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I 

FOREWORD 

It is my pleasure to present the 2016 Tourist Statistical Report. 
Tourism is amongst the fastest growing industries in the world and a 
vibrant sector with ample opportunities. Travelling has become a 
significant part of our lives and many of us travel for different 
purposes. For the past few years, the Namibian tourism industry has 
been experiencing a laudable growth as observed in the increase of 
tourist arrivals which is one of the indicators of tourism growth.  

The tourism sector continues to grow from strength to strength. This 
growth can be attributed to both external and internal factors. As 
tourism stakeholders, we should not remain satisfied with the current 
growth but rather take stock of our position constantly and work hard 
to strengthen it. 

One of the crucial issues affecting the sector and thus require emphasis is the safety and security 
of our travelers and tourists. As Namibians  we need to develop a positive and more 
appreciative approach towards our travelers and tourists by changing our attitudes and 
mindsets. We should adopt right attitudes on our roads and develop a conducive environment 
for the safety and security of our travelers by combating crime. Tourists who can travel safely 
and freely tend to be happier and enjoy their stay and this will encourage return visits as well as 
convince others to visit our beautiful country through word of mouth. 

If Namibia is to become a preferred tourism destination and haven for economic investment, I 
urge all tourism stakeholders and role players to strengthen the sector in order to improve its 
competitiveness and be mindful of new and uncertain competition from other destinations in 
the region.  

The Ministry has put in place two national tourism bodies as part of the interventions  of the 
National Sustainable Tourism Growth and Development Strategy. These bodies are: the National 
Tourism Competitiveness Advisory Council and the Inter-Ministerial Committee on Tourism 
Development which aim to create a conducive environment and remove barriers to tourism 
growth and development.  

Finally, on behalf of the Ministry, I would like to extend my appreciation to Namibia Tourism 
Board for its vigorous marketing efforts, the Ministry of Home Affairs and Immigration for its 
unwavering support in the compilation process of this report as well as all the esteemed 
tourism stakeholders and private sector for their support and guidance. 

It is my hope that this report will be a useful tool not only to the tourism sector but for the 
general public at large. Let us all keep in mind that “Tourism is everyone’s business”. I am 
confident that, together, we will realize our dreams of making Namibia a destination of choice. 

 

_____________________________ 

Hon. Pohamba Shifeta (MP) 

Minister of Environment and Tourism 
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TOURISTS GENDER                POPULAR TOURISTS MODE OF TRAVEL 
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TOURISTS FROM NORTH AMERICA            OVERSEAS TOURISTS PURPOSE OF VISITS 

AGE OF OVERSEAS TOURISTS             TOURIST ARRIVALS FROM CHINA 

SEASONALITY               TOURISTS AGE PROFILE 

TOTAL FOREIGN ARRIVALS   

1,574,148 (2016) 

EXECUTIVE SUMMARY 

TOURISTS ARRIVALS                   
1,469,258 (93.3%) 

RETURNING RESIDENTS                         

12,468 (0.8%) 

OTHERS                                              

10,528 (0.7%) 

SAME-DAY VISITORS                        
81,894 (5.2%)  

5.9% increase from 2015 to 2016 

5.1% increase from 2014 to 2015 

Angola, South Africa, Zambia, 

Germany, Zimbabwe, Botswana, 

UK, USA, France, Netherland 

62.0% Male 

38.0% Female 

43.9%  Visiting Friends & Relatives  
36.8%  Holiday                          
15.2%  Business                                          
4.0%   Other purpose    

10.1%  Increase of tourists from  

North America from 2015 to 2016.  

12.4%  Increase of tourists from  

North America from 2014 to 2015.     

62.4% Are above 40 years from 

European tourist markets.          

56.4% Are above 40 years from 

North America tourist markets. 

29.2% arrive between January-April.  

30.6% arrive between May-September.      

40.2% arrive between October-December.    

51.4% age less than 40 years. 

48.6% age  40 years and above. 

8.8% increase from 2015-2016. 

-0.7% increase from 2014-2015. 

 10.5% Visiting Friends     

51.1% Holiday                          

8.9%   Business 

19 days in 2016                

18 days in 2015                 

20 days in 2014 

69.0% Road users 

29.0% Air Users 

Germany, UK, USA, France, 

Switzerland, Netherland, 

Other Countries, Italy, 

Portugal, Belgium. 

27.9% North Eastern Borders.  

24.6% HKIA                                

18.7% Northern Borders.        

17.3% Southern Borders.  
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Objectives 

The tourist statistical report depicts the flow of tourist arrivals in Namibia per annum.  

The main objective of this report is to provide up to date statistics to all tourism stakeholders. 

These statistics are relevant for planning, budgeting and evaluation of tourism programmes and 

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

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

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

Federation of Namibia Tourism Association (FENATA), research institutions, NGOs, donors, 

universities and the general public. 
 

Report sections 

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

include foreign arrivals profile; tourist arrivals profile; tourists arrivals by region, purpose of visit, 

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

accommodation statistics.   

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

tourists as specified in the first section. 
 

KEY CONCEPTS AND DEFINITIONS 

Foreign Tourist  

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

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

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

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

to identify who is a foreign tourist visiting Namibia. 
 

Country of Residence 

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

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

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

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

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

Purpose of  Visit 

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

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

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

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

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

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

allow for global comparison of Namibia’s tourism statistics. 

INTRODUCTION 
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LIST OF ACRONYMS 

B&B……………………………………………………………………………………………………………..….Bed and Breakfast  

BoN……………………………………………………………………………………………………………...……Bank of Namibia  

FENATA…………………………………………………………………….Federation of Namibia Tourism Association 

GRN………………………………………………………………………………Government of the Republic of Namibia 

HAN………………………………………………………………………………………..Hospitality Association of Namibia 

HKIA……………………………………………………………………………………..Hosea Kutako International Airport 

MET…………………………………………………………………………………Ministry of Environment and Tourism      

MHAI…………………………………………………………………………Ministry of Home Affairs and Immigration 

NGO…………………………………………………………………………………………...Non Governmental Organisation 

NPC……………………………………………………………………………………………National Planning Commission  

NSA……………………………………………………………………………………………………..Namibia Statistics Agency    

NTB…………………………………………………………………………………………………….....Namibia Tourism Board 

UK……………………………………………………………………………………………………………………...United Kingdom 

UNWTO…………………………………………………………………..United Nations World Tourism Organisation  

USA……………………………………………………………………………………………………...United States of America  

Source: Pinehas Kamati 
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Entry and Exit Points 

All Departure and Arrival Forms 

Forms are collected from  32 
points of entry, including: 18 

Border posts, 10 airports , 2 sea-
ports and 2 Islands on a quarterly 

basis by MET Officials 

Sorting 

Departure forms are set aside 

Arrival 
Forms 

Departure 

Forms 

Sorting 

Forms completed by Namibians are set aside 

Foreign 
Arrival 

Forms 

Namibian 
Arrival 

Forms 

Sampling Coding 

Data 
Cleaning 

Data  
Verification 

Weighting 
& Analysis 

Draft  
Report 

Manually 
entered into 

CSPro and 
exported to 

SPSS 

A statistical 
sampling method 

used and the 
sample size of 
104,274 out of 

1,574,148 for 2016. 
Key variables used 

are entry points, 
months and  
nationality 

Stakeholders’ consultation  

METHODOLOGY 

Entry 

Final 

Report 
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FOREIGN ARRIVALS PROFILE 

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

Figure 2: Foreign arrivals by category, 2016 

Figure 1 below shows the trends of the total foreign arrivals into Namibia as from 2012-2016. The 

number of foreign arrivals reveals a growth from year to year, with the tourists category being the 

dominant category across years.  

In 2016, the country receive a total of 1,574,148 foreign arrivals. This shows an increase of  3.6% 

(54,531) from the 2015 figure of 1,519,618. Tourist arrivals accounted for about 93% of the total 

foreign arrivals, followed by the same-day visitors with about 5% while returning residents and 

“others” categories contributed  approximately 1% respectively. 
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WHO VISITED NAMIBIA  IN 2016? 
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TOURIST ARRIVALS PROFILE 

Figure 4: Tourist Arrivals  - Growth Rate: 2012 - 2016 

Figure 3: Tourist Arrivals by Year: 2012 - 2016 

Tourist arrivals revealed a 5.9% increase from 1,387,773 in 2015 to 1,469,258 tourists in 2016. As 

portrayed in the figures below showing the number of tourist arrivals for the past five years   

2012-2016, tourist arrivals have been experiencing a commendable growth. 
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Figure 5: Overseas Tourist Arrivals : 2012 - 2016 

The overseas market has been growing exponentially for the past years, making up about 26% of 

the total tourist arrivals to Namibia in 2016 as compared to about 22% in 2015. Considering that 

overseas tourists are generally high spenders as they mostly come for leisure and holiday as op-

posed to visiting friends and relatives, they are therefore the most critical bracket and thus con-

tribute significantly to the foreign currency earnings into the sector. 

Source: Romeo  Muyunda 
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TOP TEN TOURIST MARKETS 

The Angolan tourists market remains the major African market although there is a fall of about 

11% as compared to  2015. The South African and Zambian tourist markets maintained their 

second and third positions since 2015. On the other hand, the Germans showed dominance in the 

overseas tourist markets with a whooping 35% increase from 2015, while UK and USA took the 

second and third place respectively. Other countries tourist markets making part of the top ten 

were Zimbabwe, Botswana, France and the Netherlands. 

Figure 6: Top Ten Tourist Markets, 2016 

Source: Romeo Muyunda 
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TOURIST ARRIVALS BY REGION 

Figure 7(a): Tourist Arrivals  from African Markets,  2012 -2016 

Figure 7(b): Tourist Arrivals from European Markets,  2012-2016 

Tourist arrivals from African tourist markets recorded a  1% increase from 2015 to 2016, this 

could mainly be attributed by the 11% falls in the tourists from the Angolan market. Additionally, 

tourists from Europe grew by 26% while North America grew by 10% in 2016 .  It is noteworthy 

the 8% increase in the number of tourist arrivals from China in 2016. 
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Figure 7(c):  Tourist Arrivals from North America,  2012-2016 

Figure 7(d):  Tourist Arrivals from China, 2012-2016 
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TOURIST ARRIVALS BY PURPOSE OF VISIT 

Figure  8(a): Tourist Arrivals  by  Purpose of  Visit, 2015-2016 

Figure 8(b): Tourist Arrivals  by Purpose of  Visit, 2016 

Tourist arrivals by purpose of visiting friends and relatives continued to lead by making up 

roughly 44% of the total tourist arrivals in 2016. Holiday tourists followed with about 37% 

showing a slight increase from 2015. For those who came as business tourists  forms up a share of  

about 15% of the total tourist arrivals in 2016. While those who came for other purposes made up 

the remaining 4%. 
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Figure 8(c): Tourist Arrivals  by Region and Purpose of  Visit, 2016 

Source: Romeo  Muyunda 
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Figure 9: Top Ten Holiday  Tourists, 2016 

Source: Sem Shikongo 
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TOP TEN OVERSEAS TOURIST BY PURPOSE OF VISIT 

Figure 10(a): Top Ten Overseas  Holiday  Tourists 

Figure 10(b): Top Ten Overseas Business Tourists 
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INTEREST TOURIST MARKETS BY PURPOSE OF VISIT 

Table 1: Interest Tourist Markets by Purpose of Visit 

Source: Romeo  Muyunda 
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INTENDED LENGTH OF STAY 

Figure 11(a): Average Intended  Tourists Length of Stay Over Years 

 

The average intended length of stay for all tourists in 2016 was 19 days, a day more than recorded 

in 2015. Glancing at the top ten tourist markets, Zimbabweans had the highest average intended 

length of stay with 35 days, followed by the Germans with 20 days while South Africans, Angolans, 

UK and the Netherlands tourists intended to stay for 17 days on average. 

Figure 11(b): Average Intended  Length of Stay for Top Ten Tourist Markets, 2016 
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SOUTHERN NAMIBIA  

Source: Frans Helao 
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TOURISTS GENDER PROFILE 

Figure 12(a): Gender Distribution of Tourists, 2016 

Figure 12(b): Gender Distribution of Tourists by Regions, 2016 

Namibia received more male tourists than female tourists in 2016 as observed in the charts 

below. Looking at the gender distribution by regions, there was a high percentage of male than 

female tourists from Africa with about 64% males and “Others” region with roughly 67%. Europe 

brought in about 56% male tourists as compared to 44% females while North America tourists 

consisted of  51% males and 49% females respectively. 
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TOURISTS AGE PROFILE 

Figure 11(a): Tourists Age Distribution, 2016 

The age distribution indicates that the 30-39 age group constituted the highest percentage of 

tourists (about 26%) as shown below followed by the 40-49 age group with about 21% of 

tourists. It is noteworthy that a percentage increase from 2015 was  observed in the 60+ age 

group.  

Taking regions into consideration, the age distribution shows that a high percentage of tourists 

from the African region fell into the 30-39 age group as revealed by the share of 28%. In addition, 

tourists from Europe were more concentrated in the 60+ age group with 24., which is the case 

with the North America as well with 27% in the same age group category. 

Source: Romeo Muyunda 
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Figure 12(b): Tourists Age Distribution by Regions, 2016 

Source: Romeo Muyunda 
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TOURIST POINTS  OF ENTRY 

Figure 13: Tourist Arrivals by  Points of Entry 

In view of the points of entry, North-Eastern border posts contributed the highest with about 28% 

in 2016 as compared to the 25% in 2015. Hosea Kutako International Airport  revealed a 

significant increase from 23% in 2015 to 24.6% in 2016. The Northern border recorded a 5.3% 

fall in 2016 while other points of entry recorded a slight increase of not more than 2%.  

Source: Frans Helao 
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TOURISTS MODE OF TRAVEL 

Figure 14(a): Tourists Mode of Travel, 2015 and 2016  

Figure 14(b): Tourists Mode of Travel by Regions 

Although roads continue to dominate as a mode of travel in 2016 making up 69% of total tourist 

arrivals, a more significant increase was observed in tourist arrivals by air which recorded a share 

of  29% of the total tourist arrivals in comparison to the 27% observed in 2015, a growth of about 

2%. This increase was triggered by the introduction of new airlines such as Qatar airways, 

Ethiopian airways and KLM airlines.  Tourist arrivals by sea and other mode of travels 

experienced a fall with 5% and 10% respectively. Tourists from Africa tend to arrive by roads, 

while the rest of the regions showed more significance in arriving by air. 
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Figure 15: Tourist Arrivals by Airlines, 2016 

Figure 15 above illustrate that the national airline, Air Namibia revealed the highest market share 

of 43.6% in tourist arrivals by air in 2016, while South African airways came second place, proving 

to be the busiest foreign aviation operator for transporting our tourists, with a share of 33.1%. 

Tourist arrivals with British airways took the third place with 10.3% while the rest of airlines 

made up the remaining 13%. 
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TOURISTS SEASONALITY OF TRAVEL 

Figure 16(a): Tourist Arrivals by Month, 2016 

Figure 16(b): Tourist Arrivals by Quarters, 2016 

Statistics uncovered that tourists preferred the month of December for traveling in 2016 as 

indicated by the share of 12.2% in the chart below. October and September also dominated with 

9.8% and 9.4% respectively. The months with the lowest number of arrivals were February with 

6.8% and May with 6.2% of the total tourist arrivals. Across all months the same traveling pattern 

of tourists was observed in both African and overseas tourists.  

A high number of tourists was recorded in the last quarter of the year (Oct-Dec) accounting for 

30.8% of total tourist arrivals while April-June quarter took the smallest chunk with only 20.8% of 

tourists. Most tourists from African region arrived in October–December while the overseas 

tourists showed dominance in the July-September quarter. 



26 

 

ACCOMMODATION STATISTICS , 2016 

Figure 17(a): Percentage Rooms Occupancy per Region , 2016 

Figure 17(b): Percentage Purpose of Visit per Regional Accommodations, 2016 

The coastal region took the first place in terms of room occupancy in 2016, observing 62% in 

occupancy while the Southern region came last with only 56% of their rooms occupied. 

Nationally, the room occupancy in 2016 recorded approximately 60%, a remarkable growth in the 

industry. 

Roughly, 98% of visitors accommodated in Southern regions came for leisure. The visitors with 

purpose of business showed dominance in the Central regions making up 38.6% of total share in 

the region, while more conferences visitors’ presence was felt in the Central region as well. 
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Figure 17(c) : Percentage Room Occupancy by Type of Accommodation Establishment, 2016 

Bed & Breakfast accommodation, Rest camps and tented lodges proved to be the most popular 

accommodation type preferred by visitors while Self catering facilities, Guest farms and 

Backpackers appeared to be least popular in 2016. 

Source: http://www.xwama.com 
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Figure 17(d): Percentage Purpose of Visit by Type of Accommodation Establishment ,2016 

Most of the leisure visitors preferred to stay in B&Bs, Guest farms, tented camps and tented 

lodges. Conference visitors however showed preference in staying in Guesthouses while the 

business visitors preferred Backpackers, followed by Hotel over 30 as their top accommodation 

establishment of preference. 

 

Source: http://www3.hilton.com 
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Figure 17(e): Percentage Distribution  of  Nationality on Accommodation Establishment ,2016 

33% of the accommodation establishments in 2016 were occupied by the Namibians followed by 

D,CH,A (Germany, Switzerland and Austria) with 24% and South Africa with 13%. The countries 

with the least contribution to accommodation occupancy were South America and Baltic with 

0.4% and 0.2% respectively. 

Source: Romeo Muyunda 
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CONCLUSION AND RECOMMENDATIONS 

Namibia received 1,574,148 foreign arrivals in year 2016. This constitutes a 3.6% growth from 

the 1, 519,618 foreign received in 2015. Of these arrivals, 1,469,258 were tourists accounting for 

about 93% of the total in 2016.   

 

African countries led the top ten tourist markets in 2016 with three African countries taking the 

top three positions. These African countries that supplied most tourists to Namibia were Angola at 

the first position accounting for 31% of the total tourist arrivals, followed by South Africa and 

Zambia. The European countries also showed dominance in the overseas tourist market group, 

with Germany contributing  about 8% towards total tourists. 

 

With regard to the purpose of visiting Namibia, 53% of tourists from African countries came with 

a reason of visiting friends/relatives, while 76% of tourists from Europe and 72% of tourists from 

North America came for holiday/leisure. The national airline, Air Namibia brought in about 44% 

of the tourists arrivals followed by the South African Airways with 33%.  

 

Although the tourist numbers continue to experience a significant growth as noticed in the past 

years arrival trends, there remains a need for Namibia to continue aggressively marketing itself as 

a destination of choice especially to the holiday/leisure travellers who revealed only a 0.4% 

growth from 2015 to 2016. 

 

On accommodation statistics, most of the tourists preferred the B&B accommodation, Rest camps 

and tented lodges. About 33% of the accommodation establishments in 2016 were occupied by 

the Namibians followed by D,CH,A (Germany, Switzerland and Austria) with 24% and South Africa 

with 13%. 

 

Taking the above into account and as we are receiving more international airlines, we might end 

up experiencing pressure on the current facilities that we have at the airports. There is therefore, 

a need to urgently upgrade the airport facilities across the country as well as ensure efficient and 

smooth customs and immigration procedures to relieve the pressure especially at Hosea Kutako 

International airport.  

 

 



 

31 

CONCLUSION AND RECOMMENDATIONS 

Finally, there is a need for inter-sectoral communication and cooperation to ensure smooth 

operation both within the public and private sector to ensure that we are all pulling in the same 

direction. We should all be aware of the intended and especially unintended consequences as a 

result of actions and policies measures that are not communicated, neither consulted on with 

other key stakeholders. We also need a strong inter-sectoral cooperation to deal with the 

demands created  by growth in tourism especially in terms of communication, coordination and 

cooperation amongst the key stakeholders. We need a coordinated effort to assure friendly, 

smooth and effective customer service delivery not only to overseas tourists but also the 

Namibians as they too are tourists.  

 

As a sector and a country we need to all work together to ensure the safety and security of all our 

visitors both Namibians and foreign .We should grow Namibia as a tourism destination.  

Source: Sem Shikongo 
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Table 5: Tourist Arrivals by Nationality and Sex, 2016 
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ACCOMMODATION STATISTICS FROM HOSPITALITY ASSOCIATION OF NAMIBIA (HAN) , 2016 
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Source: Pinehas Kamati 
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NOTES 
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