect with friends, family, culture, and the natural environment. Our 
international marketing campaign, Namibia Awaits You, did just that. It was clear from our conversations 
and engagements with travel trade in the source markets during these online events that Namibia continues 
to be seen as a major destination, and there was undoubtedly pent up demand upon which to seize and on 
which we shall continue to focus our time and attention.

We do continue, however, to face tough competition for visitors from destinations across Africa – and indeed 
the world. As we rebuild from the pandemic, the race globally to attract back visitors to stimulate jobs and 
growth is very real. Given the funding constraints on our marketing budget, a challenge in the coming years 
will be to ensure to narrow our focus on more attractive source markets and continue to sustain and leverage 
more conversion of interest in visiting Namibia into firm and repeated visits instead of casting our net wider.  

On the domestic front, 2021 saw the continuation of both TV adverts and online platforms in partnership 
with the Nambian Broadcasting Corporation (NBC) to generate awareness amongst Namibian populace to  
partake in tourism. 

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 during these trying times. 

Ms Madelein /Gôagoses
Chairperson of the Board

Foreword by the 
Chairperson
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our goal now is to ensure tourism can 
swiftly rebound to its pre COVID levels 
to support in reigniting the Namibia’s 
economy. The removal of the remaining 
COVID-19 travel restrictions had been a 
major boost for consumer confidence 
and gives a clear message that Namibia 
is open for business and ready to 
welcome visitors. We have kept in close 
communication with the Government 
about the impact of the pandemic 
on our industry and had advised on 

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. My thanks also goes to our sponsoring line ministry, Ministry of 
Environment, Forestry and Tourism, and in particular the Ministry of Finance that granted us further funding 
in addition to the allocated government grant of N$3mil bringing total government funding to N$10.8 million. 
I look forward to working with you all in the year ahead as we support our world-leading sector to become 
once again, one of the most successful areas of our economy.

interventions as NTB was enlisted as a member of the Tourism 
Recovery Taskforce which was championed by the Ministry of 
Environment, Forestry and Tourism as well on the Pandemic Task 
Team championed by the Ministry of Health and Social Services, 
which main function was to monitor and review pandemic 
data and propose regulations. To ensure that the industry 
was speaking with one voice, we have facilitated on uploading 
information related to COVID-19 on NTB Website and dealt with 
enquires both from Namibia and overseas.

As businesses began welcoming travelers back in 2021, we 
continued to encourage the tourism operators to enforce “Tourist 
Safety Protocols” that was rolled out in 2020 as COVID19 industry 
standard and consumer mark, to offer reassurance to residents 
and visitors alike that safety processes are in place. Many in the 
industry have told us that our daily communications and updates 
on Government policy and the provision of a single point of 
contact for the latest business advice has been hugely welcomed. 

Our finances were also not in good health as we ended up with 
N$2.1 million deficit. We had to embrace more prudent approach 
to ensure NTB remains a going concern. But we innovated to 
achieve more with less as can be observed in the main report 
regarding activities that were undertook.

Digu //Naobeb
Chief Executive Officer

Statement by the Chief 
Executive officer

ITEM FINANCIAL YEAR 2021-2022  (1 APRIL 2021 TO 31 MARCH 2022)

Government Grant N$ 10,800,000

Tourism Levy N$ 19,206,617

NTB Own Revenues N$ 4,686,812

Total Revenue N$ 34,693,439

Total Expenses N$ 36,812,611

Deficit N$ (2,119,182)
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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 the person reappointment. 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 direction. 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.

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 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

Ms Madelein /Gôagoses
Chairperson of the Board

Ms Janette Fourie
Board member & Chairperson of 
Marketing Advisory Committee

Mr Digu //Naobeb
Chief Executive Officer

Mr Kishi Silas Shakumu 
Board member and Chairperson 
of HR and Remmuneration 
Committee

Mr Freddi Scholtz
Head of Finance and IT

Ms Isolde Kollmittz
Board member and Chairperson 
of Standards and Industry 
Human Resources Committee

Mr Bornventure Mbidzo
Head of Business Development 
and Operations

Mr Terence Makari
Vice Chairperson and 
Chairperson of Audit 
Committee

VACANT
Head of Marketing
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MARKETING STRATEGIC PRIORITIES AND OUTCOMES

STAKEHOLDER ENGAGEMENT

By using the strong tourism-network and the international contacts NTB achieved to assist in rolling out 
vaccines, oxygen, masks, etc as well as transporting healthcare workers using Land Rover vehicles to travel to 
remote regions of the country.

By this initiative Land Rover Europe (LRE) and NTB could show that the Namibian tourism sector is strong in 

Namibia.

Zambezi Roadshow (Same with Ongwediva Stakeholder 2022 Aug) December 2021

The stakeholder engagement event was held on the 9 th of December 2021. The agenda of the afore-mentioned event was to engage the 
tourism stakeholders to share ideas and explore opportunities to gradually restart the tourism in the midst of the COVID19 pandemic. The 
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MARKETING TO NAMIBIA

Namibia Tourism Expo November 2022

NTB noted with concern the continued increase of illegal tourism operators in the country. As this presents 
negative socio-economic impacts, NTB embarked upon a Compliance Campaign during Namibia Tourism 
Expo (NTE) 2022 to provide short-term solution to the situation at hand.

Participation Objectives:
•	 create awareness on the importance compliance;
•	 encourage accommodation suppliers to improve on their service  delivery through star grading and
•	 encourage potential tourism operators to register with NTB  provide education on the NTB levy.

NTB scooped a silver prize 
at the said event
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TV and B2C Social Media campaign in partnership with the Namibian 
Broadcasting Corporation (NBC)
Reach: approx. 200 000

Dicover Namibia

Cross promotional campaign

The multichannel promotional campaign was 
activated in collaboration with NBC.

The aim was to provoke and encourage 
domestic tourism, during COVID-19  
international travel restrictions. The focus 
was on family travel, escapism or going on 
working holiday.
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Dubai World Expo March 2022

The Republic of Namibia successfully participated 
in the Expo 2020 Dubai that was scheduled  from 
1 October 2021 – 31 March 2022 in Dubai, United 
Arab Emirates under the theme of the Expo 2020 
Dubai is “Connecting Minds, Creating the Future”. 

As part of the Expo 2020 Dubai Tourism week 
NTB organised and hosted:

1. Namibia Tourism Media and Trade 
Networking Event in Dubai.  
 
2. Namibia Tourism Media and Trade 
Networking Event in Abu Dhabi.               
  
3. “Win-a-trip-to-Namibia” competition for 
the duration from February to 22 March with 
culminating in the national draw event of the 24 
March 2022 by the Head of State.

Namibian tourism delegation at NTB Networking event during Tourism Week at 
Dubai World Expo.

MARKETING TO THE WORLD
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B2C & B2B Social Media Campaigns

•	 NAMIBIA IS WAITING FOR YOU!  
(April –August 2020)

•	 Namibia NOW!  
(September 2020 – today)

NTB activated two digital campaigns:

The aim was to keep Namibia at the top of the mind 
of would-be travellers once the world re-opens for 
travel.

First Initiatives

MARKETING TO THE CONTINENTAL OF EUROPE
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B2C Social Media Communication 
via own Channels. 
Reach: approx. 1.000.000

> NAMIBIA IS WAITING FOR YOU!  
(April –August 2020)

B2C Social Media Communication via own Channels and via Brand 
Partner Channels. Reach: 
approx. 2.500.000

First Initiatives
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B2C Social Media Communication 
via own Channels. 
Reach: approx. 1.000.000 B2C Awareness Campaign on 

Website and Social Media in 
cooperation with Travel Book 
Author Michael Iwanowski, 
introducing „hidden gems“ in 
Namibia.

Reach May 2020-December 2021 : 
approx. 20.000 consumers per week

Online Promotion: NamibiaNOW!
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B2C Awareness Campaign on „OurWorldAtHome“, via Website and Social Media, and via Newsletter of 
Globetrotter Outdoor. Reach in 2020-2021: 
approx. 1.500.000

Social Media Campaign: NamibiaNOW!
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B2C Call to Action Campaign 
via Lufthansa Holidays 
website and social media. 

Reach January – June 2021: 
approx. 20.000 per day

Online Sales Campaign: NamibiaNOW!
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B2C Call to Action Campaign with Journaway via UrlaubsGuru Newsletter 
and other channels in 2021. 

Reach: approx. 1.500.000    

Online Sales Campaign: NamibiaNOW!
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B2B Trade Awareness & Networking Campaign with 10 Webinars from 
September 2020 – June 2021 each hosting 80-100 Trade fromall over 
Europe.
 
The Namibia Campfire Talks achieved “cult status” because of its first mover character and dynamics by 
being the ever changing protagonists and a platform to share the highly relevant information. 
This webinar series at the same time served as a socializing initiative. NTB was invited to this webinar 
and afterwards to a joint “virtual sundowner”. The first 50 who registed received a box with 2 bottles of 
original Windhoek Lager. 

Partners: 
• ASA Africa
• NBL

Online Sales Campaign: NamibiaNOW!
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Virtual Shows: Destination Circle MICE Show

B2B MICE Awareness & Networking: Virtual Show in February 2021 

NTB achieved a very good standing as a professional point of entry for MICE contacts in Europe and it is 
important  to keep the network alive. NTB participated in a format of a digital show in cooperation with 
the Destinations Circle, an association of MICE destinations worldwide of which NTB is a founding member. 
NTB pro-actively reached 100 MICE contacts.
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Africa Show Case 2021 Nordics, 
Southern Europe, Eastern Europe 
and Russia, March 2021 
AfricaShowcaseOnline 2020 & 2021 by On Show 
Solutions brought together buyers and top 
quality African exhibitors for focused weeks of 
meetings and discussions about the reopening of 
our tourism sector. 
Reach: 500 B2B contacts from different markets 
in Europe.

WomoFair by WomoFox, March 2021

Womofair is a globally active Camper Platform, selling self-drive and camping holidays to Namibia via 
Travel Agencies in Germany, Austria and Switzerland. NTB pro-actively reached 30 Travel Agents.

Virtual Shows: Africa Showcase Online & WoMo Fair
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Virtual Shows: ITB BerlinNow

B2B Networking: NTB 
represented Destination 
Namibia at ITB Berlin Now, 
March 2021
Fist time in its existence ITB 2021 was 
conducted virtually without any option of  
in-person representation,

•	 Global Exhibitors 3,513 Exhibitors 120 
Countries represented.

•	 Global Audiences 65,700 (Total Qualified 
Industry Attendance) 1,100 (Journalists & 
Bloggers from 54 nations).

•	 Media Coverage 136 bn (Global Online 
Media Reach) 118,709 (Social Media Fans 
& Followers).

•	 Conference programme 699 Speakers 
52,600 Conference Visitors.
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B2B Lobbying: Zoom Trade Round Table with over 600 trade attendees, 
September 2020 

B2B Lobbying: Media Feature, February/March 2021. 

The FVW, which is the leading travel trade magazine in Germany, highlighted NTB’s trade support 
programme as  an example of a successful tourism recovery initiative by a destination. 

Lobbying: NamibiaNOW!
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Lobbying: NamibiaNOW!

B2B Lobbying: NTB Europe was a Panellist at ITB Convention 2021, March 2021,debating the 
professionalism of tourism suppliers in the destinations and the fact that destinations, Namibia in 
particular, are prepared to host international travellers.
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The NTB Europe participated at this prestigious campaign carried out by one of the largest publishing 
houses in Germany, SPRINGER, and their digital billboard brand, FRAMEN. 

Out of 56 destination movies that were submitted, the NTB movie “Namibia NOW!” in cooperation with 
Land Rover achieved a position among the final Top 10. Especially our claim and the approach to highlight 
the destination, its offer and the experience, in conjunction with a trusted brand of global significance, 
received accolades. 

The Jury consisted of Tourism Professionals, Journalists and Consumers.

Media Promotion: NamibiaNOW!
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Media Promotion: NamibiaNOW!

B2C: NTB Radio Interview in 
September 2020

Promotion in January 2021
in cooperation with CT
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Promotion in January 2021
in cooperation with CT

B2C: NTB Radio Promotion in July 2021

NTB was able to win Ethiopian Airlines as a Sponsoring Partner for tickets to Namibia for 8 winners of a 
Radio Promotion. As German Tour Operator DER Touristik was selected by the Airline. The reach in central 

and western Germany was 650.000 per day over 1 month.

Media Promotion: NamibiaNOW!
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Highlight 2021: The Campfire – Namibia

B2B Trade Educational & 
Networking Project hosting 20 Tour 
Operators from Europe in Namibia 
in November 2021
NTB was able to make this event take place in  
Namibia. Also Kenya and South Africa were 
considered by Ethiopian Airlines (ET) for an 
Educational activity.

Argument for Namibia: NTB pitched successfully 
with the professionalism of suppliers and the 
comprehensive Covid-Protocols in Namibia. 
Moreover, the NTB concept of “The Campfire” was 
convincing.

NTB branded the project as “The Campfire” and sets 
it in line with the Virtual Campfire Talks so that this 
Educational is the natural result and LIVE “grand 
final” of the virtual Campfire Talks.

Powered by Ethiopian Airlines and supported by ASA 
Africa this project combined trade education with 
social media PR through intensive posting during 
the trip by all partners. The partners in Namibia 
that take part in this project are ASA members. The 
Campfire Live event at Midgard Lodge was seeing 20 
Namibian brands meeting the European Trade and 
Media.
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Activities During Covid 19 Promoting Namibia in the UK Market

Key trade Focusses During Covid-19 lockdown were:

1.	 Reporting on the market updates; tour operator changes, Government policies, etc.
2.	 Give clear and constant communication to the travel industry about Namibia updates
3.	 Educate sales agents and product teams while they were at home and had time to learn

Webinar Series & Incentive 2021- 2022

NTB Campfire Webinar series

•	 Teaming up with ATTA, NTB conducted a series of focused training sessions
•	 Namibian partners presented their updated while ATTA hosted the event
•	 The webinars were emailed out to the UK trade, and live on Hablo

NTB Hablo Booking Incentive November 2021 - January 2022

•	 Coinciding with WWF for Wildlife Conservation Day, we ran a fun agent incentive
•	 6 prizes of a Namibia Sundowner Kit - which included the following:
	 - Adoption of a WWF African Rhino, Elephant & Lion (soft toy included) 
	 - Windhoek Lager (6 x pack) 
	 - The Biltong Mighty Meaty Hamper
	 - Kapana (Barbecue spices from Namibia)
	 - Animal Chocolate treat
•	 Agents had to watch all 4 webinars of our ‘Campfire Series’ which was hosted on Hablo

NTB Hablo Booking Incentive November 2021 - January 2022

•	 NTB UK has been monitoring and posting on Hablo, a travel industry platform that allowed 
NTB to reconnect and rebuild the global travel network to help drive sales and aid recovery.

•	 Namibia was one of the first destinations to create a profile on Hablo and now benefits from 
over 600 followers. 

•	 NTB UK continued to encourage partners to make their own profiles on Hablo to benefit from 
direct contact with the UK trade.

MARKETING TO THE UNITED KINGDOM
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PR Approach when we couldn’t travel in 2020/2021

PR Successes during COVID-19

It was not possible for media to go on press trips. NTB UK contacted all journalists who had visited 
Namibia in the past 5 years to pitch in new stories. Numerous press releases and media pitching was 
undertaken, and relationships with media used to obtain coverage.

Coverage during lockdown 2020/2021

The Sunday Times
Circ: 647,611
AVE: £225,225

Metro
Circ: 1,426,535
AVE: £90,014
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Coverage during lockdown

The Sunday Times
Circ: 647,611
AVE: £180,180

Conde Nast Traveller online
MUU: 1,118,310
AVE: £950
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Coverage during lockdown

Food and Travel
Circ: 32,000
AVE: £9,900
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MARKETING TO CHINA

Marketing Highlights in 2020-2022

Social Media Marketing: NTB WeChat Account

Followers Profile 
Gender| F50.84%: M49.05%

50,126 
WeChat Followers 

Key target audience 

The China source market was most adversely affected due to hard lockdown and travel restrictions. 
This necessitated innovative inventions to keep would-be-future-travellers engaged and engrossed with 
informationn on Namibia. NTB focused primarily on the use of WeChat and CCTV4 mediums to communicate.
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Marketing Highlights in 2020-2022

Social Media Marketing: NTB WeChat Account

Adhere “Hottest Topics”

the movie Dune was in theater in China. We adhered to this hot topic to launch a social campaign: ask 
followers to share with us the first step in the dunes in Namibia to win free movie tickets.. 

Interaction with followers via creatives 

Festival greeting cards to adhere 
hot social topics, which got a lot of 
positive comments from our followers. 
E -Calendar of year 2023 to keep 
“inspiring” Chinese travel to Namibia  
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Marketing Highlights in 2020-2022

CCTV4 TV Program Promotion 

Marketing Highlights in 2020-2022

Consumer Campaign: Namibia, Travel in the Future

4-epsoide TV Program with the theme of “One Belt One 
Road” promoted in China
Promotion dates: January to March 2020 
Viewership: 12 million +  

NTB China lined up Qyer.com, the first 
and largest Chinese online community 
of Chinese FITs (Free Independent 
Traveller), launched a multi-channel 
campaign 

Promotion dates:  13 August to  
17 September 2021

Total Consumer Reach: 6,553,835 
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Marketing Highlights in 2020-2022

Consumer Campaign: Namibia, Travel in the Future

“Top Buis” Promotion on the Homepage  
No.of Buis: 6
Consumer reach:  5,800,000+
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TOURISM INDUSTRY PERFORMANCE

A total of 232,756 tourist arrivals were received in Namibia in 2021. This represents a 37.3% increase from the 
169,565 tourists that were received the previous year. When looking at the tourists trend over the years, the 
37.3% growth is quite significant considering how the COVID-19 pandemic significantly reduced the tourists 
arrivals in 2020 with about 89.4% decline. This growth is one of the indicators of a positive direction towards 
the recovery of the tourism sector.

Figure 2: Tourist Arrivals by Year: 2016- 2021

Figure 1: Foreign arrivals by Year, 2016 - 2021

Source: Ministry of Environment, Forestry & Tourism, 2021

Source: Ministry of Environment, Forestry & Tourism, 2021
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South Africa remains the key Africa market to Namibia bringing in about 47% of total tourist arrivals in 2021. 
Angola who usually forms part of the top African countries contributing to tourist arrivals to Namibia did not 
make the cut this year because of the closure of Angola borders aimed at combating the COVID-19 pandemic. 
Nonetheless, Germany from the Overseas market maintained their position as the major overseas tourist 
market contributing 9.4% to the total tourist arrivals. The figure below shows the top ten tourist markets in 
the year under study.

Figure 4: Top Ten Tourist Markets, 2021

TOP 10 TOURIST MARKETS

As per the figure above, it is revealed that the overseas tourist arrivals in 2021 observed a 17.9%  increase 
from 2020. This group made up 30.1% of total tourist arrivals

Figure 3: Overseas Tourist Arrivals : 2016-2021

Source: Ministry of Environment, Forestry & Tourism, 2021

Source: Ministry of Environment, Forestry & Tourism, 2021
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The intended length of stay for tourists was 24 days on average. This is compared to 19 days average length 
of stay for 2020. Moreover, a high percentage of tourists were more concentrated in the 4-7 days as intended 
length of stay category making up 28.6% of overall tourists, followed by those intended to stay for 8-14 days. 
Looking at the tourist regions, tourists from the African market were more concentrated in the 4-7 days 
category as their intended length of stay while the overseas tourists were found in the 8-14 days category

Figure 5: Average Intended Tourists Length of Stay, 2021

Source: Ministry of Environment, Forestry & Tourism, 2021
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ACCOMMODATION AND REGULATED BUSINESSES 
SECTOR PERFORMANCE

Figure 6:  FOUR-YEAR TREND OF REGISTERED ACCOMMODATION ESTABLISHMENTS AND REGULATED BUSINESSES 
PER REGION

NOTE: Overall tourism operations are skewed and more centred in the Erongo, Khomas and Otjozondjupa 
Regions. Hardap, //Karas and Kunene Regions are showing some takeoff. This phenomenon can be explained 
that a large number of tourist attractions and highlights are found mainly in these regions.

Source: NTB Database
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NOTE: More investment is made in starting up B&Bs, Guesthouses and Self Catering Accommodation 
establishments which are more market entry products and require less capital outlay. But there is also significant 
investment in Lodges and Guestfarms.

NOTE:  A large proportion of businesses fall within Shuttle and Transport Services, Tour and Safari, Tour Facilitators 
and Trophy Hunting Operators. More investment is required in standalone conference centers.

Figure 7: FOUR-YEAR TREND OF REGISTERED ACCOMMODATION ESTABLISHMENT BY CLASSIFICATION

Figure 8: FOUR-YEAR TREND OF REGISTERED REGULATED BUSINESS BY CATEGORY
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NOTE: Over the years occupancy was increasing but took a dramatic downturn in 2020 due to COVID-19 as low 
as below 10% at times. This was predominantly sustained by domestic tourism and special offers made by the 
industry to sustain their business operations. In 2021 signs of tourism recovery are noted with October month 
hovering around 28%.

NOTE: Levy collection has improved over the years but there was a drastic decrease in 2020 due to COVID-19 
as of April when the world witness complete shutdown. In 2021 due to recovery efforts there is some positive 
upward movement. 

Figure 9: FIVE-YEAR ROOM OCCUPANCY TRENDS

Figure 10: FIVE-YEAR TREND IN LEVY COLLECTIONS
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Source: NTB Database
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QUALITY ASSURANCE AND INDUSTRY 
DEVELOPMENT

The pandemic outbreak presented unforeseen challenges on the departmental operations. Firstly, most of 
the accommodation establishments were closed. Secondly, very few new applications were received during 
2021. Further, due to the restrictions on movement of people there were very few disc renewals. Therefore, 
the economic disruptions caused by COVID-19 had a severe negative effect on the ability of the department to 
enforce standards compliance through routine inspections. Further, the inspectorate was unable to conduct 
levy collection campaigns as accommodation establishments had closed their operations. Lastly but not least, all 
the business and training initiatives as per the annual plan had to be shelved due to government restrictions on 
gatherings and reduced financial capacity. 

NOTE: This denotes number of star graded accommodation establishment in entire Namibia.

NOTE: During the year under review only 681 routine inspections were conducted, and about 
58 new tourism businesses were registered. About 657 businesses were reported closed 
mainly due to negative impact of Covid-19.

STAR AWARDS
2 Star 3 Star 4 Star 5 Star

1 5 8 0

MINIMUM STANDARDS
ROUTINE NEW REGISTRATIONS CLOSURES

681 58 657
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FINANCIAL PERFORMANCE
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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


