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Executive summary 

Namibia has spectacular assets that can enable tourism to contribute to the country’s eco-
nomic growth and job creation. 

Namibia is peaceful and relatively safe. It has one of the most successful wildlife conserva-
tion programs in Africa. It is the only country in the world where a black rhino population 
outside of protected areas is increasing, where free-roaming lion populations are increasing, 
and where the entire coastline is protected. It is the first African country to incorporate pro-
tection of the environment in its constitution. The environmental and social components of 
tourism have been well managed; Namibia is a model for other destinations in terms of com-
munity involvement. 

Namibia has several advantages compared to its competitors in the region. First, it has attrac-
tive and unique tourism products: landscape, wildlife, peacefulness, and indigenous culture. 
Second, it has a safe and extensive road network and sufficient lodging options. Third, it has 
an abundance of adventure tourism opportunities, which include hiking, sky-diving, dune-
boarding, and game and trophy hunting. As adventure travel is one of the fastest growing sec-
tors of the long-haul travel market, this is a positive indicator for the future. 

The ability of Namibia to employ these assets faces near spectacular limitations. 

Although its tourism industry has grown considerably during the past decade, Namibia is per-
forming as a backwater and not as a mainstream player in tourism, both in its international 
image and its attitude to promoting tourism. This paper identifies six principal constraints  

i. Poor institutional coordination: Government and parastatal institutions involved in 
and related to tourism have overlapping and conflicting mandates. Poor organization 
leads to failures in coordination, slow collection and analysis of statistics, and overlap 
in government activities.  

ii. Complex regulatory environment: The current tourism business environment in 
Namibia is governed by a complex regulatory framework. The system places a burden 
on small business owners and not conducive to effective public-private partnerships. 
It stifles growth and innovation while deterring investment in the sector. 

iii. Problematic access to land: In Namibia, freehold land is expensive, the procedures 
for leasing communal land are complex and time-consuming to negotiate, and the sys-
tem of securing concessions on state owned protected areas are not transparent. Tour-
ism investors have many destinations to chose from are easily deterred by poor land 
policies.  

iv. Inefficient tourism SOEs: When governments are involved in running businesses, 
there are often conflicts of interest and inefficiencies that impact both the customer 
experience and distort the competitive marketplace. Namibia Wildlife Resorts and Air 
Namibia both have the potential to be profitable but their operations are hampered by 
non-commercial decision-making. The Ministry of Environment and Tourism’s poli-

Namibia has abundant tourism resources and a growing tourism industry. But the sector is under-performing 
in terms of job creation and in terms of generating economic benefits. To unleash the employment benefits 
of tourism, Namibia needs to realign its tourism institutions and policies, diversify tourism products and 
facilities, and prepare its workforce to take up these new opportunities. 
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cies prevent the expansion of private sector activities in areas such as Etosha National 
Park. 

v. Narrow product: The government and private sector tend to have narrow focus on 
high-end long-haul nature tourists. Expansion of the product presents environmental 
and social challenges. Community-based tourism exposes local residents to the risk of 
the demonstration effect. Cruise ship tourism can result in large ebbs and flows in vis-
itor numbers; it can also overload infrastructure. Safari tourism can disturb animal be-
havior. Dunes and desert areas are fragile ecosystems with low resilience to visitor 
impacts. Careful management is needed to ensure tourism developments benefit rural 
communities and tourism investors, without negatively affecting tourism resources. 

vi. Low level of skills: Unemployment is high but the vast majority of the unemployed 
are unprepared for careers in tourism. Most tourism occupations require basic English 
and math skills, inter-cultural understanding, and the ability communicate effectively 
with different groups of people. There is a severe gap between the skills the labor 
force currently has and the skills it needs to enable SMEs to grow and prosper. 

Namibia has sensational assets. It now requires a dynamic response that matches these as-
sets and exploits them for economic development, with sure attention to social and envi-
ronmental matters. 

To transform tourism into an effective vehicl e for job creation, Nam ibia urgently needs to 
align its tourism institutions and policies to encourage more private sector investment, diver-
sify tourism products and facili ties, and prepare its workforce to take up new opportunities. 
This paper suggests six m ajor policy actions that can help the country unlock its spectacular 
assets: 

1. Develop a clear national tourism strategy 
Having a clear str ategy will help co ordination between tourism agencies, assist with profes-
sionalizing tourism data and statistics colle ction, and provide a fra mework for monitoring 
national performance against identified goals.  

2. Rationalize tourism regulatory framework 
Tourism licensing and regulation in Na mibia has become confused with quality assurance 
and marketing. A clearer division of  responsibilities is needed to prevent conflicts of interest 
and facilitate public-private s ector partnerships. The harm onization of tourism  licensing is 
also needed to reduce the adm inistrative burden on small businesses and im prove the busi-
ness environment.  

3. Facilitate private access to land 
Tourism cannot grow without im proved access to land. Establishing a conservan cy-based 
tourism support center will help facilitate negotiations between communities and prospective 
investors in enterprises on co mmunal land. Review of and improvem ents to existing conces-
sions policy will result in employment and investment benefits. 

4. Upgrade tourism infrastructure 
Distances between tourism sites in Namibia are large. The growth of the tourism industry de-
pends on the strategic upgrading of tourism infrastructure. The identification of growth poles 
and supporting tourism infrastructure is vital.  
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5. Diversify tourism products 
Many opportunities for product developm ent are missed in Namibia. Identifying opportuni-
ties to support SME development and to im prove SOEs will incre ase the market reach and 
appeal of the destination.  

6. Increase access to skills 
The current labor force is unprepared to take up the opportunities presented by tourism. Work 
is needed in customer service training as we ll as in expanding on- the-job and post-school 
tourism and hospitality training opportunities.  

Some of these actions represent opportunities and so can be realized dire ctly through stead-
fast collaboration between the governm ent and private enterprise. Institutional coordination, 
narrow product range and training fall into this category. Others will require hard decisions to 
be taken for the sector to move to the next level.  

There are risks involved in any development strategy. Tourism is no exception. Rising costs, 
unfavorable exchange rates, and additional taxes reduce destination competitiveness. Interna-
tional tourism markets are fickle and prone to dem and swings. Security risks in neighboring 
countries can negatively im pact demand. Risks ar e more severe in locations with just one 
central attraction and destinations reliant on one  key product or m arket segment. To remain 
competitive and reduce risks, Namibia needs to diversify its product and market base.  

Namibia’s tourism industry has st rong potential for growth. Intern ational, intra-regional, and 
domestic demand exists. Tourism products in Namibia are world class. Na mibia has estab-
lished itself as a leader in community conservation and sustainable development. The country 
now needs to build on this solid base and en able tourism businesses to expand and create 
more jobs.  

 



 
 

ix

Recommended Policy Actions 
 
Action Area Responsible agent Primary Recommendation Other Recommendations Selected Action Items 

1) Tourism coordination 

DOT with NTB, and 
other private, pub-
lic, and civil society 
stakeholders. 

Develop a tourism growth and 
management strategy. This 
should include a statistics plan, 
an organizational review, and a 
identify potential growth poles 

 Initiate strategy development 
process with broad stakehold-
er input 

 Identify ways to improve 
communication between gov-
ernment directorates 

 Professionalize tourism data 
and statistics collection sys-
tems 

 

 Establish a tourism coordination 
group made up of middle man-
agement representatives from 
DOT, NTB, and the private sec-
tor 

 Work with coordination group to 
develop plan and organizational 
review 

 Develop tourism statistics plan 
including a regular tourist ex-
penditure survey 

2) Tourism regulatory 
framework DOT and NTB 

Establish a clearer division of 
responsibilities between regula-
tion, planning, and quality as-
surance functions in NTB  

 Conduct review of organiza-
tional roles and functions and 
consider restructuring tourism 
institutions 

 Rationalize existing licensing 
and levees so that renewals 
and payments can be made 
simultaneously 

 Establish public-private sector 
review committee for new regu-
lations 

 Shift core legal, licensing, and 
planning functions back to DOT 
in the medium to long term 

 Review levee system to ensure 
fees are clearer allocated to the 
fund they are designed to assist 
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Action Area Responsible agent Primary Recommendation Other Recommendations Selected Action Items 

3) Access to land 
DOT and NTB with 
MET, NWR and the 
private sector 

Establish a CBT business sup-
port center to support communi-
ty-based tourism businesses and 
facilitate negotiations between 
community management com-
mittees and prospective inves-
tors 
 

 Develop transparent and pro-
business concession policies 
with private sector input 

 Review existing regulations 
and enable the opening up of 
Etosha to more lodges, more 
activities, and more competi-
tion for NWR 

 Develop a concept for CBTE 
support center 

 Review concession policy with 
private sector and NWR input 

 Initiate an open and transparent 
discussion on NWR’s monopoly 
of Etosha with a view to allow-
ing more JV lodge ventures and 
wider range of activities inside 
the park  

4) Tourism infrastructure 

DOT and NTB with 
MOT and Namibia 
Airports on infra-
structure in partner-
ship with private 
sector 

Identify areas of the country as 
tourism growth poles with at-
tractive land packages 
 

 Undertake a feasibility study 
for the upgrading of the Wal-
vis Bay Airport to internation-
al standard 

 Consider upgrading cruise 
ship facilities at Walvis Bay 

 Undertake feasibility study for 
medium-size convention and 
conference facilities in and 
around Windhoek 

 

 Undertake pre-feasibility study 
for cruise ship dock expansion 
in Walvis Bay and Luderitz with 
particular focus on employment 
and environmental impacts 

 Research market and potential 
impacts of cruise tourism devel-
opment 

 Investigate market for conven-
tions and meetings 

5) Tourism products 
The private sector 
with support from 
NTB and DOT 

Support the development and 
expansion of tourism SMEs 
 

 Develop a comprehensive 
SME support program 

 Open Etosha to a restricted 
number of sustainable private 
sector lodge developments 

 Upgrade market research, 
marketing and promotion for 
new secondary markets, do-
mestic, and intra-regional 
tourism 

 

 Perform an in-depth value-chain 
analysis to identify ways to 
make local supply chains more 
productive 

 Conduct market research for 
new secondary markets, such as 
Italian, Portuguese, and Chinese 
visitors 

 Establish an internal firewall to 
reduce political interference in 
commercial decisions regarding 
the running of NWR and Air 
Namibia 
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Action Area Responsible agent Primary Recommendation Other Recommendations Selected Action Items 

6) Access to skills 
NTB in partnership 
with private sector 
groups 

Work with Namibia Polytechnic 
and the private sector to expand 
and upgrade Namibia Polytech-
nic and develop a center of ex-
cellence for tourism training 

 Establish a national customer 
service qualification  

 Recruit and train talented high 
school teachers  

 Develop an efficient business-
friendly work permit system 

 Conduct needs assessment for 
tourism human resource devel-
opment 

 Initiate discussions with poten-
tial donor agencies 

 Initiate a “stay in school” incen-
tive program to get more young 
people to complete 12th grade 

 Hold open discussion between 
DOT, NTB, Immigration and the 
private sector tourism industry 
to address work permit issues 
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1. Introduction 
1. Globally, tourism is a three-billion-dollar-a-day business. According to UNWTO, the 
sector employs 230 million people, generates 30 percent of the world’s service exports, and is 
responsible for 5 percent of global GDP. In 2009, tourists sp ent US$305 billion in e merging 
economies and US$547 billion in advanced economies.1 

2. Apart from the direct economic benefits, tourism stimulates multiple value-added op-
portunities. Examples include safety and hea lth improvements, infrastructure upgrades, busi-
ness reforms, environmental conservation, public facilities (par ks, sporting arenas, 
conference centers), and increased foreign investment. Due to low ba rriers to entry, tourism 
can particularly b enefit women, people in disadvantaged rural com munities, and young 
people. It can generate revenues for environmental and cultural heritage conservation. 

3. Namibia is a relatively sm all tourism destination. It rece ived just under one million 
visitors in 2010. Nevertheless, expenditure by tourists provided 6.2 percent of Namibian GDP 
in 2009. By 2021, the contribution of tourism to GDP is expected to grow to US$382 million 
and 8.4 percent of GDP. 2 But despite thes e achievements, the tourism sector in Nam ibia is 
under-performing in terms of job creation and economic benefits compared to other countries 
in the region.  

4. National Development Plan IV (NP D4) provides the opportunity for Nam ibia to use 
the tourism sector to pr omote increased jobs and earnings for the country. This paper ex-
amines how tourism can align its institutions and policies, diversify tourism products and fa-
cilities, and prepare its workforce to take up new tourism opportunities. 

The Case for Tourism  
5. Tourism is underestim ated as an econom ic transformer. Evidence from  Seychelles, 
where tourism accounts for 23 percent of GDP, and Mauritius, where tourism accounts for 21 
percent of GDP, and Cape Verde, w here tourism accounts for 25 percent of GDP, tell a clear 
story.3 

 Demand for Africa tourism products keeps growing. From a small base of just 6.7 
million visitors in 1990,  sub-Saharan Africa (SSA) attracted 28.1 million visitors in 
2009. For the past three years, tourism to SSA has been growing alm ost twice as fast 
as the world average. Africa was the only region whose tourism sector grew during 
the world economic crisis.4 

 Tourism creates more and better jobs. Tourism is labor intensive and provides op-
portunities for small business development, career advancement, and lifelong learning 
potential. One in twenty jobs in SSA is already in travel and tourism.5 By 2021, more 

                                                 
1 UNWTO (2010) UNWTO Tourism Highlights, 2010 Edition, UNWTO, Madrid 
2 WTTC (2011) Namibia: Travel and Tourism Economic Impact, 2011, WTTC, Oxford. 
3 The World Bank (2010) Africa Region Tourism Strategy: Transformation Through Tourism, Unpublished 
draft, World Bank, Washington, D.C. 
4 Twining-Ward, L. (2010) Sub Saharan Africa Tourism Industry Research, Phase II Tour Operator Study, Un-
published Report for the AFTFP, The World Bank, Washington, D.C. a study conducted for AFTFP’s Competi-
tiveness Flagship Report. 
5 Twining-Ward, L. (2010). 
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than 15 million people are expected to be employed directly or indirectly as a result of 
travel and tourism in SSA.6  

 Tourism accelerates reform. The experiences of Mauritius, Tanzania, Rwanda, Sey-
chelles, and Cape Verde 7 demonstrate that when conditions are right, tourism  is a  
beacon for pro-business policies and reform s that can help sm all and m edium-size 
(SME) business development and stimulate foreign investment.8  

 Tourism helps diversify exports. In 1980, agricultural produc ts represented 54 per-
cent of Mauritius’s exports. As a result of the growth in tourism, agriculture now ac-
counts for just 16 percent of total exports while textiles account for 25 percent and 
tourism accounts for 25 percent.9  

 Tourism can empower communities. Tourism can em power rural communities to 
transform their livelihoo ds using th e multiplier effect of tourism . Tourism coupled 
with community-based natural resource management can become a significant driver  
for economic and social empowerment. 

Objective of the Paper 
6. Following steady growth in international and intra-regional demand over the past dec-
ade. Namibia’s tourism sector is now primed for employment creation and economic growth. 
Accordingly, GRN identified tourism as a priority sector in Vision 2030 and highlighted tour-
ism in NDP4. The purpose of this paper is to provide information and recommendations that 
will help unleash the job- creation potential of tourism in Namibia:  

7. The paper addresses the following key questions: 
 How is Namibia’s tourism sector performing compared to its com petitors in the re -

gion? 
 What potential does Namibia’s tourism industry have for job creation? 
 What are the key constraints to the development of tourism in Namibia? 
 What are the policies and  actions that will improve tourism’s growth and job creation 

potential in Namibia? 
8. The paper is structured in three parts. The first part analyzes the perform ance and po-
tential of the Na mibian tourism industry. The second part identifies and discusses the con-
straints currently facing the sector. The thir d part of the paper m akes recommendations to 
help transform tourism into an effective agent of economic growth and job creation. 

2. Tourism performance 
9. Namibia is a m id-sized tourism destination. The sector is still in the early stages of 
development, and it has the potential for furthe r growth. However, Namibia has not been as  
effective in using visitor numbers to create jobs and to stimulate investment as other countries 
in the region. This is b ecause of the high cost and limited supply of labor and b ecause the 

                                                 
6 WTTC, (2010) Economic data tool. 
http://www.wttc.org/eng/Tourism_Research/Economic_Data_Search_Tool/ 
7 Twining-Ward, L. (2010) Yes Africa Can: Success Stories from a Dynamic Continent, Office of the Chief 
Economist, Africa Region, The World Bank, Washington, D.C. 
8 Wong, M., Christie, I. and Al Rowais, S. (2009) Tourism in South Asia, “Benefits and Opportunities,” PREM, 
Finance and Private Sector Development Unit South Asia, The World Bank, Washington, D.C. 
9 In Rwanda, between 1995 a nd 1998, coffee and tea accounted for alm ost half of all exports. Now travel and 
tourism provide 36 percent of exports and reliance on coffee and tea is down to 20 percent. 
Spenceley, A. and Neilson, H. (2010) The Success of Tourism in Rwanda—Gorillas and More: Background 
Paper for Africa Success Stories Study, Office of the Chief Economist, The World Bank, Washington, D.C. 
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tourism sector is characterized by a large num ber of small, family-owned businesses, which 
do not easily absorb additional staff. 

Tourism trends 
10. Tourism trends in Namibia are characterized by slow but steady growth in arrivals, an 
unusually high length of  stay, and a relatively hi gh average daily spend. International tourist 
arrivals have increased to 984,099 in 2010 from  777,890 in 2005. 10Although Namibia still 
has fewer tourists than Botswana, it is ca tching up. Out of the seven neighboring countries  
shown in the table below, Na mibia had the second highest ratio of tourists to residents after 
Botswana. By 2020, UNWTO predicts Namibia will have more visitors per year than the total 
population.  

3. International arrivals to Namibia can be divided into two types: short-
haul, intra-regional arrivals, and long-haul arrivals. Short-haul regional 
arrivals make up the vast majority of visitors to Namibia (73 percent in 
2010). These are primarily visitors from South Africa and Angola, 
which together were the source of 58.4 percent of all arrivals to Namibia 
in 2010 (see Data Appendix 

11. Table 9 on page 28 in the Appendix). The So uth African market grew strongly over 
the last five years, but dropped by 5 percent between 2009 and 2010. T he Angolan market 
has been stable since 2005 and remains Namibia’s largest source market.  

 
 
12. Traditionally, long-haul European arrivals  from Germany and the UK have been the  
primary source of leisure tourists. F rom 2007 t o 2009, the growth in the Germ an and UK 
markets flattened out, but in 2010 the Germ an market picked up, showing 6 percent growth 
compared to 2009. The Am erican market has been catching up with the British  market and 
there is also growth in secondary E uropean markets such as France, P ortugal, Netherlands, 
and Italy. Portugal (53 percent) and Belgium  (43 percent) were the fastest growing m arkets 
between 2008 and 2010 but are still m inor source countries. The Brazil m arket also showed 
considerable growth from 2009 to 2010 but is also a minor source market. 

13. Domestic tourists are anothe r important segment. Although they are not listed on ar-
rival forms, an increasing number of domestic tourists are using commercial accommodation 
and visiting tourist attractions. A dom estic tourism survey conducted in 2006 found that 20 

                                                 
10 MET (2011), Tourist Statistical Report 2010, Windhoek. 

Box 1. Mozambique 
Mozambique has managed a seemingly impossible transformation of its tourism industry. International tour-
ist arrivals have grown by 284 percent between 2005 and 2010. The government expects four million tour-
ists a year by 2025. The dramatic growth has been attributed to the following factors: 
 The number of hotel rooms has doubled from 2000 to 2009 
 Legislative reform has been completed, including a new tourism code and investor-friendly regulations 

for the sector  
 A strategic tourism development plan has been developed and will be implemented over the next seven 

years 
 Visas have been abolished for SADC countries: bilateral agreements made with South Africa, Malawi, 

and Swaziland allow citizens to travel freely to the country without a visa 
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percent of domestic trips were for leisure purposes. Twenty percent of domestic visitors used 
commercial lodging. Overnight domestic tourists  spent an average of N$1,703 per trip. The 
largest trip expenditure was transportation.11 As disposable incomes increase, domestic travel 
for leisure purposes is expected to rise. 

Tourist characteristics 
14. Visitors to Namibia have a longer than aver age length of stay. The average length of 
stay for SSA countries is just 5.6 days. 12 Namibia’s 2010 statistics report shows that tourists 
to Namibia stay an average of 16.5 days. 13 The longer tourists stay, the greater the econom ic 
impact of each tourist, so maintaining long length of stay is important for Namibia.  

15. Namibia also attracts a high level of leisur e tourists (51 percent in 2009 and 43 per -
cent in 2010). Forty per cent of visitors say there are visiting friends and relatives; just 14 
percent of visitors to Namibia say that they are o n business. Leisure tou rists are more likely 
to stay in comm ercial accommodation, spend mone y in restaurants, visit tourist attractions, 
and buy souvenirs. Namibia’s high  proportion of leisure tourists gives it an advantage in the 
region. Namibia attracts twice as many leisure tourists as Botswana.  

Table 1. Tourism Purpose of Visit in Selected SSA Countries, 2008 to 2010 

 
Average 

stay (days) 
Leisure Business Other Year of 

Data Number Percent Number Percent Number Percent 
Angola n/a 289,000 55.7 76,000 14.6 54,000 29.7 2009 
Botswana 2.7 264,000 17.6 86,000 5.7 1,150,000 76.7 2008 
Mozambique 1.8 1,252,000 69 177,000 9.8 386,000 21.3 2008 
Namibia 16 416,991 42.4 141,309 14.4 425,794 43.3 2010 
South Africa 7.5 9,484,000 95.5 221,000 2.2 229,000 2.3 2009 
Zambia n/a 184,000 22.7 339,000 41.8 288,000 35.5 2008 
Zimbabwe 3 1,810,000 92.5 129,000 6.6 17,000 0.9 2008 

Source: UNWTO, 2007 to 2009 
Note: Lesotho and South Africa figures include same-day visitors; Zimbabwe figures might include same-day visitors. Fig-
ures denote all international arrivals regardless of the purpose of visit 

16. Seasonal fluctuations in dem and have severe implications for the capacity utilization 
of tourist infrastructure. Namibia experiences seasonal fluctuations in demand that are similar 
to those of Botswana and Za mbia (see Figure 1). Peaks in April, July to Septem ber, and De-
cember coincide with school holidays in the region. As shown in Figure 2, there is also great 
variation across countries in these seasonal patte rns. For example, 38 percent of Spanish and 
13 percent of Dutch visitors arrive in August. January and February are the lowest months for 
all nationalities except those from Zimbabwe.  

17. Seasonal fluctuations have gone down slight ly over the last thre e years. In January 
2007 only 6.3 percent of annual visitors arrive d whereas in January 2009 7.8 percent annual 
visitors arrived.14 The first two quarters of the year ac counted for 44 percent of visitors, and 

                                                 
11 Baker, A. C., Muteyauli, P.I., Shigwedha, V., Swiegers, S., and Sweeney, L.F. (2007) Domestic Tourism in 
Namibia: Results of a 2006 to 2007 Survey, Directorate of Environment Affairs, Ministry of Environment and 
Tourism, Windhoek. 
12 Twining-Ward, L. (2009) Sub Saharan Africa Tourism Industry Research, Unpublished Report for AFTFP, 
The World Bank. 
13 MET (2011). When the longer-stay outliers such as China (47 days) and Zimbabwe (29 days) are removed, 
the average length of stay falls slightly to 15.8 days.  
14 Namibia Tourist Board (2008) Tourist Arrival Tables 2009, Namibia Tourist Board, Windhoek. Namibia 
Tourist Board (2009) Tourist Arrival Tables 2009, Namibia Tourist Board, Windhoek. 
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the last two quarters (Ju ly to December) accounted for 56 percent. Redu cing fluctuations by 
diversifying products and markets could substantially improve tourism yield.  

Figure 1. Seasonal International Visitor Arrivals to Namibia, Botswana, and Zambia 

 

Source: Botswana 2007 data: UNWTO, Zambia 2009 data: UNWTO, Namibia 2010 data: NTB  

Figure 2. Seasonal Patterns of Visitors to Namibia, 2010 

 
Source: MET (2011) 

18. MET’s 2010 arrivals statistics suggest several important features of the tourism  mar-
ket in Namibia: 

 The majority of visitors (70 percent) arrive in Namibia by road; just 29 percent arrive 
by air. The northern border en try points are the most popul ar. Twenty-nine percent of 
visitors use this route; 28 percent use Hosea Kutako International Airport; 20 percent 
use the southern border point; 16 percent use the northeastern border points. Seven 
percent of visitors use the trans-Kalahari border. 

0

15,000

30,000

45,000

January 

February 

March 

April 

May 

June 

July 

August 

September 

October 

November 

December 

South Africa 

Angola 

Long‐haul



 
 

6

 There are considerable differences in place of arrival by nationality. Just over half of 
UK and 49 percent of US visitors arrive by air;  73 percent of French visitors arrive by 
air. Visitors from neighboring Botswana, Zambia, and Zimbabwe arrived alm ost ex-
clusively by road. 

 Almost a third (29 percent) of those stay ing in commercial accommodation are from 
Germany; 27 percent are from Namibia; 12 percent are from South Africa. 

 There are far more men who visit Namibia than women. Sixty percent of visitors were 
men in 2010. This has not changed significantly over the last five years. Male visitors 
dominate arrivals from China, Portugal, Spain, and South Africa.  

 The majority of visitors are between 30 and 39 years old (28 percent). The num ber of 
visitors in the 20–29 year category has increased from 19.7 percent in 2006 to 21 per-
cent in 2010. 

19. These features imply that the  strategy for marketing the co untry to foreign tourists 
needs to be tailored to different source markets. 

Tourism economics 
20. Tourism is already a leading econom ic driver in Namibia. It is expected to alm ost 
double its contribution to GDP, employment, and investment over the next five years. 

21. Contribution to GDP: WTTC reports that tourism  in Namibia directly accounts for 
4.7 percent of GDP; by 2021 it will account for 8.4 percent of GDP. 15 It estimates that tour-
ism’s indirect contribution is considerably larger: 19.9 percent of GDP i n 2011. WTTC fore-
casts that this indirect contribution will rise to 31.5 percent of GDP by 2021. 

22. Employment: WTTC (2011) calculates th at the travel and tourism  sector in Nam ibia 
currently provides 24,800 direct  jobs (up from 18,000 in 2009)  and 114,000 direct, indirect, 
and induced jobs. NTB, however , estimates that direct em ployment in the sector is 22,000 
and direct and indirect employment is 80,000. The actual number is probably som ewhere be-
tween the two. WTTC forecasts that 66,000 direct jobs will be cr eated in travel and  tourism 
(11.7 percent of total employm ent) by 2021. The coastal area of Na mibia generates large 
numbers of jobs at hotels and other accommodations, with tour operators, and in other tour-
ism-related businesses (Table 2). 

Table 2. Estimated Numbers of People Engaged in Coastal Tourism 2007 and 2011 

Sector 
Estimated  

2007 
 

Estimated  
2011 

 

Estimated em-
ployment growth 

rate in  per-
cent/annum 

Tourism accommodation 3,409 4,506 7.2% 
Tour operators 184 447 9.3% 
Tourism-related businesses 4,671 6,249 7.5% 
Total 8,264 11,202 7.6% 

Source: Barnes and Alberts 2006 and 2011 

23. These are impressive growth forecasts but currently Namibia’s tourism sector appears 
to be less efficient in converting tourist arrivals and spending into jobs than other countries in 

                                                 
15 WTTC (2011) Namibia: Travel and Tourism Economic Impact, 2011, WTTC, Oxford. 
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the region. Whereas in Mozam bique WTTC data suggests one job is created for every 
US$1,300 in tourist spending, in N amibia US$21,200 in spending is needed to create a job. 
Patterns in jobs created per in ternational arrival are also revealing. While Angola, Mozambi-
que, and South Africa generate one job for ev ery 12–18 international tourist arrivals, Bots-
wana and Na mibia need 54–60 international ar rivals to create one  job. Increasing the  
efficiency of job creation in Namibia to a level similar to Mozambique’s would result in three 
times as many jobs for the same number of tour ist arrivals. Possible reasons for the shortfall 
are higher labor costs, smaller business size, and transportation costs. 

24. Another reason for inefficient job c reation in Namibia’s tourism sector is the sm all 
size of most businesses. In an analy sis for the NTB, The Tourism  Company showed m ost 
tour operators are small or micro businesses that have fewer than 10 em ployees. Twenty-one 
per cent of businesses had two or fewer em ployees, 26 percent had three to five, and only 3 
percent had over 50 employees.16 This suggests that the informal tourism sector is large. 

Table 3. Key Economic Indicators for Selected SSA Countries, 2008 and 2009 

  

Tourism 
receipts 
(US$ 

million) 

Tourist 
receipts 
per job 
(US$) 

Contribution 
of tourism 

to GDP 

Contribution 
of tourism 
to services 

exports 

Travel and 
tourism di-

rect em-
ployment* 

Inter-
national 

visitor ar-
rivals 

Inter-
national 
arrivals 
per job 

Angola 534 18,869 0.3 89 28,300 365,784 12.9 
Botswana 513 20,438 4.0 59 25,100 1,553,000 61.9 
Mozambique 196 1,251 2.3 35 156,700 2,224,000 14.2 
Namibia 382 21,222 6.2 91 18,000 980,173 54.5 
South Africa 7,624 19,593 3.0 72 389,100 7,011,865 18 
Zambia 98 4,645 1.0 49 21,100 710,000 33.6 
Zimbabwe 314 7,169 9.0 n/a 43,800 2,017,000 46.1 

Source: UNWTO and WTTC  

25. Investment: WTTC estimates that travel and tourism  investment accounts for 10.7 
percent of total investment in 2011.17 It should rise by 5.6 percent per year to reach 12.5 per-
cent of total investment in 2021.18 NTB estimates that travel and tourism was responsible for 
US$354 million investment in 2011. During the same period, US$6.1 billion was invested in 
South Africa and US$314 million in Angola.19  

26. It is not clear how m uch of this investment is government-related (in SOEs or parks) 
and how much is commercial. However, in an interview, NWR stated that US$295 was being 
invested in five NWR properties over the next  three years. WWF r eported that just over 
US$19 million has been invested by the private sector in 31 tourism joint venture projects in 
communal conservancies since 1998.20  

                                                 
16 The Tourism Company and Career Concept Ltd (2011) Design of a Tourism Human Resource Plan for Nami-
bia, Situation Analysis, Commonwealth Secretariat and the Namibia Tourist Board, Windhoek. 
17 These figures are total public and private investment. It is not clear how much of this investment is govern-
ment-related (in SOEs o r parks) and how much is co mmercial. However, in an interview NWR stated that 
US$295 was being invested in five NWR properties over the next three years.  
18 WTTC (2011) Namibia: Travel and Tourism Economic Impact, 2011, WTTC, Oxford. 
19 Twining-Ward, L. (2009) Sub Saharan Africa Tourism Industry Research, Phase I SSA Tourism Database, 
Unpublished Report for the AFTFP, The World Bank, Washington, D.C. 
20 Namibian Association of CBNRM Support Organizations (2009) Namibia’s Communal Conservancies: A 
Review of Progress and Challenges in 2009, NASCO, Windhoek.  
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27. Analysis of investment per arrival suggests Namibia has been relatively successful in 
attracting and generating foreign investm ent. For every v isitor arrival in Nam ibia there is 
US$316 worth of investment in the travel and tour ism sector. This rate is expected to alm ost 
double to US$611 per visitor by 2021.  

28. Tourism provides a high proportion of Na mibia’s foreign direct investm ent (FDI). 
Global Finances report total FDI inflows were US$516 in 2009.21 

Table 4. Tourism Investment for Selected SSA Countries, 2008 to 2011 

 

Total tourism 
investment 

(US$ million) 
2011 

International 
visitor arrivals 

Investment per 
visitor arrival 

(US$) 

Total tourism in-
vestment (US$ mil-

lion) in 2021 
(forecast) 

Year of 
data 

Angola 314 365,784 854 443 2011 
Botswana 173 1,553,000 111 277 2008 
Mozambique 124 2,224,000 56 203 2009 
Namibia 354 980,173 316 611 2008 
South Africa 6,107 7,011,865 871 9,238 2009 
Zambia 73 710,000 102 133 2009 

Source: WTTC (2011) 

Tourism Enterprise 
29. With the exception of NWR and a few large hotels, tourism operations in Namibia are 
characterized by a large num ber of small, family-owned businesses.22 A recent report by 
Price Waterhouse Cooper found that only 3.4 per cent of tourism firms in Namibia had over 
50 employees, and that over 70 percent had no more than 10 employees.23 Dominant areas of 
tourism activity are lodging and tourism activities. Accommodation with a k itchenette is the 
most popular. Wildlife viewing and trophy hunting activities dominate tourism activities.24  

30. For tourism accommodation to be successful , industry averages suggest a m inimum 
average occupancy of 55 percent to 65 percent is required throughout th e year. In Na mibia, 
accommodation occupancy rates are much lower th an this. MCA data show occupancy rates 
range from an average of 22 percent in January to 34 percent in August. 25 Barnes and Alberts 
(2011) found Swakopmund and Luderitz had the highest average occupancy rates (48 percent 
and 49 percent).26 Between 2008 and 2010 average year-round occupancy rates have fallen 
from 32 percent in 2008 to 28 percent in 2010. 

31. These rates compare poorly with neighboring destinations . Lodging in South Africa 
has an average occupancy rate of 58.7 percent; Zam bia’s rate is 63.1 percent. Possible rea-
                                                 
21 Global Finance,  http://www.gfmag.com/gdp-data-country-reports/213-namibia-gdp-country-
report.html#axzz1WNOPVQmH 
22 In an interview, NWR stated that 1,300 jobs would be created in tourism as a resu lt of the redevelopment of 
five properties.  
23 Price Waterhouse Cooper, (2010) Namibia: 2010 and Beyond. PWC 
24 In 2 010, there were 2 ,112 registered accommodation establishments and 1,861 activity operators.24 More 
than half of the activ ity operators were either troph y hunters or tour and safari operators. More than a third of 
registered accommodation was self-catering. Data on the number and type of registered tourism businesses is in 
Annex 1. 
25 Only 28 percent of registered lodging submits occupancy data. Data from the 602 accommodation establish-
ments that did submit occupancy rates suggests these are low in Namibia: 32 percent in 2008 and 31 percent in 
2009.  
26 Alberts, M. and Barnes, J. I. (2011) Assessment of Peoples’ Engagement in Sustainable Use Activities on the 
Coastal Zone of Namibia, Final Report, Namibian Coast Conservation and Management (NACOMA). 
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sons for the low occupancy rates are a mismatch between desired accommodation and availa-
ble accommodation. Many registered accomm odation units are of low quality. Another rea-
son for low accommodation is the seasonal pattern of arrivals from key markets.  

Table 5. Tourism Supply in Selected SSA Countries, 2008 

 
Total hotel rooms International hotel 

rooms 
Average  

occupancy Year of data 

Botswana 4,942 366 40.3 2008 
Mozambique 11,583 339 26.9 2008 
Namibia 4,919 758 28 2010 
South Africa 65,000 9,850 57.7 2008 
Zambia 5,979 649 63.1 2008 
Zimbabwe 6,319 811 41.0 2008 

Source: UNWTO and WB SSA Tourism Database, MET Tourism Statistical Report 2010 
Note: International hotel rooms are defined as those operated by international brand hotels 

32. The business environment in Namibia is also a constraint to successful tourism opera-
tions. The World Bank’s Doing Business report for Nam ibia 2011 ranked Namibia 69th out 
of 183 economies for ease of doing business. 27 Detailed results show that some aspects of  
doing business, such as access to credit, are ea sier in Namibia than m any other countries, 
while other aspects of doing business, such as starting a business and registering property, are 
more difficult. Both measure factors that determine new firms’ ease of entering markets. 

Table 6. “Doing Business” Rankings for Selected SSA Countries, 2012 

  
Overall 

Rank 2012 
Starting a 
Business 

Registering 
Property 

Getting  
Credit 

Paying  
Taxes 

Enforcing 
Contracts 

Angola 172 167 129 126 149 181 
Botswana 54 90 50 48 22 65 
Namibia 78 125 145 24 102 40 
Mozambique 139 70 156 150 107 131 
South Africa 35 44 76 1 44 81 
Zambia 84 69 96 8 47 85 
Zimbabwe 171 144 85 126 127 112 

Source: The World Bank, (2011) Doing Business 2012 Washington, D.C. 
Note: Rank out of 183 countries 

Tourism products 
33. Namibia is fortunate in having 
several different products to offer, based 
on nature, cultu re, and wildlife tourism 
resources (see Box 2). Although a wide 
range of potential product opportunities 
exist, few of these have been fully devel-
oped. Tourism attractions with interna-
tional appeal include the sc enic land-
scapes and dunes of Sossusvlei, desert-
adapted elephants, and  more wild black  
rhinos than any other country. Nam ibia 
also has a w ide range of cultural heritage 

                                                 
27 The World Bank, (2011) Doing Business 2011: Namibia Making a Difference for Entrepreneurs, Washington, 
D.C. 

Box 2, Namibia Tourism Products 
 
Key attraction sites include: 

 Sossusvlei dunes and the Namib-Naukluft 
National Park 

 Etosha National Park 
 Swakopmund and the Skeleton Coast 

Secondary attractions include: 
 Damaraland 
 The Kalahari Desert 
 Fish River Canyon 
 Caprivi Strip 
 Other national parks, protected areas, 

game parks 
 Communal conservancy areas  
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attractions such as the World Heritage Site rock paintings at Twyfelfontein.  

34. Namibia’s tourism products have s everal advantages compared over its com petitors. 
First, it is clea rly differentiated from its comp etitors in term s of the landscap e, wildlife, 
peacefulness, and indigenous culture. Second, it enjoys a safe and extensive road network and 
sufficient lodging options. Third, it has an ab undance of adventure tourism  opportunities 
which include hiking, sky-diving, dune-board ing, game-fishing, and trophy hunting. As ad-
venture travel is one of the fa stest growing sectors of the long- haul travel market, this is a 
positive indicator for the future.28 

35. Namibia’s products also have a number of  disadvantages com pared to neighboring 
countries. These include the dom inance of state owned enterprises (SOEs) in the sector, re-
strictive policies regarding parks, the long distances between sites and the consequent energy-
intensive nature of the industry and its supply chain. Poor a nd inconsistent service quality is  
also an ongoing challenge for Na mibia. Tour operators need to be conf ident in the ability of 
Namibia’s lodging and activity providers to co nsistently deliver product quality. If product  
quality is inadequate, tour operators will not include Namibia in their itineraries.  

36. Table 7 shows how Na mibia’s tourism resources rank against its com petitors, using 
the World Economic Forum’s 2011 Travel an d Tourism Competitiveness Index. Nam ibia 
scores well for its natural resources and “affini ty for travel and tourism” but less well f or its 
human capital and cultural resources. This crucial shortfall limits Namibia’s ability to deliver 
high quality experiences.  

Table 7. Tourism Resource Rankings for Selected SSA countries, 2011 

 
Human re-

sources 

Affinity for 
travel and 
tourism  

Natural re-
sources 

Cultural re-
sources TOTAL 

Namibia 124 50 47 123 109 
South Africa 128 43 14 55 49 
Botswana 119 85 33 106 98 
Zambia 120 113 15 119 95 
Zimbabwe 134 90 13 102 96 
Angola 138 139 58 135 139 
Mozambique 135 94 55 117 127 

Source: WEF (2011) The Travel and Tourism Competitiveness Report, 2011: Beyond the Downturn, World Economic Forum, Geneva. 
Note: Rank out of 139 countries. The hum an resources index measures the health, availability, and skill of the avail able la-
bor force. The affinity for travel and tourism index measures the extent to which the country and its people are open to for-
eign visitors. 

37. Namibia’s SOEs compete with the private sector for tourism dollars, use governm ent 
funds for marketing, and have an inside track to concessions. Namibia Wildlife Resorts is the 
state-run resort company. It has 26 lodges across the country in the most exclusive parks and 
prime wildlife-viewing areas. Due to the hist ory of the NWR under MET, NWR was obliged 
to absorb unemployed MET staff in 1998, incl uding veterans and other employees according 
to government priorities. Low worker productivity  that resulted from  this has severely im-
pacted the profitability of the enterprise and the ability of NWR to satisfy visitors. 

                                                 
28 Tui Travel PLC (2009) Passport to Adventure: Industry Trend Report 2010. The Adventure Company, Head-
water, Imaginative Traveler, Quark Expeditions, Gecko’s Grassroots Adventures, Peregrine and Exodus, Lon-
don. 
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Table 8. Current Importance and Future Potential of Tourism Products 

Product 
type/market 
segment 

Review 
Current 

importance 

Potential for 
growth in 
jobs and 
income  

Priority actions 
required 

Wildlife  
tourism 

More than 18 percent of the land area in Namibia is 
protected. The large number of parks and protected 
areas with flourishing wildlife populations is a 
significant and ongoing attraction for international 
and domestic visitors.  

High High 

Increase number 
of concessions in 
parks. Improve 
infrastructure to 
reduce congestion 
and increase user-
value 

Trophy  
hunting 

Trophy hunting currently constitutes at least 14 
percent of the tourism sector, generates about 
US$19.6 million in direct expenditure and an addi-
tional US$9.2 million in value-added income, most 
of which accrues to disadvantaged communities. 
But there is a lack of qualified local hunter guides. 
This is a concern in terms of real income going to 
communities. 

High Medium 

Train hunting 
guides, to add 
value to hunting 
trips. 

Coastal  
tourism 

Estimates based on Alberts and Barnes (2008 and 
2011) suggests 11,202 people are currently em-
ployed in coastal tourism. Of these, 70 percent, or 
7,884 held unskilled jobs. In the relatively small 
tour/activity operators subsector approximately half 
of 447 people engaged were considered unskilled 
with the remainder in some form of management. 

Medium High 

Develop a large 
and mid-range 
coastal lodging 
options. Upgrade 
Walvis Bay air-
port.  

Community-
based tourism 

There are 64 communal conservancies and 34 joint-
venture (JV) businesses between communal con-
servancies and private sector partners. Campsites 
provide 789 full-time jobs and over 250 seasonal 
jobs. Local people also earn money from selling 
food, wood, crafts, and grass for thatch; they can 
also profit from joint-venture partnerships.  

Medium Medium 

Develop facility 
to help communi-
ties to negotiate 
joint ventures 

Cruise  
tourism 

In 2010, there were 10 cruise ships staying one to 
two days. With sufficient investment in port up-
grades, Walvis and Luderitz have the potential to 
be a successful cruise destination and to provide a 
significant number of additional jobs.  

Low  Medium Upgrade port 
facilities 

Meetings and 
conferences 

Meetings and conferences are a lucrative market as 
they involve large groups, significant daily spends, 
and travel out of season. Although Windhoek and 
Swakopmund are unlikely to be able to compete 
with Cape Town or Johannesburg, they do have 
potential for smaller domestic meetings and confe-
rence tourism. For this to happen, a mid-size con-
vention center will be needed. This has potential 
for employment but will need to be a public-private 
sector partnership due to the high investment re-
quired.  

Medium Medium 

Support the de-
velopment of 
public/private 
mid-size conven-
tion/ conference 
facilities 

Shopping 
tourism 

Regional visitors are particularly drawn to shop-
ping facilities and opportunities in Windhoek. Ex-
tending shop opening hours on weekends, and 
encouraging the development of new malls and 
craft shopping outlets will help boost this sector. 

Medium Medium Support the de-
velopment of  

Festivals  
and events 

Festivals and events can boost off-season demand. 
They are an underutilized product with potential for 
both international and domestic tourism in Nami-
bia. Sporting and adventure-based activities have 
particular potential 

Low Low 
Support the de-
velopment of 
sporting events 

Sources: Humavindu, M.N. and Barnes, J.I. (2003) “Trophy Hunting in th e Namibian Economy : an Assessment.” South 
African Journal of Wildlife Research 33(2): 65-70.  
Alberts, M. and Barnes, J. I. (2011) “Assessment of Peoples’ Engagement in Sustainable Use Activities on the Coastal Zone 
of Namibia: Final Report,” Namibian Coast Conservation and Management (NACOMA).  



 
 

12

Alberts, M. and Barnes, J. I. (2008) “Sustainable Tourism Options for the Coastal  Zone of Namibia,” Directorate of Envi-
ronmental Affairs Research Discussion Paper, No. 77, Windhoek. 
Boundreaux, K. C. (2010) “Community Conservation in Namibia: Devolution as a T ool for the Legal Empowerment of the  
Poor,” Working Paper No. 10-64, Mercatus Center, George Mason University.  
Noirfalise, S. (2011) “Introduction to Namibian Projects 2010.” Unpublished account of craft project. Gondwana Travel.  
NASCO (2009) Namibia’s Communal Conservancies: A Review of Progress and Challenges in 2009, NASCO (Namibian 
Association of CBNRM Support Organizations), Windhoek.  

Product potential 
38. Emerging tourism destinations generally focus on a narrow range of products. As des-
tinations mature, they need to diversify their product offering in order to expand their m arket 
appeal. Namibia has developed a nam e for wildlife and safari tourism. This is like ly to con-
tinue to be the m ain focus of tourism activity. To increase the job generating potential and 
year-round value of tourism, however, Namibia needs to develop an expanded range of offer-
ings. Products such as coastal tourism , cruise tourism , domestic tourism, conferences, and 
festivals should all be considered for their job generating ability (see Table 8 above).  

Tourism risks 
39. Each type o f tourism presents its share of environmental and social risk s and chal-
lenges. Community- based tourism can expose local residents to the risk of the demonstration 
effect.29 Cruise ship tourism can result in large ebbs and flows in visitor numbers and can put 
pressure on inf rastructure. Wildlife tourism can disturb anim al behavior. Dunes and desert 
areas are fragile ecosystems with low resilience.  

40. Wildlife experts and the community in genera l are concerned that some attractions in 
Namibia are exceeding their carrying capacity in terms of visitors and vehicles. In an article 
in New Era, the outgoing Director of Parks and Wildlife Management for Namibia noted that 
in some areas around parks and key sites such as Sossusvlei, “irresponsible tourism” is taking 
place. Heavy vehicular traffic congests roads and sites are deteriorating due to the pressure of 
large numbers of visitors.30 Albert and Barnes (2006) also raise the issue of carrying capacity 
in cases such as dolphin-watching and fishing tourism off Walvis Bay and in the Caprivi 
Strip.  

41. While the principle of carrying capacity is appealing, it is not a suitable m anagement 
tool. The number of tourists that can be accommodated at one nature-based attraction per day 
is not s tatic like seats on a p lane. It depends on how tourists  behave, whether they are in 
groups or not, how many paths there are, how well the paths are marked, and whether tourists 
are reminded to stay on them. The crucial question is therefore not “are there too m any tour-
ists,” but “are the tourists being managed so as to minimize adverse impacts?” In many cases 
in Namibia the problem is not the number of tourists but poor visitor management.  

42. Competing economic activities also pose risk s to tourism activities. In Swakopmund, 
uranium mining threatens important coastal tourism sites. Urbanization, transportation, and 
expansion of agricultural areas put  other areas at risk. It is im portant that before alternative 
development takes place, short and long-term  social, economic, employment, and environ-
mental cost and benefit analyses take place to  ensure the m ost desirable long-term develop-
ment path is selected.  

                                                 
29 The “demonstration effect” occurs when indigenous communities adopt western dress, speech and behavior as 
a result of interactions with tourists. 
30 !Hoaës, I, (2011) “Uncontrolled Tourism Activity at Sossusvlei Worrying” New Era, June 1, 2011. 
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43. Sites deteriorate with increased use. Gravel roads worsen with heavy traffic. The cur-
rent situation in Sossusvlei, however, may be more a result of management failure than tour-
ism impacts. Much can be done to m ake the most popular sites m ore resistant to visitor  
impacts. Sensitive areas can be pr otected using boardwalks, signage,  and f ences. Visitor 
management plans and traffic control needs to be developed for Sossusvlei  and Walvis Bay 
marine tourism activities. 

44. Economic risks are alw ays present. Econo mic downturns in sending countries ca n 
have chain reaction effects in destinations. Ex change rate fluctuations, changes in regional 
visa policies, cross-border relationships, and s ecurity concerns present a significant level of 
risk for tourism enterprises in Namibia.  

45. Risks are more severe in locations with just one central attraction and in destinations 
reliant on one key product or m arket segment. Increasing the num ber of secondary attrac-
tions, building secondary markets, and diversifying the product base help to reduce risk. 

4. Constraints to tourism growth 
46. Namibia’s product quality and comparativ e performance in the region suggest the 
country is poised to substantially grow its tour ism sector both in term s of number of tourists 
and number of jobs. However, a number of c onstraints stand in the way of scaling up. Key 
constraints include weaknesses in the tourism institutional framework, unfavorable regulatory 
environment, problematic access to land, protec tionism in SOEs, narrow product and m arket 
focus, and lack of skilled workers. 

Tourism institutional framework 
47. Since Independence, N amibia has devoted co nsiderable attention to es tablishing a 
sound framework of laws, policies, and institu tions to regulate and prom ote the country’s 
tourism industry. Certain aspects in how polic ies are implemented, the assignment of roles  
and responsibilities to different public sector bod ies, and a degree of regulatory over-reach in 
new laws create constraints to the industry’s ability to generate jobs and economic growth. 

48. Implementation of existing policies and plans: The first national tourism development 
plan, developed in 1992 with European Commission assistance, is out of date and needs to be 
replaced.31 The national policy for tourism  in Namibia, launched at the end of 2008, is de-
signed to help realize the goals of Vision 2030 and meet the targets of the National Develop-
ment Plan III (NDP3). Ten guiding principles underpin the tourism policy (see Box 4). At the 
current time, there is no action plan to guide the implementation of these principles, nor are 
there any indicators to assess progress towards their achievement. There are now p lans for a 
tourism growth strategy. If a comprehensive approach is adopted, this strategy will im prove 
coordination and policy cohesiveness. 

                                                 
31 Hoff, Overgaard Carlo Bro (1992) Namibia Tourism Development Study, Commission of the European Com-
munity and Ministry of Environment and Tourism, Windhoek.  
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49. Overlapping roles and responsibilities of key tourism bodies: The government has 
established a range of tourism  bodies, most notably the Directorate of Tourism  (DOT) at the 
Ministry of Environm ent and Tourism  (MET) and the parastatal Namibia Tourism Board 
(NTB) and Namibia Wildlife Resorts (NWR). These entities do not always work in unison 
with each other or with  the private s ector. Lack of effective coordi nation prevents Namibia 
from realizing the f ull potential of  the tour ism sector. For exam ple, NTB is charged with 
promoting tourism (see Box 3), DOT is prepari ng a tourism investment strategy, and the Na-
mibia Investment Center at the Ministry of Tr ade and Industry is responsible for investm ent 
promotion, including in tourism. These bodies generally work independently of one another. 
The result is poor coor dination and policies 
that adversely affect the developm ent of the 
sector.  

50. The steady migration of responsibili-
ties and staff from MET to the NTB has led  
to some overlap and coordination chal-
lenges.32 The increase in regulatory respon-
sibilities of NTB reduces its ability to work 
collaboratively with th e private sec tor, due 
to the inherent conflict of interest between 
its roles as regulator and service provider. It 
has also left DOT under-resourced, unable 
to compile statistics, and unable  to p lan 
tourism in a coherent manner.  

51. Tourism plans and strategies provide 
the framework for institutional coordination. 
Both the Directo rate of Tourism  and NTB 
engage in strategic planning for tourism , 
tourism research, and liaising with the pr i-
vate sector. Neither h ave an up-to-date ac-

                                                 
32 For further information on planned increase of NTB functions see: Grant Thornton International (2009) Final 
Strategy: Presented to Senior Management of the Namibian Tourism Board, NTB, Windhoek. 

Box 3. Namibia Tourism Board 
 
The Namibian Tourist Board (NTB) was established 
in 2000 by an Act of Parliament to regulate and 
market Namibia as a to urist destination. The Act 
repeals the previous Ordinances for 1973 to 1979 on 
Accommodation Establishments and speci fies eight 
functions of the NTB:  

 To promote tourism in Namibia 
 To take m easures to ensure services pro-

vided to tourists comply with standards 
 To consider and decide on applicants for 

the registration of accommodation  
 To promote the training of people engaged 

in tourism 
 To promote the development of sustainable 

tourism  
 To give advice and guidance to persons en-

gaged in tourism 
 To promote tourism activities on an inter-

national, national, regional, and local level 
 To advise the Minister on any matter relat-

ing to national tourism policy and the crea-
tion of incentives 

Box 4. Summary of Guiding Principles for Tourism Policy in Namibia 

 
1. Tourism policy must serve government objectives and shall be for the benefit of all Namibians and visi-

tors.  
2. Tourism needs to be competitive. The government must intervene to attract investment. 
3. Tourism policy must enable the private sector to operate and compete effectively in the global market-

place. 
4. Increased local participation and equity are essential to spread the benefits of tourism.  
5. Tourism development must be economically, socially, and environmentally sustainable. 
6. Sustainability is inextricably linked to the protection of the natural resources base.  
7. The government’s investment and operational functions in the tourism sector are infrastructure devel-

opment, marketing, education, and skills development. 
8. Tourism investment, development, and promotion must be market-driven.  
9. It is government policy to promote interventions on the basis of national benefits. 
10. The quality of service provided should be of a standard that meets the requirements of present day na-

tional, regional, and international tourists. 
Source: Namibia Ministry of Environment and Tourism (2008) 
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tion strategy or indicators to assess progress towards their achievement.  

52. Regulatory over-reach: A new bill, Promulgation of Namibia Tourism Board Act, 
2000, will increase the power and authority of NTB as a regulatory agency. These new pow-
ers make more acute th e conflict of interest between NTB’s mandate to provide services to 
and promote Namibia’s tourism sector. The bill  gives NTB responsibilit y for quality assess-
ments of facilities and sustainable tourism  planning, an activity that was formerly under the 
jurisdiction of DOT. It also substan tially increases the power of NTB to r egulate the tourism 
sector. It includes the power to imprison any person who provides accommodation without 
being registered.33 New powers provided for in the bill include the following: 
 NTB can at any time establish a new tourist levy to benefit the Board to be paid by opera-

tors of accommodation establishments and other operators. 
 All tourism business vehicles must display the name of the business on both sides of the 

vehicle. 
 License and registration can be cancelled or suspended for wrongdoing 
 NTB inspectors can enter at any time and seize docum ents, vehicles used for guests, or  

computers, if necessary. 
 All tourism operators must be inspected to qualify for an NTB license. All vehicles used 

to transport guests must also be inspected and licensed by NTB. NTB collects a 2 percent 
levy from accommodation providers.34 It intends to add a training levy in the future. 
These additional fees could have a positive impact on marketing and training programs if 
they are well m anaged. However, they put si gnificant reporting, licensing, and financial 
burdens on tourism SMEs and increase the cost of doing business. 

 A proposed tourism bill opens the door to further levies and will allow NTB to police the 
tourism industry using stricter rules. This is unlikely to constrain the expansion of the in-
dustry and comes at a time when SADC countries such as South Africa and Mozambique 
are reducing levies.  

53.  This expansion of regulatory intervention in the tourism sector stands in contrast to 
the trend in other African c ountries. Kenya and Zam bia, for example, have recently passed 
tourism bills that a ttempt to streamline tourism regulations, encourage greater coordination 
among tourism bodies, and position the government as a facilitator and p romote of the tour-
ism industry (see Box 5 on page 16). 

                                                 
33 Government of Republic of Namibia, (2000) Promulgation of Namibia Tourism Board Act, 2000 (Act 21 of 
2000), Government Gazette of the Republic of Namibia, No. 2437, Windhoek. Government of Republic of Na-
mibia, (2011) Promulgation of Namibia Tourism Board Act, 2011 (Act X of 2011), Government Gazette of the 
Republic of Namibia, No. XX Windhoek. 
34 All tourism accommodation operators are obliged by NTB to add a 2 percent tourist levy to their room bill. 
This levy will soon be extended to other tourism operators. The funds generated are designed to assist NTB with 
marketing. However, the current fund is not directly linked to the marketing budget. To improve revenue collec-
tion and private sector trust, an improved, more transparent system is needed which directs tourist levy revenues 
directly to tourism marketing activities. The system must be accountable to operators.  
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Complex regulatory environment 
54. Tourists and firm s in the tourism  industry interact with m any government agencies 
other than dedicated tourism  bodies such as NTB and DOT, and som e of these do not fully 
appreciate their contribution to the tourism  environment in Namibia. The broader legal and 
regulatory environment is quite important for the performance of the tourism sector. Tourism 
growth is driven in part by investment. Priv ate investors have m any destinations to choose  
from. They look for places where it is easy a nd secure to d o business and where attractive 
incentives are offered. Namibia has made considerable progress in some areas, such as tourist 
visas, yet it is still exp ensive to d o business, dif ficult to hire and f ire workers, and tim e-
consuming to obtain work permits for foreigners.  

55. Employment regulations: Labor laws are needed to protect workers from exploitation. 
However, the current regulations s tifle the creation of jobs in tourism . According to private 
sector interviewees, current and new employment regulations in Namibia make it harder, not 
easier, for businesses to employ more workers. Although the tourism sector has been success-
ful in getting special treatment on work hours  and vacation days in the past, d ispute resolu-
tion is time-consuming and costly. The new Labor Act is likely to slow hiring and increase its 
cost. It will hinder companies’ ability to select suitable employees and will make it harder for 
companies to fire incompetent workers. In a fast-paced tourism industry, these measures will 
be a severe hindrance to Namibia’s ability to be internationally competitive. 

56. Visas and work permits: Although Namibia has a fairly lib eral visa regime for tour-
ists, the generally more restrictive regime for business visas and work permits tends to con-
strain businesses in the tourism industry. These rules apply to all parts of the economy, not  

Box 5. Tourism Legislation in Kenya and Zambia 

 
Zambia Tourism Bill, 2010 
The Zambia Tourism Bill (ZTB) has many similarities to the Namibia Tourism Bill in terms of roles, re-
sponsibilities and structure. The Zambia Bill provides for: 

 Greater focus on the marketing role of the ZTB 
 More focus on competitiveness  
 Greater multi-agency collaboration, e.g., Zambia Development Agency deals with business li-

censes 
 Clearer process for the use of tourism levies, e.g., a tourism development fund for product devel-

opment, marketing, training, and research  
 Fewer documents required for licensing a property and business  
 More incentives to licensed businesses  

Kenya Tourism Bill, 2010 
The Kenya Tourism Bill (KTB) also has similarities to the Namibia Tourism Bill. It defines the function of 
the Tourism Board: to regulate, register, license, grade, develop standards, develop codes of practice, and 
promote sustainable tourism. In comparison with the Namibia Tourism Bill, the Kenya Tourism Bill pro-
vides for: 

 More frequent assessments of tourism activities (biannual) 
 Greater outsourcing of training, e.g., Kenya Utalii College deals with all tourism training 
 Greater involvement in meetings market, e.g., Kenyatta Conference Centre comes under the Bill 
 Less involvement in statistics, e.g., Kenya Tourist Board has a separate tourism research institute 

and monitoring mechanism 
 More focus on marketing 
 Clearer use of tourism levies, e.g., a fund for activities as specified in the act 
 Fewer requirements for a tourism license, e.g., development plan, EIA, public representation 
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just the tourism industry, but businesses in th e tourism industry are arguably disproportio-
nately affected. Spontaneous changes in the application of visa and work perm it policies 
make Namibia unattractive for businesses that br ing tourists to Na mibia. There have been 
several well-publicized inciden ts in recent ye ars where foreign tou r guides were denied  
access to Namibia because th ey lacked work permits left tourist buses stranded  without 
guides. These resulted in com panies removing Namibia from multi-country tour itinerar ies, 
costing the country jobs and reve nue. If similar issues arise with the nascent cruise industry, 
it will reduce the attractiveness of Namibia as a cruise des tination. Business travelers face 
requirements above and beyond other visitors (e.g., no visa on arrival) that, although not nec-
essarily onerous, add to their cost of doing bus iness with Namibian companies. Firms in all 
sectors report difficulties obtaining work perm its for skilled labor.35 Since skilled an d un-
skilled labor are complements, restricting firms’ access to skilled labor reduces their dem and 
for unskilled labor. One should not e that Namibia is not alone in restricting the movement of 
tourism workers: the  lack of bilateral agreements with Botswana and  South Af rica means 
Namibia guides cannot cross the border. 

57. Business regulations: As noted earlier, Namibia ranks considerably lower than neigh-
boring countries (and competitors for tourism investment) on several key Doing Business in-
dicators, i.e., those measuring the ease of starting a business, registering property, and paying 
taxes (see Table 6 on page 9). Currently, m ore than fifty permits and certificates are required 
for hospitality owners who want to register or extend the registration of their accommodation 
establishment.36 All tourism operators must be inspected ann ually to qualify for an NTB li-
cense. All vehicles used to transport guests must also be inspected and have a Road  Carrier 
Permit issued by NTB. Guides need  police clea rance certificates which can take  up to s ix 
months to obtain. Foreign tour operators are required to pay US$2,000 for a license to drive 
on Namibian roads. These regulations put a significant reporting, li censing, and financial 
burden and increase the cost of doing busines s in Namibia’s tourism industry. The burdens 
often fall disproportionately on sm all businesses and potential new entrants into the m arket. 
Visitors to adjust a higher cost tourism environment by shortening their visits or engaging in 
lower value activities, thus reducing the sect or’s contribution to econom ic growth and job 
creation. 

Problematic access to land 
58. The availability and cost of land has a significant impact on tourism growth and com-
petitiveness. Sound land policies establish incentives for conserving, protecting, and develop-
ing land for tourism . Poor policies result in market distortions, lack o f transparency, and 
burdensome bureaucracy, which can deter invest ors needing access to land for enterprises 
that can generate jobs and incom es, particularly in rural areas. In Namibia, the main choices 
for investors are freehold land, which is expens ive, communal land, which takes years to ne-
gotiate, or concessions on state land, which are not always transparent or reliable. 

59. Joint ventures with communal conservancies: The Namibia Communal Land Reform 
Act of 2002 allows leases for up to  99 years. F or leases or lease renew als of more than ten 
years, however, the Minister of Lands and Rese ttlement has to approve the leas e. This takes 
time and causes delays. Even short-term leases for camps can require lengthy multipartite ne-
gotiations with conservancy leaders, tradi tional authorities, and communal land boards—

                                                 
35 Firms report a range of problems, from work permits not being granted or renewed at all, not being granted 
for sufficiently long periods of time, or not being granted in a timely or predictable fashion. 
36 HAN (2010) Documents Needed to Register, Extend Registration and/or needed Recurrently for the Opera-
tion of an Accommodation Establishment, Unpublished Members Document, HAN, Windhoek. 
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lasting up to five years, according to one evaluation.37 Even after a tourism operation enters 
into a joint venture with a comm unal conservancy, this evaluation found that changing de-
mands from communities and conflicting demands between communities and traditional au-
thorities, sometimes stemming from unrealistic expectations about the profitability of tourism 
activities, resulted in disruptions, increased legal costs, and other fact ors that sign ificantly 
reduced the financial rate of return. 

60. Concessions on state lands: Given the difficulties involved in communal conservancy 
negotiations, there is significant interest in concessions in state-protected areas. Eighteen per-
cent of the country and the entire co astline are now under state protection. 38 Many different 
types of commercial activity could potentially be  undertaken in protected areas: lodges, gift  
shops, guide services, and restaurants. These co uld, if operated well, ad d value to park visi-
tors’ experiences, increase government revenues, and provide sustainable employment oppor-
tunities. The challenge is to have a fair, transparent, and sustainable way of allowing 
concessions on this land. The Policy on Tourism and Wildlife Concession on State Land pro-
vides the regulatory fram ework for concessions.39 It allows MET to allo cate concessions in 
protected areas and on state land directly to local communities. Relatively few concessions  
have been granted. 40 A 2008 study of MET found that it la cked the necessary staff at that 
time to implement the new policy. 41 Others argue that im plementation of the policy is not 
transparent nor does it provide co mmunities, tour operators, and inve stors with s ecurity of 
tenure or continuity of operation that will allow them to invest, grow  their bus inesses, and 
employ more workers.42  

61. Taxation: Land taxes in  Namibia are an additio nal concern. A recent p roposal for 
lodge owners operating on communal lands to pay eight percent turnover tax as a leaseholder 
fee could make it even more difficult to inve st in Namibia. In the Caprivi and Kavango re-
gions in July 2010, lodges were spontaneously issued with invoices for leasehold fees. Con-
fusion in the collection of these fees between Communal Land Boards, the Ministry of Lands, 
and communal authorities has unsettled lodge owners.43  

62. Land and infrastructure: In addition to land, investors also need infrastructure. Usual-
ly, core inf rastructure is provided by utilities or  by the state as f ar as the perim eter of the 
project. On-site infrastructure is the responsibility of the deve loper. In Namibia, while main 
roads are in good condition, park roads and feeder roads from smaller airports are deteriorat-
ing and need attention.  

                                                 
37 Barnes, J. (no date) “Analysis of the Financial and Economic Impacts of Induction Costs on Joint Venture 
Operations,” unpublished CBT research paper for FENATA. Asheeke, J. W. (2010) “A Private Sector Point of 
View Conservancy-Based Tourism Enterprises (CBTEs) in Namibia and the Business of Tourism,” A ComMark 
Trust Study prepared by FENATA. Barnes recommended the development of a community-based tourism busi-
ness management center to help resolve difficulties in establishing joint ventures with communal conservancies. 
38 Ministry of Environment and Tourism (2010) State of Protected Areas in Namibia: A Review of Progress and 
Challenges, Ministry of Environment and Tourism, Directorate of Parks and Wildlife Management, Windhoek. 
39 Government of Republic of Namibia (2004) Policy on Tourism and Wildlife Concessions on State Land, Min-
istry of Environment, Windhoek. 
40 The MET website lists 11 concessions to commercial lodges and 4x4 enterprises and 4 concessions to com-
munal conservancies, as of around 2010. http//www.met.gov.na/Pages/Protectedareas.aspx. In February 2012 
MET granted the Ehirovipuka Conservancy a concession to conduct operations in Etosha National Park. 
41 World Bank, “Implementing the Agenda of the Namibian Ministry of Environment and Tourism” 
42 MCC (2008) Millennium Challenge Account Namibia Compact: Volume 5: Thematic Analysis Report – Tour-
ism, Namibia Strategic Environmental Assessment, MCC Washington and MCA Namibia, Windhoek. 
43 Shigwedha, A. “Leasehold Tax for Lodges in Communal Areas Cause a Stir,” The Namibian, (September 23, 
2010). 
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Inefficient SOEs 
63. The role of the state is to enable d evelopment and facilitate the growth of  the private 
sector. When governments are involved in running businesses, there are often conflicts of in-
terest and inefficiencies that impact both the customer experience and distort the competitive 
marketplace. Namibia has a large num ber of state-owned enterprises, many of which are in-
volved in tourism activities. The most inf luential are Namibia Wildlife Resorts (NWR) and 
Air Namibia.  

64. Lodging in national parks: At its inception in 1998, NW R operated 22 resorts inside  
national parks that had been constructed ove r the years by the government. Since then NWR 
has refurbished m ost of its f acilities and has introduced thr ee new eco-friendly properties. 
NWR has had a difficult and c ontroversial history. It collaps ed in 2006 due to m ismanage-
ment and poor product and servic e delivery. It was rescued by the government with a N$120 
million bailout package. NWR went back in 2010 for another bailout, and at the time of writ-
ing is reportedly agai n in financial trouble. 44 NWR has been operating w ithout a managing 
director since December 2010. 

65. NWR holds a monopoly on lodging and other activ ities located inside national parks, 
notably wildlife viewing near lodges after park gates close at dusk. NWR’s close relationship 
with the government gives rise to the view that MET’s environm ental and concessions poli-
cies are implemented to the advantage of NW R. To be su re, NWR competes with p rivately 
owned lodges located outside park gates, m any of which send game or nature viewing drives 
into the parks, but NWR’s privileged position confers distinct advantages over other opera-
tors.  

66. Despite these advantages, NWR suffers from problems common to many monopolies 
and SOEs around the world. NWR lags behind parks in neighboring countries in offering in-
novative, premium services (e.g., nighttime drives or guided game hikes). Efficiency is ham-
pered by political influence over decision-ma king. Performance is lim ited by restrictive 
hiring and firing policies and the large num ber of untrained older em ployees. Political and 
union objections make it difficult for NWR to close unprofitable properties or outsource non-
lodging activities such as food service, crafts sales, and other services that add would value to 
visitors’ stay in the parks.  

67. Air transport: A similar situation is found in ai r transportation. Air Nam ibia’s long-
haul routes suffer from a perception of poor services, have been losing money for some time, 
and require large s tate subsidies. Air Namibia has gone thro ugh multiple turnaround strate-
gies during the past de cade, each involving larg e injections from the treasury. Nevertheless, 
Air Namibia defaulted on state-guaranteed loans of N$320 million in March 2011. In August 
the government approved a N$1.6 bi llion bailout package. To some extent, the losses are due 
to weak m anagement—Air Namibia has been  without a m anaging director since March 
2010—compounded by politicized corporate governan ce (the Minister of Transport at-
tempted unsuccessfully to fire the board of directors in March 2012). 

68. Some of Air Namibia’s losses surely also stem from the structure of the international 
airline business, which makes it unprofitable for small airlines to deliver scheduled service on 
long-haul routes, especially wh en they have to com pete with high-volume traffic moving 
through regional hubs (e.g., Johannesburg). Dem and for flights within Na mibia is still too 

                                                 
44 See for example The Namibian, “NWR Begs for Urgent Bailout,” (July 22, 2010) and The Namibian, “NWR 
on Brink of Collapse,” (May 21, 2012). 
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low to make increased domestic operations profitable. In contrast, ther e would appear to be 
more room for Air Namibia to compete with other carriers for intra-regional traffic 

69. Air Namibia does provide a vital function in bringing tourists to the country as well as 
providing jobs for Namibians, although one should bear in mind that fewer than one-third of 
visitors to Namibia arrive by air.45 The company employs 600 people and reports that is has a 
direct and indirect employment impact of more than 10,000 jobs.46 But what is the cost to the 
state? How long can this be sustained? 

70. If NWR and Air Na mibia were managed as commercial businesses, state ownership 
would not matter and both NWR and Air Namibia could make a lasting positive contribution 
to tourism in the country. However, current po litical interference in decision-making results 
in lower service standards, falling profit margins, and additional hurdles for new m arket en-
trants. This is of particular concern in Etosha, the country’s  iconic attraction. Namibia’s pro-
SOE stance is out of  touch with the rest of  the Southern African Development Community 
(SADC), where privatization, like in the case of SANParks in South Africa, has been highly 
successful (see Box 6). There are also num erous other experiences in Africa and elsewhere 
that could serve as references as Namibia cons iders the balance between state and private de-
livery of air transport and hospitality services: Air Mauritius’ partnership with British Air-
ways and Air France; Tanzania ’s concessioning of hotels a nd safari lodges in its parks 
(similar to RSA’s private lodges in national parks); developing good statistics and a matching 

                                                 
45 According to MET’s 2010 statistical report, only 29 percent of all to urists arrived by air in 2010. Excluding 
visitors from the region, the share rises to just 60 percent, and visitors from a number markets arrive predomi-
nately by land (e.g., Australia, Canada, Netherlands, and Scandinavian and Iberian countries. (MET 2011). 
46 Information provided during interview with senior management based on 2006 impact study 

Box 6. South African National Parks (SANParks) 
 

SanParks, created in 1998 from the transformation of the National Parks Board, became a successful autonomous 
parastatal entity, a leader in the develop ment of the ecotourism industry with high research standards. Yet despite 
managing some of the world’s most spectacular natural assets, SANParks was failing to deliver tourism products 
efficiently. Service standards were often mediocre, products were poorly differentiated, and  prices were no t de-
termined by the market. In 1999, following a benchmarking exercise against similar, private operations, SANParks 
realized that it lacked the skills, incentives, and access to capital that it needed to make the most of tourism oppor-
tunities. Deciding that it would not run commercial ventures but instead focus on its core function of biodiversity 
management, SANParks developed the concept of “commercialization as a conservation strategy.” 
 
Part of this strategy was the concession of exclusive rights to commercial use of lodge sites together with the sur-
rounding parkland. Since starting to implement the strategy, SANParks has concessioned 12 lodges, 19 shops, 17 
restaurants, and 4 picnic sites to private partners. The 20-year concession contracts for lodges (with no rig ht of 
renewal or first refusal on expiration) include  environmental and social obl igations and pe nalties for nonco m-
pliance. The concessionaires pay SANParks an annual fee calculated as a percent age of the turnover bid during 
the tender process. In 2004 lo dges, shops, and restaurants generated concession fees of US$13.5 million, and 
lodges attracted private investment of US$42.5 million. SANParks is now independent from government transfers 
for more than 75 percent of its operating revenue. This is a spectacular financial achievement, even compared with 
conservation agencies in indu strial countries. The co mmercialization strategy has vastly  improved SANParks’ 
standing in the eyes of stakeholders, reduced unemployment in neighboring communities, and created economic 
opportunities for previously disadvantaged ethnic groups. As a result of thi s success, the national government in-
creasingly views national parks as a tool for econo mic development and has stepped up its annual financial com-
mitment to SANParks. Thanks to the increa se in public fun ds and the a dditional revenue from its partner ships, 
SANParks has been able to expand the land under its protection by 5 percent in the past 10 years. 
 
Source: Saporiti (2006) Managing National Parks, Public Policy for the Private Sect or, The World Bank Group, 
Washington, D.C. 
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information campaign, as in Seychelles; depo liticizing decisions on land through a transpa-
rent process and effective land institutions, as in the Maldives. 

Narrow product 
71. Namibia has a clear comparative advantage in nature and wildlife tourism  products. 
This focus has worked well in establishing Nam ibia as an international tourism  destination. 
For example, Namibia is one of three fina lists to host the 2013 Adve nture Travel W orld 
Summit. It has also resulted in the saturation of some key sites, however. For tourism to grow 
further will require much greater innovation and diversity in products and markets and a big-
ger emphasis on the use of local supply chains.  

72. NTB has a sm all marketing budget and lim ited staff. These two factors, com bined 
with a low level of tourism  skills education, have resulted in a narrow p roduct focus: high-
end long-haul nature tourists from traditional markets such as Germany. The private sector is 
also limited by the sm all size of operations and lack of professional am bition. The informal 
sector lacks support and the abil ity to add value to its product s. At Cape Cross Seal colony, 
for example, there are no craft outlets or food stalls. The questions of how best t o assist 
emerging tourism entrepreneurs and who qualifies for assistance need to be addressed. 

73. In order to support new product developm ent, training and infrastructure must be im-
proved. Although roads are generally of high qu ality, many bridges are missing and there is 
no reliable bus or ra il service for domestic tourists. Domestic flight networks and schedules 
are not currently compatible with tour itineraries. Airport terminal buildings at Hosea Kutako 
International Airport and Walvis Bay Airport are not large enough to accommodate the scale 
of simultaneous passenger arrivals or departures  consistent with the country’s growth am bi-
tions. The telecommunications infrastructure for immigration is currently insufficient to ena-
ble electronic processing of visas and other immigration information.  

Low level of skill 
74. Namibia is known as a “bouti que” destination, offering a more intimate and personal 
tourism experience in s maller facilities. High v alue, low-volume tourism requires  efficient 
and friendly service. Nam ibia does not have a culture of cust omer service in the public o r 
private sector, however. This ha s serious im plications for th e tourism industry, where it is 
difficult to find new entrants with an understanding of what a service culture entails. 

75. Tourism is labor intensive and requires skil led and semi-skilled service-sector labor. 
Namibia has a large available workforce but the workforce has a low level of skills. The ma-
jority (85 percent) of unemployed people have not completed secondary school. According to 
the 2008 Namibia Labor Force Survey only 10 percent of the population has a 10th grade 
education, 1.3 percent have a high school m atric (12th grade certificate), 1.2 percent have 
completed college, and 0.7 percent have completed postgraduate training.47 The proportion of 
educated people is much lower in rural areas where there are tourism opportunities than it is 
in urban areas. The result is a population that is poorly prepared to take up opportunities in 
tourism. 

76. A fundamental factor contributing to the poor educational ou tcomes is poorly trained 
teachers, particularly in rural areas. Another factor is the lack of parental supervision and en-
couragement. Industry leaders say high school gr aduates are improperly trained for the jobs 

                                                 
47 Government of Republic of Namibia (2008) Namibia Labour Force Survey 2008 (NLFS 2008), Ministry of 
Labor and Social Welfare, Directorate of Labour Market Services, Windhoek.  
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that are available and those that are trained have unrealistic expectations about pay and work-
ing conditions and little desire to work in isolated rural lodges.  

77. Peer pressure to leave school early m ay also be a factor. With lim ited English, math, 
and communication skills, it is difficult for young people to find employment doing anything 
but manual labor. Those who are hired for entr y-level tourism positions are difficult to pro-
mote without further basic education as well as sector-specific training. 

78. Lack of skills and experience is also pervasive among older people. Due to the history 
of apartheid, many middle-aged Namibians have not received tertiary education and business 
training. This lack of mature sk illed workers coupled with the pr ivate sector’s reluctance to 
promote previously disadvantaged workers to supervisory, professional, or managerial posi-
tions affects the growth potential of the industry.  

79. Constraints on labor could be relieved with the use of foreign workers. Currently, the  
process of applying for a work perm it for fore ign workers is lengthy, and applications are 
frequently denied even in hi ghly specialized fields. Imm igration authorities claim applica-
tions are often submitted at the last m inute and do not m eet the requirements for displacing 
local labor. They say employers  are not delivering on prom ises to train replacements. Indus-
try representatives claim imm igration officials often fail to unders tand job titles, such as the 
difference between a cook and chef, and the impor tance of specialized skills and experience 
in adventure tourism. The consequences of this ineffective policy are far-reaching and severe, 
deterring would-be investors and preventing th e expansion of existing businesses. In som e 
cases work visas are no t re-issued for skilled expatriate workers. Consequently, Namibia is 
losing managers and chefs who are critical to the sector’s growth and productivity. 

Box 7. Volume and Value in Tourism 
 
Tanzania and Botswana have actively pursued a policy of high-value-low-volume tourism. This approach 
requires significant capital and highly trained staff but has the advantage of maximizing revenues while mi-
nimizing adverse environmental impacts. The Gambia and Kenya have actively pursued high volume tour-
ism. This approach has the advantage of providing more jobs, requiring less highly skilled employees, and 
being less demanding on capital investment. It may, however, have more severe environmental impacts. 

High value High volume 
Fewer numbers of people visiting sensitive areas Large numbers of people needing diverse activities 

and services 
Higher daily spend Large multiplier 
Lower numbers of highly trained staff Larger numbers of semi-skilled staff 
Large (foreign) investment required Local and foreign investment possible 

Nevertheless, the dilemma about whether to promote high value or high volume tourism to a country is often 
not a real choice but a stage of development or a type of product within a destination. Seychelles and Mauri-
tius were both high-value destinations and are now successfully welcoming mid-market visitors and inves-
tors. An emerging tourism destination such as Ethiopia is likely to be dealing with low volume-high value 
tourism by default. As a destination grows, numbers increase and prices fall. In a mature destination such as 
South Africa, both high volume and high value tourism have been developed in different parts of the coun-
try. Smart positioning will enable the destination to straddle several product and market niches in order to 
maximize employment and revenue generation over time. 
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5. Recommendations 
80. A review of Namibia’s tourism performance indicates that the sector has the potential 
to grow but is currently underp erforming in term s of job and incom e generation due to a 
handful of binding constraints th at prevent investment, job creation, and income growth. To 
fully leverage the secto r, a f ew major policy actions are needed. Six recomm endations are 
made here which are directly linked to the sector constraints. 

1. Develop a clear tourism strategy 
81. While the current vision and guiding prin ciples for tourism developm ent are com -
mendable in their sustainable approach, there cu rrently is no strategy for the achievem ent of 
the stated goals. There is no monitoring system to establish if progress is being made towards 
these goals. A broad tourism growth and management strategy needs to be developed, 
that has appeal across diverse markets, and is prepared as a partnership between the private 
sector and government ministries, directorates, and agencies. The plans for this action are a l-
ready underway and will require collaborative support.  

82. The strategy will need to identify ways to improve communication and coordina-
tion between government agencies working on tourism -related activities. Several previous 
reports have recommended the establishment of an inter-agency tourism advisory committee. 
This has not yet occurred.  

83. The strategy will also need to put a special focus on professionalizing tourism data 
and statistics collection systems. Current tourism information systems are inadequate. Tour-
ist expenditure data is outdated. There is no information on the number of visitors to various 
sites around the country, on how tourists spend their money, or on their satisfaction levels. 
Tourism supply data is collected but not fully  analyzed or widely  communicated. Tourism 
employment information is not available in a us able form. A systematic revision of the col-
lection, analysis, and communication of tourism information and statistics is needed. This  
will need to be undertaken by DOT with the as sistance of a multi-sector advisory committee 
including not only parastatals and government agencies (Bank of Namibia, Ministry of Home 
Affairs and Immigration, Namibia Statistics Agency, NTB), but also priv ate sector organiza-
tions. Additional trained tourism  researchers a nd/or statisticians are n eeded at DOT to ac-
complish this.  

2. Rationalize tourism regulatory framework 
84. Effective regulation is vita l to safety, consumer protection, and environm ental man-
agement—all necessary ingredients to a successful  tourism sector in Nam ibia. Functions of 
regulatory enforcement, marketing, quality as surance, and investm ent promotion are not 
complementary in the sense that they n eed not—and ought not—be pe rformed by a single 
entity. While marketing and quality assurance require trust and collaboration with the private 
sector, regulation and licensing require enforcement.  

85. Following the establish ment of the NTB, there  was a gr adual shift of roles and r e-
sponsibilities from DOT to NTB.  As a short-term solution this has worked well, given s mall 
budgets and limited human resources. In an idea l world, responsibility fo r strategy, legal, li-
censing and other regulatory activities would be  situated in a governm ent ministry, while 
marketing, product development, standards setting, quality management, and similar market 
services would be delivered by a parastatal (or in some cases by private sector bodies). 48 If 
                                                 
48 A review of NTB activities was conducted by Grant Thornton consultancy in 2009. The resulting report re-
commends removing any regulatory responsibility from NTB and placing it with MET. Grant Thornton Interna-
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Namibia were to rearrange functions of DOT and NTB along these lines, the transition would 
need to be pursued gradually and adequate resources provided. In the short and medium-
term, a clearer division of responsibilities is needed to prevent conflicts of interest be-
tween regulatory and planning functions on the one hand and marketing, quality assur-
ance and other market services on the other.  

86. A crucial follow-up step to the tou rism growth str ategy is to rationalize licensing 
laws, employment policies, and regulations. For example, the Labor Act is  not well suited  
to the working environment in the tourism sector and Namibia’s stated goals for the sector to 
generate jobs. Such policies put a significan t reporting, licensing, and financial burden on 
tourism SMEs and increase th e cost of doing business with out necessarily achieving these 
policies’ objectives.  

87. Licensing is one of the most contentious of tourism issues and it is not easy to resolve. 
Many countries in the region requi re multiple costly licenses that are all renewed at different 
times. The harmonization of tourism licensing is urgently needed. Tourism businesses 
will be more willing to  pay tour ism levies if  renewals and payments can be m ade simulta-
neously, if the system  is transparent, and if the fees are us ed for the purpose for which they  
are allocated.  

3. Facilitate access to land 
88. Since many of Namibia’s tourism attractions are located on land that is n ot privately 
owned, there need to b e streamlined, transparent, and p redictable provisions for granting 
tourism enterprises secure access to the us e of communal and state-owned land. Communal 
land negotiations are ofte n lengthy and costly for investor s as well as conservancies. Com -
munities frequently have misguided and unr ealistic expectations f or tourism outcomes.49 
They often lack understanding of the potential of  tourism to foster entrepreneurial activity. A 
mobile conservancy-based tourism enterprise (CBTE) business support center could 
help support community-based tourism  businesses and facilitate negotiations between com -
munity management committees and prospective investors.50  

89. The 2007 concessions policy needs to be implemented more fully and in a trans-
parent and predictable manner. Policies must be also d eveloped in consultation with the 
private sector. These policies will be used fo r evaluating concession applications and renew-
als. Information on these policies must be freely available and systematically implemented.  

4. Upgrade tourism infrastructure 
90. Tourism investment is highly competitive. Identifying areas of the country as tour-
ism growth poles will help to focus new infrastructure development. Providing incentives for 
the sustainable development of those areas will help achieve a critical m ass, a requisite for 
ongoing and expanding job generation. The W alvis Bay area offers particular opportunities. 
The harbor is deep, the c oastline is attractive, and there are multiple attractions within a few 

                                                                                                                                                        
tional (2009) Final Strategy: Presented to Senior Management of the Namibian Tourism Board, NTB, Wind-
hoek. 
49 HAN has a well-developed tourism awareness course which it has used in local schools. Namibia Polytechnic 
have staff able to provide awareness courses. HAN (2009) How Do Tourism and Hospitality Work? Manual for 
HAN Members to Conduct a School Project on the Subject, HAN Tourism Awareness Program 2009, Wind-
hoek. 
50 The establishment of a well-funded CBTE business support centre was a key recommendation from the Fena-
ta study: Asheeke, J. (2010) Conservancy-based Tourism Enterprises (CBTEs) in Namibia and the Business of 
Tourism—a private sector point of view, A ComMark Trust Study, FENATA, Windhoek. 
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hours’ drive. The selection of tourism  growth poles and development routes must be in line  
with the tourism vision and stra tegy, must be competitive with other investment offerings in 
the region, and must involve close cooperation between DOT, NTB, and NIC. Analysis of the 
linkages between growth poles (hub and spoke, circ uits, etc.) would be an integral part of the 
work plan. This would help address the issue of the distances between destinations and might 
well help increase utilization of assets. 

91. Key future developments to consider include the upgrading of Walvis Bay Airport 
to international standard, the upgrading of cruise ship facilities at Walvis Bay, and the 
development of medium-size convention and conference facilities in and around Wind-
hoek. Similar types of developm ent have created jobs and stim ulated growth in other coun-
tries in the region. However, each case is un ique and prior to any developm ent, full 
environmental, social, and economic analysis of potential costs and benefits is needed.  

5. Diversify tourism products 
92. Further product development and sector expansion can oc cur if SMEs  are prov ided 
with the support they need to bring new products to market and to scale up operations: access 
to finance, security for loans, linkages with locally produced goods and services, and connec-
tions to international operators. Increased SME support should include business planning, 
training, and access to credit. This support could be modeled on the successf ul program 
created by SME Compete.51  

93. Value chain analysis needs to be undertaken to help identify other opportunities 
to add value from the tourism economy. For example, high-quality, carefully targeted craft 
production has the potentia l to increase rura l income, jobs, and even becom e a sustainable 
export sector. However, local ar tisans rarely employ an effective division of labor. Identify-
ing opportunities through value-chain analysis is the first step to enabling growth of employ-
ment in this area. 

94. Ending NWR’s monopoly over hospitality services in national parks and empowering 
it to operate m ore commercially, with minimal political intervention, can also contribute to 
greater diversification and i nnovation in Na mibia’s tourism industry. The monopoly stifles 
growth and quality service provi sion. NWR lodges are not comm ercially run. Issues of over-
staffing, low productivity, and the m anagement staff’s lack of private- sector experience are  
difficult to address due to political interven tions in management decision-making. Introduc-
ing professional lodge m anagement and competitive business practices for hiring and firing 
are essential to achieving visitor satisfaction and profitability. Opening up of Etosha Na-
tional Park to more lodges, more activities, and more competition for NWR, while re-
ducing state intervention in NWR’s business operations to enable NWR to compete 
would be a long-term solution to commercial management of national assets. 

95. Marketing and prom otion need to keep pace with product developm ent. Potential 
long-haul and short-haul visitors need grea ter awareness of the t ourism opportunities that 
Namibia offers. Professional market research for new secondary markets, such as Ital-
ian, Portuguese, and Chinese visitors, is needed. A collaborative public-private sector 
promotion plan is also needed for domestic and short-haul tourism, offering, for exam-
ple, attractive off-season packages that include domestic transport and reasonably priced ac-
commodation. Intra-regional Angolan and South African markets have the benefit of demand 
for off-season short breaks, meetings, and events but have so far been insufficiently tapped.  
                                                 
51 SME compete is a non-profit organization based in Windhoek.  
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6. Increase access to skills 
96. Tourism is a significant part of the economy and deserves greater focus at all levels of 
education. The Polytechnic’s tourism programs should be expanded and upgraded. It 
should aim to become a regional center of excellence for tourism training, attracting stu-
dents from throughout southern Africa. This is  a project that is lik ely to qualify for donor 
support.52 Tourism studies should also be introduced in high schools, incorporated in to geo-
graphy, economics, and business college courses. Tourism should be introduced at all levels: 
elementary school, middle school, high school, and technical colleges and universities. 

97. Establish a national customer service qualification. Customer service is cruc ial to 
visitor satisfaction and business success. In Nam ibia, there is a low level of understanding of 
the basic principles of custom er service in th e public and private sector . With the assistance 
of Namibia Polytechnic, a national custom er service qualification should be established for  
all service sector and front line government employees. 

98. Up-skilling the current workforce will take time. To address the current shortfall, im-
proved access to foreign work permits is needed. The current work-permit processing system 
is slow and problematic; it adversely impacts the ability of the tourism industry to g row and 
create jobs. An efficient business-friendly system must be developed and communicated 
to employers and investors.  

6. Concluding remarks 
99. This policy note has reviewed Nam ibia’s current tourism performance, identified the 
potential for growth, highlighted key constr aints, and recommended policies and action to 
alleviate these constraints.  

100. Namibia’s tourism industry clearly has strong potential for growth. International, in-
tra-regional, and domestic demand exists. Tourism products in Namibia are competitive with 
those offered in neighboring countries. Namibia has established itself as a leader in communi-
ty conservation and sustainable development. The country now needs to build on its strengths 
and enable tourism businesses to succeed and leverage further job creation opportunities.  

101. Six key constraints are identified in this  paper: poor institutional coordination, com-
plex regulatory environment, problematic access to land, inefficient SOEs, narrow product,  
and low level of skills. Short-term interventions such as TIPEEG and MCC–funded activ ities 
will only be stopgaps if these ess ential constraints are not addressed. If job creation through 
tourism is the goal, th ere needs to be a willingness to strengthen the business enabling envi-
ronment and remove the barriers to job creation.  

102. Six policy actions are recommended in this paper: 

 Develop a clear national tourism strategy: Having a clear s trategy will help coordi-
nation between tourism agencies, assist with professionalizing tourism data and statis-
tics collection, and provide a fram ework for monitoring national performance against 
identified goals.  

                                                 
52 Support may be provided from Commonwealth Secretariat and other donors for this type of capacity building 
project. 
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 Rationalize tourism regulatory framework: Tourism licensing and regulation in Na-
mibia has become confused with quality a ssurance and marketing. A clearer division 
of responsibilities is needed to prevent conflicts of in terest and facilitate public-
private sector partnerships. The harmonizati on of tourism licensing is also needed to 
reduce the administrative burden on small businesses and improve the business envi-
ronment.  

 Facilitate private access to land: Tourism cannot grow without im proved access to 
land. Establishing a C BT Support center will help facilitate negotiations between 
communities and prospective investors. Review of and improvements to existing con-
cessions policy will result in employment and investment benefits. 

 Upgrade tourism infrastructure: Distances between tourism sites in  Namibia are 
large. The growth of the tourism  industry depends on the strategic upgrading of tour-
ism infrastructure. The iden tification of growth poles and supporting tourism  infra-
structure is vital.  

 Diversify tourism products: Many opportunities for product developm ent are missed 
in Namibia. Identifying opportunities to support SME developm ent and to im prove 
SOEs will increase the market reach and appeal of the destination. 

 Increase access to skills: The current labor force is unprepared to take up the oppor -
tunities presented by tourism. Work is needed  in customer service training as well as 
in expanding on-the-job and post-school tourism and hospitality train ing opportuni-
ties.  
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7. Data Appendix 

Table 9. International Arrivals to Selected SSA Countries, 2006 to 2010 

 

 2005 2006 2007 2008 2009 2010 Population 
Tourist per 
resident in 

2009 

Growth rate 
2008 to 2009 

Angola 209,956 121,426 194,730 294,258 365,784 n/a 18,992,707 0.02 24.3% 
Botswana 1,675,132 1,425,994 1,455,151 1,500,000 1,553,000 1,550,000** 1,977,569 0.78 3.5% 
Mozambique 578,000 664,000 771,000 1,815,000 2,224,000 2,220,000** 23,405,670 0.09 22.5 
Namibia 777,890 833,345 928,912 931,111 980,173 984,099 2,212,037 0.44 5.3 
South Africa 7,518,400 8,395,800 9,090,881 9,591,828 7,011,865 8,073,552 49,962,243 0.14 -27% 
Zambia 668,862 756,860 897,413 811,775 710,000 n/a 12,962,409 0.05 -12.5 
Zimbabwe 1,558,501 3,286,572 2,508,255 1,955,594 2,017,000 2,240,000** 12,644,041 0.16 3.1 

 
Source: UNWTO 2005 to 2009, The World Bank (2010) Population Data, Namibia Tourism Board (2010) South African Tourism Board (2010) 
Notes: Zimbabwe figures might include same-day visitors;  
*South Africa arrivals up to 2008 includes same-day visitors  
**Provisional figures only. International arrivals include business, leisure, visiting friends, and family, and other purposes of visit 
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Table 10. International Arrivals To Namibia by Region and Nationality, 2005 to 2009 

Nationality 2005 2006 2007 2008 2009 2010 
Growth rate 
2008 to 2010 

South Africa 230,949 239,886 250,038 243,038 285,779 277,655 14% 
Angola 281,365 278,058 336,045 310,395 309,127 296,825 -4% 
Botswana 22,333 24,720 25,649 26,378 26,918 31,503 19% 
Zambia 35,782 45,203 40,709 50,248 54,333 54,229 8% 
Zimbabwe 22,765 30,623 26,764 29,281 31,842 37,667 29% 
Other Africa 8,543 10,098 10,943 17,104 15,763 3,667 –78% 

SUBTOTAL  601,738 628,588  690,148  676,445  723,760  714,288 6%  

Germany 61,222 68,214 80,418 81,543 81,974 87,072 7% 
UK 20,978 24,736 28,214 28,111 28,039 25,717 -9% 
Italy 8,557 9,406 10,102 11,836 12,095 10,767 -9% 
France 9,959 12,000 15,019 14,604 15,044 17,039 17% 
Scandinavia 6,327 7,305 8,446 9,506 8,681 10,591 11% 
Austria 5,160 5,278 6,198 6,664 7,201 7,197 8% 
Netherlands 11,569 12,196 13,282 14,382 14,503 16,078 12% 
Switzerland 8,363 8,921 10,110 10,845 11,091 12,605 16% 
Spain 3,492 4,467 4,968 6,159 5,428 8,071 31% 
Portugal 2,753 3,880 5,027 5,965 8,653 9,124 53% 
Belgium 3,240 3,753 6,400 4,909 5,647 7,024 43% 
Russia n/a n/a n/a 1,953 1,806 1,762 10% 
Other Europe 4,741 6,816 6,421 7,656 6,334 6,023 -21% 

SUBTOTAL  146,362 166,976 194,603 204,116 206,494 219,069 7% 

Australia 4,274 4,645 5,783 6,117 6,365 7,066 16% 
USA 11,979 16,325 19,342 20,856 20,080 17,826 -15% 
Brazil n/a n/a n/a 2,855 1,717 3,382 19% 
China n/a n/a n/a 3,661 5,119 4,229 16% 
Other countries 13,537 16,814 19,036 17,062 16,639 13,272 -22% 

SUBTOTAL  29,791 37,783 44,161 50,550 49,919 27,949 -45% 
TOTAL 777,890 833,345 928,912 931,111 980,173 984,099 5.7% 

Source: UNWTO e-statistics, NTB and MCA (2011) 
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Table 11. Namibia Registered Tourism Operators, 2010 

Namibia Registered Tourism Operators by Type, 2010 

Category of operator 
Number of registered tour 

operators, 2010 
Activity operator 131 
Air charter operator 23 
Conference center 163 
Booking agent 4 
Foreign tour operator 114 
Shuttle services operator 178 
Tour facilitator 144 
Trophy hunting operator 587 
Tour and safari operator 411 
Vehicle rental 106 

Total 1,861 
Source: NTB  
Note: Some operators may be licensed more than once for 
different activities 

 

Table 12. Namibia Registered Accommodation, 2010 

Namibia Registered Accommodation by Type, 2010 

Category of ac-
commodation 

Number of registered accommoda-
tion providers, 2010 

Backpacker lodges 54 
Bed & Breakfast 235 
Campsites/tented 
camps 230 

Guest farms 194 
Guesthouse 188 
Hotels/Pension 140 
Lodges/tented lodges 268 
Rest camps 95 
Resorts 0 
Self catering 696 
Total 2,112 
Source: NTB  
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