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ABSTRACT 

Around the globe, tourism has become a strategic tool for the realization of long-term 

developmental goals because of its impact on job creation, income generation, rural 

development and poverty reduction. It is regarded as a priority sector with potential for 

socio-economic development and social cohesion. Being a competitive industry, 

destinations emp loy innovative strategies to capture a significant market share, resulting 

in an increasing inflow of investment, revenue and tourists. 

Namibia' s Vision 2030 and NDP 4 also recognize tourism as one of the strategic 

economic sectors which need to be promoted and marketed extensively. The country 

has some of the most enviable attributes that can make it a formidable competitor and 

an exquisite destination. However, Namibia fai ls to feature as a prominent investment 

destination and continues to rank low on various competitiveness ratings. The 

investment climate has on many occasions been raised as needing attention and this is 

evidenced by an inability to significantly draw investment particularly in the tourism 

industry, commensurate with the potential it offers. This study unravels why the 

Namibian tourism industry is struggling to draw investment albeit its potential. It 

interrogates the investment climate covering incentives, regulatory framework, skills, 

government support and characteristic features of the destination. 

The study used secondary and primary sources of data from tourism organizations and 

authorities. A questionnaire was emailed to business owners/managers while selected 

government officials were also interviewed. 

This research concludes that the investment c limate in Namibia is in general neither bad 

nor good; it is rather moderately conducive but attractive when compared to South 

Africa. However, it needs major adjustments in order to attract investment. lnvestors 

encounter major challenges with regard to complying with business regulations as these 

are cumbersome, compounded by the fragmentation of a family of government support 

services applicable to the tourism sector. Tourism business entities are registered with 

the Ministry of Trade and lndustry and then with the Namibia Tourism Board, as well 
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as the Receiver of Revenue and Social Security Commission, which applies to all 

sectors. Those operating in pristine wildlife areas are expected to have environmental 

clearances and for communal areas leasehold certificates apply, not to mention lengthy 

negotiations with local communities before any business activities could commence. 

These processes are seen by some as unnecessary red tape which increases the 

transaction cost of tourism businesses, discourages potential investors from pursuing 

investment in the country while existing investors would out of limited options 

persevere and attempt to stick to the rules of the game. At times, these rules entail 

officers soliciting bribes from investors to facilitate the issuance of certificates in a more 

efficient manner. 

Tourism has a relatively longer product development cycle and a need for targeted 

incentives in the initial lean. years of business in rather profound. Such incentives are 

the type that only government can provide. Tourism is a labour intensive business and 

discerning tourists' needs are dynamic, demanding services of the highest quality. This 

requires a skilled workforce, versatile and flexible enough to adjust to this dynamism. 

Namibia currently is unable to supply the needed workforce at the right time and in the 

quantity and quality demanded. More sponsored training opportunities need to be 

availed to close this demand and supply gap. 

Excellent customer care service is at the center of a memorable tourism experience to 

enable marketing through word of mouth and to generate repeat visits. The provision of 

good service in Namibia is sporadic and in most cases absent especially where it matters 

most. Specific reference is made at the points of entry into the country, where visitors 

are at the mercy of unfriendly officials, which creates an unpleasant first impression for 

visitors. Through a multi-disciplinary approach, the country can sharpen its competitive 

edge and earn itself a reputation for warm hospitality, rendering it a ' home away from 

home ' . 

fnadequately trained and unskilled officials at strategic points of service (with specific 

reference to business registration) worsen the situation further as investors end up being 

send to and fro and subjected to the interpretation of rules and procedures which varies 
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from individual to individual based on their work experience and commitment to duty. 

[t appears that a centralized point of service where most of these support services can be 

provided as well as incentivizing tourism investment would go a long way in removing 

a multitude of investment barriers, including better alignment of policies and legislation 

affecting tourism development in Namibia. 
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CHAPTER ONE 

1. INTRODUCTION AND BACKGROUND OF THE STUDY 

Namibia is one of the few countries in the world that enjoyed a natural endowment of 

breath-taking landscapes and scenery all at the disposal of the tourism sector which 

makes it the fastest growing sector in the country. The government recognises the 

importance of this sector and places it as strategic sector in the National Development 

Plan 4 (Gillis, 2013) and regards the sector as one that makes a valuable contribution to 

national development through its extensive multiplier effect which gives the sector the 

ability to deliver jobs and income beyond the subsectors that fall directly within the 

ambit of the tourism industry (NTB, 2011 ). Despite these, the Namibian tourism sector 

has in general terms not received significant adjustments, restructuring or a removal of 

barriers to investment since the country ' s independence (S. Shikongo, personal 

communication, 4 September 2013) which gives credence to a deeper interrogation of 

what it is that stifles investment and what needs to be done to unravel this and open the 

destination up for further investment. 

While these factors prevail, it is worth noting that there are sub-sectors that have 

succeeded in drawing massive levels of investment such as the recent opening of 

international hotel brands e.g. Hilton. However, in the business market, travel is often 

one of the first spending streams reduced when the economy is declining (PwC, 2012), 

hence the need for dynamism and a diversified tourism product offering that can 

flexibly adjust itself to temporary shocks in the global market and stay aflo.at throughout 

the year, thus being able to manage seasonalities. It is unequivocal that this can only be 

achieved with further levels of investment and such is attracted by improvements in the 
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business and investment climate which aids the investment decisions of investors, both 

domestic and foreign. In general terms, the country at large needs to further draw 

increased levels of investment across all sectors to stimulate economic growth. 

Therefore, the country needs to establish a broad, transparent and effective enabling 

policy environment for investment (both foreign and domestic) to be able to spur 

economic growth, create employment and thereby reduce poverty (Hartmann, 2006). 

1.1 Definition of key terminology 

1.1.1 Tourist 

A tourist is defined by the United Nations World Tourism Organization (UNWTO) as a 

person who travels to and stays in places outside his/her usual environment for not more 

than twelve consecutive months for the main purpose of traveling for leisure, business 

and other purposes. Tourists can be classified as either domestic or international, and 

the former also contributes significantly to room occupancy in Namibia. Further to this 

definition, and as cited by Lea (1988), Valene Smith devised a way of separating 

tourists into seven demand categories based on their travel patterns, namely explorer, 

elite, of beat, unusual , incipient, mass and charter, and the categorization known as the 

typology of tourists is still evident in destinations. 

1.1.2 Tourism 

The UNWTO definition of tourism is: 

"Tourism is a social, cultural and economic phenomenon which entails the activities of 

persons traveling to and staying in places outside their usual environment for not more 
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than one consecutive year and whose main purpose for traveling is for leisure, business 

and other purposes." The term "usual environment" does not include trips undertaken 

within the visitor's own community of residence and does also exclude any scheduled 

commuting trips. The definition also excludes migrants who travel for temporary work 

which is paid by a source originating from the place visited (United Nations, 2010). 

1.1.3 Structure of the Tourism Industry 

A tourist product is a complex amalgamation of different tourism services brought 

together and presented by various sectors of the industry. Some are crucial to the 

satisfaction of tourists ' needs while others play a peripheral or support role, but all 

together form the tourism industry (Holloway, 2006). This picture is depicted below for 

the reader to appreciate the complexity of the industry as well as its interrelatedness to 

other sectors, hence the historical challenge to account for its economic contribution 

until the advent of Tourism Satellite Accounts. 
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Figure 1.1: Structure of the Tourism Industry 

Structure of the tourism industry 
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Evidently, investment in tourism will have a multiplier effect as it will benefit both 

downstream and upstream industries making the travel and tourism industry broad as it 

transcends the borders of a single industry. f n the case of Namibia, this undulation 

effect of the tourism industry was made manifest by the Tourism Satellite Accounts 

which enhanced the overall understanding and appreciation of the economic importance 

of the sector among the users of the Account. 

1.1.4 Inbound tourism 

inbound tourism comprises the activities of non-resident visitors in a given area that is 

outside the usual environment for not more than one consecutive year for leisure, 

business and other purposes (United Nations, 20 l 0). 
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1.1.5 Outbound tourism 

Outbound tourism comprises the activities of residents of a given place travelling to and 

staying in a place outside that area and outside their usual environment for not more 

than one consecutive year for leisure, business and other purposes (United Nations, 

2010). 

1.1.6 Business and Investment Climate 

Although there is no precise definition of " business and investment climate" the World 

Bank defines it as the opportunities and incentives for firms to invest productively, 

create jobs and expand. [t is a business environment in which investors are not 

burdened with high business costs, bureaucratic business registration procedures, 

corruption and fraud . It is summed up as the economic and market conditions that 

influence decisions to invest (World Bank Group, 2012). 

1.1.7 Tourism Destination 

Cooper and Hall (2008) define a destination as a ' spatial or geographical concept that is 

primarily defined by visitors from outside the location although many places seek to 

make themselves destinations for visitors in order to be able to benefit economically 

from tourism ' . This definition ties in well with that advanced by Cooper et al., (l 993) 

which defines it as the ' raison d'etre for tourism ' (simple reason for undertaking a visit) 

and argue that the attractions in the destination generate the visit. Mill and Morrison 

( 1992) describe a destination as comprising of attractions, facilities, infrastructure, 

transportation and hospitality. Places become destinations by virtue of being visited 
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(Cooper & Hall, 2008) and attractions and facilities attract visits and destinations 

consequently require investment to develop infrastructure and tourism superstructure. 

In an attempt to offer a more simple description, Bull (1998) refers to a destination as a 

tourist factory to which tourists need to travel to acquire the product and each factory 

has products which can be substituted between destinations as well as those which are 

unique to each and the degree of substitution depends on the similarities between them. 

1.1.8 Investment 

Investment is defined by economists as the allocation of resources to fixed capital 

formation to facilitate production. Investors generally invest in new assets, the 

refurbishment or replacement of existing assets or in working capital with the objective 

of profit maximization (Bull, 1998). 

1.1.9 Tourism Demand 

Before an attempt is made to understand investment decisions, it is equally pivotal that 

factors which impact decisions to travel are discussed and understood. This is 

particularly true from the view point that there needs to be a demand to travel in order 

for investors to supply attractions including superstructure. Tourism demand is defined 

by Mathieson and Wall ( 1982) to mean the total number of persons who travel, or wish 

to travel, to use tourist facilities and services at places away from their normal place of 

work and residence. This definition includes current as well as potential travellers in 

contrast to the standard economic definition (Keyser, 2004). Keyser (2004) categorizes 

demand into three classes which are effective demand, suppressed demand and no 
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demand, and out of suppressed demand stems potential and deferred demand . 

Trave llers act on perceived needs and limited information, which need may or may not 

be satisfied by a visit to the destination . Their decision making process is therefore 

considered to be behavioural (Lea, 1988). 

1.1.10 Tourism Supply 

According to Keyser (2004), the supply side of tourism destinations is made up of the 

following components or elements: 

• Attractions: natural , man-made or cultural heritage; 

• Transport: provided by private sector, the state or both; 

• Accommodation: provided predominantly by the private sector and in certain 

instances by the state; 

• Other facilities and services: includes shops, health facilities, banks and 

entertainment; 

• Infrastructure: includes roads, railways, airports mostly provided by the state 

to support business. 

ln the case of Namibia, the existing tourism products have been developed primarily by 

Namibian and Permanent Resident entrepreneurs and Namibian companies, and 

secondarily by South African companies and entrepreneurs. The tourism industry in 

Namibia is largely owned and controlled by white Namibians and Permanent Residents. 

However, the number of Black Namibians entering the sector as entrepreneurs at 

various levels is increasing (Asheeke & Katjiuongua, 2007). 
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1.2 Historical Background 

Although most of the African countries attained freedom from as early as the end of 

World War U, Namibia was one of the last colonies in Africa to be decolonized in 1990. 

The outputs of these resource rich nations were utilized predominantly by and for the 

benefit of their foreign masters. Colonialism did not end when the last white policemen 

left or when the last flag came down (Said, 200 L) but it extends beyond the 

independence of the colonized (Lew et al. 2005) who remain fixed in zones of 

dependency and peripherality, and who are stigmatized as under-developed (Said, 

2001). These practices have left many of these countries resource stripped and/or very 

un- or under-developed and has created a long term dependency on the same colonial 

rulers, even years after colonialism has ceased. The infrastructure that was developed 

was designed to exploit the natural resources of the colonies. Also, the technological 

and industrial development that had been occurring in Africa was stalled by the 

imposition of colonialism. The policies of colonialism forced the demise of African 

industry and created a reliance on imported goods from Europe (Boahen, 1987). 

Basic infrastructure and amenities in many African countries are in an appalling state 

and the standards of living of the resident communities are unimaginably poor. [t is 

estimated that the continent will need US$ I 00 billion in the next decade to upgrade its 

infrastructure to realize the economic growth presented by its natural resource base (FX

MM, 2013). The acute shortage of skill and expertise in the crucial sectors of many 

developing nations in Africa further contributes to the continent's inability to 

experience growth at a pace fast enough to meaningfully impact the livelihoods of her 

people, resulting in over rel iance on imported skill. The poor state of infrastructure 
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reduced national economic growth by two percentage points every year and cut business 

productivity by as much as 40% (FX-MM, 2013). To compound the problem, some of 

these nations have for too long, been highly indebted to either their former masters or 

other external financiers, making it difficult for these to plough back resources into the 

growth of their economies. The latter include the World Bank which provides low

interest loans to cash-strapped governments in poor nations for investment in 

infrastructure (World Bank, 2012), and the International Monetary Fund (IMF) which 

lends to nations whose economies are in turmoil and whose loans come with strings 

attached, for example, requiring the borrowing nation to adopt a specific economic 

policy (IMF, 2012). 

Undoubtedly, private investment, whether foreign or domestic, is crucial to both the 

economic development and economic growth of these nations. Private sector provides 

about 90% of jobs in developing economies (WEF, 2013). Focussing efforts in fast 

growing sectors, which have the potential to yield the highest benefits, has become the 

order of the day. Tourism is regarded as one of the fastest growing sectors in the world 

as well as in Namibia. Africa as a continent is one of the fastest growing tourism 

regions in the world (UNWTO, 2013). Tourism contributes 5% of global GDP, 30% of 

the world's exports of services and one in every twelve jobs worldwide (UNWTO, 

2012). As for Namibia, the country has the potential to become one of Africa's leading 

travel and tourism economies in the next decade, providing a service industry 

complement to agriculture, mining arid fishing for economic growth and development 

(WTTC, 2006) . As the fastest growing economic sector, it can play an important role in 

a nation 's economy by providing opportunities for employment (Gillis, 2013; MET, 
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2013), rural development, contributing to the balance of payment and by stimulating 

economic growth. This is particularly true, considering that when enterprises flourish, 

the spin off effect is growth in employment, development and the economy as a whole. 

Tourism has a far-reaching economic impact evidenced across the world. 

Governments of developing nations have an indispensable role to play in stimulating 

growth in emerging-growth sectors such as tourism as private investors at times tend to 

focus on countries where there is proven demand rather than speculative markets. This 

they can do in a variety of ways including private public partnerships, infrastructure 

development, incentives to entrepreneurs and grants or loans. 

Tourism, because of its multiplier effect has the potential to contribute both to economic 

growth and economic development. In Namibia, it is perceived as crucial contributor 

to the country's GDP and is expected to experience steady growth over the next ten 

years. It is one of the fastest growing travel and tourism economies with a great 

potential job creation, soc ial cohesion and economic growth (WTTC, 2006). For a 

country such as Namibia which has the highest Gini coefficient (0.67 according to the 

European Commission's country plan for Namibia), judging the impact of tourism on its 

contribution to the GDP can be misleading. This is particularly true if one takes into 

account its skewed income distribution and the tourism ownership base which to date 

still remains in the hands of a few (Asheeke & Katjiuongua, 2007). To answer the 

question ' Does tourism lead to economic development? ' we must look beyond increases 

in total income (GDP growth) and ask ' Has tourism improved the quality of life (as 

measured by the HDl and Gini coefficient) of the country (Keyser, 2004). This said, it 
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becomes essential to critically assess the level of investment the destination has been 

able to attract vis-a-viz that of its regional competitors and make an assessment as to 

whether this has been adequate in both propelling growth and development. In addition, 

recommendations will have to be made on what Namibia has to do in order to increase 

its share of the investment which the region (Southern Africa) attracts, how it can 

broaden the base of who invests in the country and subsequently how it can increase its 

market share of the regional tourist arrivals. In 20 I 0, Namibia has a market share of 

4.9% of the southern regional tourist arrival. The top 5 best performers in this ranking 

were South Africa, 4 l %, Zimbabwe l 0.9%, Mozambique 9%, Botswana 7.9% and 

Swaziland 6.5% (RETOSA, 20 l l). Much needs to be done to improve Namibia' s share 

of this regional cake. 

1.3 Importance of Tourism to the Economy in Namibia 

According to S. Shikongo (personal communication, 4 September 2013), tourism enjoys 

the status of being the fastest growing sector in Namibia and world-wide. Its 

contribution to jobs in Namibia represents 22% of the labour force with a GDP 

contribution of N$l l.5 billion in 2010. Government has and continues to invest in 

NWR and NTB, in addition to its investment in the conservancy programme which has 

succeeded in concluding 4 7 joint venture agreements with the private sector for the 

benefit of rural communities. ln recognition of the strategic importance of the sector, it 

is included in NOP 4 as one for prominent sectors for job creation and growth. The 

sector is expected to be the largest contributor to GDP in the next 10 years (PwC, 2008). 
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The Ministry of Environment and Tourism (MET) recently finalized its Tourism 

Growth and Development Strategy aimed at transforming the country into the most 

competitive destination in Africa. The departure point of the strategy is based on the 

premise that tourism is the most competitive economic sector on the planet as each 

destination competes with the rest of the world to attract the same tourists. The strategy 

draws a positive correlation between increasing tourist arrivals and increasing job 

creations and thus poverty alleviation, of which the latter cannot be achieved without 

achieving the former (MET, 2012) . The findings of this research reveal that an 

exponential increase in tourist arrivals will lead to an increase in investment levels. It 

can thus be further concluded, that a rapid increase in tourist arrivals will not result in 

the desired increase in job creation and poverty reduction if not complemented by an 

increase in investment in infra- and superstructure, and the need to improve the tourism 

investment climate in order to attract investment, both foreign and domestic. 

Although Namibia has it as its strategic objective to grow tourism steadily, Lea ( l 998) 

cautions Third World countries against placing overreliance on tourism . The 

contestation is that such an approach could potentially negatively expose destinations to 

market fluctuations and other externalities such as tourists ' dynamic needs and 

demands. 

1.4 Context of the Study 

Namib ia has some of the most enviable attributes that can make it a sought after tourism 

investment destination. The country has spectacular scenery and wildlife and a visitor 

friend ly climate as well as atmosphere. It is hai led as a politically stable and peaceful 
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state, with relatively good infrastructure that rival some developed countries, 

particularly the road network and access to telecommunication as well as a well

functioning service sector. Moreover, investors can quite easily repatriate funds from 

the country with the same ease with which they can import these (Ministry of Trade and 

Industry, 20 I 0). In addition to these, Namibia is ranked sixty sixth in the world 

(although in 2005 it occupied the 33rd place out of 155 countries) and fourth in Sub 

Saharan Africa on the 'Doing Business Report' of 20 IO which is an indication that the 

regulatory environment is conducive to conduct business activities in the country. This 

report further indicates that Namibia is ranked third on the ease of getting credit, third 

on the ease of closing a business and fifth on the ease of employing workers (WEF, 

20 I 0). These features were also identified as key to an investment destination by 

Gillies (2013), PwC (2012), Hartmann (2006), Gaomab Il (2005) and Artivor (2006). 

Admittedly, these are key attributes which should be adequate to entice investors to 

flock to a particular destination. 

Admittedly, these are key attributes which should be fairly adequate to entice investors 

to flock to a particular destination (UNIDO, 2008). However, until its latest ranking by 

Bloomberg as the top emerging market in Africa, Namibia did not feature as a 

prominent investment destination either in Africa at large, or in the Sub Saharan region. 

A survey conducted by Africa Business Panel in 20 l l among 800 professionals 

currently involved in the continent ranked these countries as the top ten investment 

destinations in the order in which they appear: South Africa, Nigeria, Kenya, Ghana, 

Angola, Tanzania, Rwanda, Botswana, Uganda and Mozambique. These countries are 

all in Sub-Saharan Africa due to declined investor confidence in the North; however the 
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survey claims that African markets are seeing encouraging year-on-year growth which 

is attracting the attention of the international investor community who increasingly see 

Africa as the last frontier for attractive growth opportunities (How We Made it in 

Africa, 2011 ). Evidently, Namibia was even outsmarted by its neighbours, namely 

South Africa, Angola and Botswana, the very counties it overtook in the Lonely Planet 

ranking of best value for money. 

Moreover, Forbes identifies tourism and agriculture as offering the best investment 

opportunities, and in Africa it cites Kenya, Mauritius, Seychelles and Tanzania as some 

of the world ' s favorite tourism destinations. In congruence with WTTC (2006) which 

asserts that demand for any tourism destination grows sharply if marketing and 

promotion are well funded and effective, and that demand fuels investment. The United 

Nations World Tourism Organization (2013) paints a rosy picture about Africa's tourist 

arrivals which in 2010 exceeded 49 million and passed the expected 50 million mark in 

2012 (52 million in 2012), Forbes (2013) affirms that this increase in number are an 

advantage to Africa and should be seized by investors. Confirming that international 

investors have a particular interest in the continent, it cites examples of billionaire 

Richard Branson who in 2014 will be opening a luxury safari lodge in Masai Mara, 

Kenya while Italian tycoon Flavio Briatore already owns Lion [n The Sun, a luxury 

retreat on the coastal resort of Malindi, Kenya (Forbes, 2013). Namibia, albeit its 

framed conditions, is yet to be spotted by the knight in shining armor. lt is yet to 

benefit meaningfully from foreign direct investment in general as well as in the tourism 

sector and there still remain areas of great potential that are untapped. This is 

particularly true when one considers sectors such as airports, harbours, airlines, business 
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and niche tourism, manufacturing and JCT that are not optimally developed although 

the country has a comparative and/or competitive advantage in some of these sectors (S . 

Sh ikongo, personal communication, 4 September 2013 ; W. Nashandi, personal 

communication, 3 September 2013). 

Conversely, Namibia does not feature as a prominent investment destination not only in 

Africa at large, but also not in the region. Although some progress has been made since 

independence, Namibia is yet to benefit meaningfully from foreign direct investment 

(Gaomab II, 2005) in general as well as in the tourism sector and there still remain areas 

of great potential that are untapped. This is particularly true when one considers sectors 

such as airports, harbours, airlines, business and niche tourism, manufacturing and ICT 

that are not optimally developed although the country has a comparative and/or 

competitive advantage in some of these sectors. 

Namibia's Vision 2030 document recognizes tourism as one of the economic sectors 

which need to be promoted and marketed extensively abroad in order to contribute to 

the country ' s economy. [t asserts that tourism is an important employment generator in 

Namibia, particularly in the rural areas where most tourism activities occur. [t also 

envisions a tourism industry that attains a multifold increase in its contribution to the 

GDP, and that will remain one of the key leading economic sectors in our country 

(National Planning Commission, 2004). 

According to the World Travel and Tourism Council (WTTC), the contribution of 

Travel & Tourism to Gross Domestic Product in Namibia is expected to rise from 

15 



13.2% (NAD9, 152.lbn or US$l , l90.9bn) in 2010 to 16. 1% (NAD26,787.4bn or 

US$2,949.0bn) by 2020 and its contribution to employment is expected to rise from 

7 l ,000 jobs in 20 I 0, l 7.1 % of total employment or l in every 5.9 jobs to l 09,000 jobs, 

18.9% of total employment or l in every 5.3 jobs by 2020. Travel & Tourism 

investment is estimated at NAD2, l 72 .5bn, US$282.7mn or 10.5% of total investment in 

20 I 0. By 2020, this should reach NAD6,076.0bn, US$668.9mn or 12.3% of total 

investment (WTTC, 20 I 0). 

Furthermore, based on the world rankings of the WTTC, the Namibia Travel & Tourism 

economy is ranked number l 19 in absolute size worldwide, 49 in relative contribution 

to national economies and . 36 in long-term ( l 0-year) growth (181 countries are 

estimated by WTTC). On the other hand, the Botswana Travel & Tourism investment 

is estimated at US$93 l .8mn (about three times more than Namibia) the Angolan Travel 

& Tourism investment is estimated at US$475.7mn (although it has just emerged from a 

protracted civil war), the South African Travel & Tourism investment is estimated at 

US$9.7bn and the Tanzanian Travel & Tourism investment is estimated at 

US$639.9mn. In absolute size, South Africa is ranked 34th in the world and Tanzania 

106th
. 

[t is from this perspective that the researcher is undertaking this study to investigate 

what Namibia needs to do to unlock its seemingly untapped tourism potential and derive 

increased benefits from this fastest growing economic sector. 
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1.5 Research Problem 

Whilst this topic was extensively researched in general, little was written about 

improving the tourism investment climate specifically and in so doing positively 

influence the investment decisions in this sector. Therefore, the main aim of this study 

is to investigate the key factors which impact investment decisions in the tourism 

industry in Namibia, and make recommendations to improve the investment climate in 

the sector. 

Namibia has some of the most enviable attributes that can make it a sought after tourism 

investment destination, hailed as a politically stable and peaceful state, with relatively 

good infrastructure. On the ease of doing business, Namibia was ranked n th in the 

world out of 183 countries (World Economic Forum, 2012). Some of the African 

countries that occupied high positions were Mauritius 23 rd
, South Africa 35t1', Botswana 

54th
, Ghana 63 rd followed by Namibia. While this is not the best position to occupy, 

Namibia fares relatively well and this could be an indication that the regulatory 

environment is on aggregate conducive to business. Namibia improved to a third 

position in Sub-Saharan Africa in 20 IO on the ease of getting credit and on the ease of 

closing a business deal and fifth on the ease of employing workers. Furthermore, it has 

the potential to become one of Africa's leading travel and tourism economies, providing 

a service industry complement to mining, agriculture and fishing, for economic growth 

and development but only if the underlying policy framework is conducive enough to 

lead to market confidence, dynamism and sustainability, all of which are investment 

stimulants (WTTC, 2006). Contrasted with the potential it offers, the Namibian 

tourism industry is in relative terms still small, underdeveloped and undiversified. Its 
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growth over the past 20 years has been impressive however, there is room for 

expansion, diversification and adaption of existing products to the new trends set by the 

ever dynamic needs of discerning tourists. 

1.6 Research Objectives 

Investment, whether domestic or foreign, has a positive impact on the growth of a 

country because foreign investment brings skills and technology into the economy 

(Sherbourne, 2006), while proceeds from domestic investment get re-invested into the 

local economy, resulting in more money in circulation (Nuyoma, 2006). With the 

realization that there are areas in need of significant levels of investment in the tourism 

industry, the objective of this study was thus to: 

1. Critically investigate and unravel factors which inhibit Namibia from attracting 

increased levels of investment in the tourism industry to capture and capitalize 

on the potential the industry offers; and 

11. Provide "food for thought" on how the aforesaid could be addressed in order to 

create a conducive investment climate that will unleash the country's 

investment potential in the tourism industry. 

1. 7 Research Questions 

This research intended to find answers to the questions, which will aid in drawing 

conclusions on how conducive the tourism investment climate is and what needs to be 

done to address shortcomings such that investment decisions are positively influenced: 

18 



Main question: 

1. If Namibia has such favourable conditions in place in the tourism sector 

( especially based on its natural attractions), why has the tourism sector not 

succeeded in attracting massive investments and managed to diversify its 

product offering to ensure an even spread of tourism benefits across the 

country and across the year? 

Sub questions: 

11. Does Namibia have the potential to attract and retain further, diversified 

investment in the tourism sector? 

iii. How conducive is the tourism investment climate to attract and retain further 

investment? 

0 What framed conditions are in place to lure investors? 

o What investment incentives are in place to attract more tourism 

investors? 

0 What other incentives could be put in place to attract more investment to 

the sector? 

0 What are the factors which deter investment in the tourism sector in 

Namibia? 

0 Which are the main destinations that compete with Namibia in the sub 

region and what do they offer over and above what Namibia offers? 
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1.8 Significance and Contribution of the Research 

The study is justified on the basis that identifying and addressing investment 

disincentives will increase investment and result in the growth of the sector in terms of 

dollar amount invested, the number of jobs created and income generated by enterprises 

and households. 

Firstly, understanding what investors seek in an investment destination before investing 

may assist policy makers and investment promoters better understand their investors 

and to develop strategies to reduce investment risks at country level and thus better 

attract investment. Secondly, identifying those attributes of a destination which attract 

investors will assist investment promoters to package demand driven investment 

opportunities. Thirdly, satisfying the current investors may reduce the cost of 

identifying and chasing after new investors and may entice the former to consistently 

increase their investment levels, ultimately making it their grateful duty to seek 

investment partners. 

Finally, the study will also contribute to the on-going debate on unlocking Namibia's 

growth potential in order to achieve Vision 2030. The main findings of the study will 

be shared and discussed with the Ministry of Environment and Tourism with the aim of 

initiating a commitment to address the main challenges. Lastly, the study is in partial 

fulfilment of the Master's degree in Accounting and Finance. 
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1.9 Organisation of the Study 

The study is organized into five main chapters and each chapter deals with a specific 

aspect of the research. Each chapter and its relevance is explained below: 

1. Chapter one is the introduction of the study, clearly outlining the problem of the 

study, its objectives and significance. 

ii. Chapter two reviews relevant literature pertinent to the study and provides the 

context in which the present research is conducted. 

111. Chapter three explains the methods used to conduct the research and gather data 

which included primary and secondary sources of data as well as the main 

instruments of data collection. It also discusses the population and sample size 

and how these were derived, data analysis procedures and ethical considerations. 

iv. Chapter four deals with the presentation of the findings, interpretations and 

analysis of data. 

v. Lastly, Chapter five provides the conclusions based on the overall research 

findings to reveal the answers found to the research questions. It is from these 

conclusions that important recommendations are provided and areas for further 

research highlighted. 

1.10 Conclusion 

Chapter one discussed the introduction, historical background, objectives of the study, 

questions and significance of the study at length . It provided a justification for the 

researcher to further explore literature by other researchers relevant to the study at hand, 

to provide the necessary theoretical framework for the research and build on previous 

work done. This will provide an opportunity for the researcher to analyse such work 
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done by others and arrive at the researcher's own points of view by agreeing or 

disagreeing with other researchers. 
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CHAPTER TWO 

A REVIEW OF THE LITERATURE 

2.1 Introduction 

Tourism is without doubt one of the major social and economic phenomena of modern 

times (United Nations, 2010). Although at its inception it was limited to a privileged 

minority, it has in recent times increasingly open for wider participation (Sharpley et al. 

2002). It has developed into a powerful, world-wide economic force and a big 

business. [n 2011, international tourism generated US$1.03.trillion in receipts 

(UNWTO, 2012) whilst the global travel and tourism industry was valued at US$6.6 

trillion, accounting for 9% of the world 's GDP (WTTC,2013) and 260 million jobs, 

which attests to the economic significance of the tourism industry. The rapid and 

continuing growth of the tourism industry has given it recognition as an important and 

integral element of industrialized and less developed countries ' development strategies 

(Jenkins, 1991). lt is argued by Sharpley et al. , (2002) that for many developing 

countries, tourism has become one of the principal sources of foreign earnings and an 

effective source of income and employment. A given level of revenue or capital 

investment creates many more jobs in tourism than the same level of revenue or 

investment would in many other sectors (UNCTAD, 20 I 0). They further postulate that 

tourism is seen as an effective means of transferring wealth and investment from richer 
' 

developed countries or regions to less developed, poorer areas, which occurs as a result 

of both tourist expenditures in destinations and of investment by the richer, tourist

generating countries in tourism facilities. 
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One unique feature of the tourism industry is that its consumption is not directly 

traceable to a single economic sector. Instead, it offers more opportunities for backward 

linkages throughout the local economy than any other industry. [ts importance thus cuts 

across many economic sectors including transport, arts, entertainment, manufacturing 

and retail (Sharpley & Telfer, 2002). 

The development of any industrial sector requires resources - financial and capital, and 

this is also true for tourism (UNWTO, 200 l). The operation of tourism facilities 
' 

services and amenities depends on a number of infrastructure networks being in place 

and functioning optimally. ln fact, the success of any tourism destination is, to a great 

extent, determined by the quality of its infrastructure. Public investment in physical 

communications technologies ([CT) and tourism infrastructure (attractions, heritage 

sites etc.) is needed if destinations are to stay competitive. In general, governments 

spend its funds on (Pender and Sharpley, 2006): 

1. [ nfrastructure investment and maintenance; 

11. Facilitation of tourism development by way of incentives; 

nt. Undertaking tourism marketing (mostly through National Tourism 

Organizations) (Bull, 1998); 

1v. Protection and upholding of public interest as well as sector regulation 

However, many governments - especially in developing countries - lack the resources 

required for infrastructure investments. For this reason, some countries have turned to 

the private sector, and PPPs are now sometimes used to upgrade tourist sites or to open 

up new regions to tourism (UNCTAD, 2010). 
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The supply of goods and serv ices requires the willingness and ability of the enterprise to 

invest. Bull ( 1998) addresses some barriers to entry by investors into the touri sm 

sector: 

1. Capital requirements; 

11. Regulatory requirements; 

111. Competition particularly from cartels and monopolies; 

1v. Restrictions on resource utilization; and 

v. Connections, trade contracts and entrepreneurial ability. 

It is from this understanding that the researcher is undertaking an investigation into the 

factors that impact investment decisions in the tourism sector of Namibia in order to 

unleash Namibia's tourism potential and attract further investment. 

2.2 Description of a conducive investment climate 

An investment climate is defined by OSCE (2006) as comprising of three sets of broad 

variables which are macroeconomic policies, governance and institutions and 

infrastructure, which are all underpinned by political stability, rule of law and the 

regulatory environment. However, there is no consensus on what constitutes a 

conducive investment climate that bolsters private sector development as the engine of 

growth (UNfDO, 2008). For the purpose of this research, an investment climate covers 

regulations that immediately affect businesses through the costs of compliance such as 

license fees and transaction costs. It also comprises the quality of infrastructure the 
' 

health system, the overall level of education, rule of law, political stability and security, 

functioning financial markets, trade liberalization and international rules and standards 
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as factors which constitute the " location-specific factors that shape the opportunities and 

incentives for firms to invest productively, create jobs, and expand" (UNIDO, 2008). 

As one may expect, only government can create this conducive investment climate in 

which private sector enterprises can thrive and contribute to development and poverty 

reduction. The greater the business confidence private sector derives from such a 

climate, the higher investment is likely to be (Christie & Crompton, 200 l). This 

research will investigate to what extent these conditions are in place in Namibia and 

what impact they have on the tourism investment climate and decisions to invest. 

A good investment climate for tourism, underpinned by a sound tax regime can play a 

central role in a government.' s growth and development strategy (Corthay & Loeprick, 

20 l O). Developing countries need to encourage tourism investments while ensuring 

sustainable revenue collection by introducing innovations through fiscal incentives, 

sector specific levies and Value Added Tax (VAT). The tax regime needs to be 

streamlined to stimulate growth by reducing costs for businesses to start up and operate. 

An investment destination can only succeed to lure investors to its shores if it has a 

healthy business climate, one in which cost, delay and risk are minimized (OSCE, 2006) 

and can have flourishing SMEs if these are not overburdened with taxes and 

regulations. 

Strong continuing tourism investment is vital to a strong, successful tourism industry. 

A favorable tourism investment climate results in national benefits such as economic 

growth, job creation, expansion of exports, development of remote areas and facilitation 

of increased ownership by the locals (Dwyer et al. 20 I 0). Needless to say, countries 
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that view tourism as an alternative for gaining economic growth make investment as 

easy as possible for prospective investors. 

According to WTO ( 1987) and WTO ( 1992), investment incentives have three 

functions: 

1. They accelerate development; 

11. They remove or overcome obstacles that impede business success; and 

111. They advance certain types of developments thus making these more 

attractive. 

Lt is asserted by Keyser (2004) that investment incentives show government' s 

commitment to the future of tourism and encourage development that would otherwise 

not take place. [ncentives are generally financial , quasi-financial, fiscal or other. 

2.3 Importance of a favourable business and investment climate 

While tourism is a recognizably significant contributor to economic growth and 

development, it is a precarious industry wh ich needs to be guarded against unfavourable 

external factors. It is volatile and even popular destinations can be quickly abandoned 

by visitors because of factors such as health or security (Lea, 1988). This makes 

tourism a very competitive industry, ever requiring innovation from investors (which 

often comes at a cost) and Destination Marketing Organizations (DMOs). Endless 

fierce competition calls for continuous changes to the product offering by replacing and 

adding new attractions and facilities to have a chance to compete with newer 

destinations (Lew et al. 2005), hence the need for investment and investors. The 

importance of a favourable business and investment climate is that it helps an 
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1v. Protection of property rights, availability of suitable partners, and the overall 

quality of life (Artivor, 2006). The conclusion is that economic growth and 

prosperity and the business and investment climate are definitely linked. 

According to PwC (2012), trends in occupancy rates, room rates, and tourism are 

among the factors considered to determine if the market is growing fast enough to 

support an increase in supply. The average occupancy figures for all accommodation 

establishments between January and December 2011 was 30% compared to 28% in 

20 IO during the same period. However increased occupancies will be realised by 

industry players who are able to diversify their product offerings from just merely 

accommodation to cultural and adventure tourism; and Meetings, lncentives, 

Conferences and Events (MICE). The same sentiments were echoed by S. Shikongo 

(personal communication, 4 September 2013) and Gillis (2013). 

Generally, political stability, respect for the rule of law, the regulatory environment, 

skills and knowledge of the workforce, macroeconomic conditions and infrastructure 

are crucial components of a business and investment climate. Lt is a combination of all 

these considered in a balanced proportion, which entice or deter investors from 
' 

exposing their funds to investment risks. None are more important than others, thus 

attention must be given to all. Investors may decide against a particular invl!stment 

destination if systems delay the commencement of profit making activities significantly, 

despite the destination having competitive costs (OSCE, 2006). This places an even 

greater pressure on destinations to be ever competitive lest they dissuade investors. lt 

also is a confirmation of the notion above that all constituents of a favourable business 
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and investment climate must be significantly present to unleash a destination 's 

investment potential and minimise business risk. According to Hartmann (2006), 

Namibia needs to establish a broad, transparent and effective enabling policy 

environment for investment (both foreign and domestic) to be able to spur economic 

growth, create employment and thereby reduce poverty. 

2.5 The Global Economic Importance of Tourism 

The World Travel and Tourism Council (WTIC), a business leaders' forum for travel 

and tourism, developed a blueprint for "New Tourism". Its vision is anchored on the 

foundation that world governments would recognize travel and tourism as a top priority 

due to its global and economic importance. It opines that for tourism to make its full 

contribution to economies, everyone must accept their responsibility i.e. public (for an 

enabling environment and infrastructure) and private sector (for tourism superstructure 

and market access). Because tourism cuts across many sectors of the economy, it 

results in spin-offs which can be easily ploughed back into the communities. It 1s 

labour intensive and provides on-the-job training, meaning that even the unskilled locals 

could be considered for employment (WTTC, 2003). Globally, the travel and tourism 

sector accounts for I in every 12 jobs or 8.3% of the labour force (UNWTO, 2012). 

The total impact of the industry in 20 l I is a contribution of 9% to global GDP; it 

generated US$1 ,032 billion in export earnings and 260 millionjobs (UNWTO, 2012). 

Governments around the world recognize the importance of tourism in one accord and 

have consequently put measures in place to unleash its potential contribution to the 

economy and society (Pender & Sharpley, 2006), which in effect shapes the economic 
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climate for the industry. The net social benefits of tourism development are of 

particular interest to world leaders while the private sector focuses on serving market 

requirements to attain their main reason for investing which is to maximize profits 

(Bull , 1998). These two areas of concentration could lead to conflicts and need to be 

managed delicately as both are important. In the case of Namibia, concerns are often 

raised about tourism leakages which result from the import of tourism goods and 

services, further grounding government's interest in the net social benefits of tourism. 

This essentially means that a significant portion of tourism revenue is repatriated from 

Namibia as payment for goods and services is made to foreign suppliers. For a long 

time, this compounded by other issues, led to government being apprehensive about the 

economic contribution of tourism. 

Although the Tourism Satellite Account (TSA) in Namibia aided in clarifying the 

matter, the issue of leakages has not yet been entirely put to rest. It must thus be 

understood that revenue from tourism receipts only leak out when destinations are 

unable to supply goods and services of adequate quality and quantity, necessitating their 

import from abroad or when local economic linkages are weak (UNCTAD, 20 IO) and 

the extent of the leakage is directly related to a country ' s level of development, its 

economic diversification and the openness of its trade arrangements (Christie & 

Crompton, 200 I). For as long as Namibia is largely depended on imported goods and 

services, foreign airlines and capital, the leakage will remain high. Tourism leakages 

may be in the form of: 

(a) Imported skills (WTO, 2002); 

(b) Repatriated profits (DEAT, 1996); 

31 



(c) International marketing efforts carried out in source markets (Cooper et al. 

2007); 

(d) Imported goods and services especially if industries and sectors linked to 

tourism are inadequately developed (Christie & Crompton, 200 L); 

(e) Tourist transportation from source market to destination (DEAT, 1996). 

Even if tourism goods are purchased by tourists within the borders of the host country, 

if these goods are imported, leakages do occur as the tourist is in effect only buying the 

value added that was created within the local economy (Cooper et al. 2007) It is 

important for governments to note that leakages are not unique to the tourism sector 

only. Due to the fact that leakages are related to a country's level of development, these 

will occur in other export sectors as well. The average leakage for most developing 

countries is between 40% and 50% of gross tourism earnings (UNCT AD, 20 l 0). 

ln order to address leakages, government needs to create local sources of supply, 

encourage local ownership and enhance inter-sectoral linkages to the local economy as 

this will create jobs and business opportunities and also reduce imports (WTO, 2002). 

This is a policy statement which needs to be entrenched in the National Tourism 

Growth Strategy of Namibia. Government must guarantee a continuous supply of 

skilled workers to reduce the importation of skill. lt further has the responsibility to 

promote local goods and services in a manner that creates and strengthens linkages 

between the formal and informal sectors of the economy. This must further be 

augmented with skills development and capacity building at entrepreneurial level to 

improve the quality of goods and services on offer. 
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The private sector establishes enterprises with the sole objective of generating profits, 

increasing such profits and lowering costs (Tribe, l998). fn broad terms, the main 

fac tors that affect investment are the cost of the investment and the revenue from the 

investment. Investments in the travel and tourism industry require massive initial 

capital outlays, and profits are realized only after 2-3 years of operation. At the 

planning stage of a tourism venture, it is difficult to forecast with precision, the success 

of the investment as the future in this industry is never certain. Certainty in the 

political, economic, socio-cultural and technological environment of a tourism 

enterprise is of utmost importance, but this will remain a far-fetched dream for long, if 

not forever. Government protection and support for infant ventures in this industry 

(particularly those providing greater employment opportunities and wider community 

benefits) is therefore indispensable, while ensuring as little as possible intervention in 

the free market system (Tribe, 1998). 

2.5.1 Positive contributions of tourism 

Contemporary literature is flooded with the positive contributions of tourism to 

economies and livelihoods of people in host communities. This section briefly 

discusses but a few of these positive impacts: 

2.5.1.1 Revenue Generation 

Similar to other economic activities, tourism generates revenue for the government 

through corporate tax, VAT, employee or payroll tax (Keyser, 2004), levies, 

charges, fees and duties. Further revenue is generated downstream in VAT through 
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the improved purchasing power of people directly and indirectly employed by the 

tourism industry. A thriving tourism industry can therefore contribute positively to 

the state 's pool of funds. 

2.5.1.2 Employment Creation 

Tourism is one of the world 's largest employers, which generated a total of 260 

million jobs in 2011 and is expected to create 328 million jobs by 2022 (WTTC, 

2012), because it creates direct, indirect and induced jobs due to its multiplier effect 

(Keyser, 2004). It is held that one new job is created by every eleven visitors to a 

destination (WTTC, 2013). Therefore, if the strategy of a destination is to use 

tourism to create more jobs, then more tourists need to be attracted (S. Shikongo, 

personal communication, 4 September 2013) 

2.5.1.3 Economic Development 

Tourism creates interfaces with local communities and entrepreneurs more than any 

other sector. It is a labour intensive industry which creates direct and indirect jobs 

and generates income for the local people. rt can contribute immensely to equitable 

economic development (in addition to economic growth) due to its positive effect on 

the Gini coefficient and Human Development Index (HD[). This is because tourism 

impacts these elements of the HDl (based on UNDP, 1998): 

a. Knowledge - better access to education as a result of affordability. 

Tourism increases household income especially in rural areas which 

enable parents to send and keep more children in school; 
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b. Longevity - enhanced knowledge and improved affordability leading to 

better health options. Tourism is a labour intensive industry, and skills 

get imparted on local people. This empowers them to take informed 

decisions on various aspects of their lives; 

c. Decent standards of living - attributed to the income derived from 

tourism and ownership of tourism assets. 

2.5.2 Negative impacts of tourism 

The discussion on the contribution of tourism will be imbalanced and subjective if its 

negative impacts are not brought to the fore. A non-exhaustive list of the negative 

impacts is discussed below: 

2.5.2.1 Environmental destruction 

The attractions of a destination are natural, man-made or socio-cultural in nature. 

As a land based economic activity, tourism has an effect on these attractions through 

over exploitation of the resource base, leading to negative impacts (Keyser, 2004) 

Mathieson and Wall ( l 982) advanced a symbiotic relationship between tourism and 

attractions, one in which the environment is protected, providing the base for 

tourism to flourish. However, this fine balance remains a challenge in many 

destinations where tourism is developed at the expense of the environment. s. 

Shikongo (personal communication, 4 September 2013) argues that Namibia as a 

destination can attract more volumes in the high value segment and yet ensure that 

environmental, cultural and economic sustainability policies are in place. 
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2.5.2.2 Socio-cultural impacts 

Often, especially in developing countries, tourists are exposed to cultures of host 

communities with a potential to impact their cultures and traditions for better or for 

worse. They do not visit destinations alone but do travel with their own beliefs, 

values and behavioural modes (Sharma, 2008). In terms of Smith ' s typology of 

tourists discussed in section 1.1.1 above, the incipient, mass and charter tourists 

seek, expect or demand western amenities at host destinations respectively, which 

leads to changes in the behaviour of the local community or the restructuring of the 

local economy (Cooper et al. 2008). 

Tourism can potentially result in the commodification of the host' s culture and 

artefacts through the demonstration of their festivities , tradition and practices to 

visitors in exchange for money which can further result in staged authenticity. 

Rituals and ceremonies are often shortened, made colourful and spectacular to 

capture the attention of tourists, as they wou Id otherwise find the un-adapted version 

dull and unappealing (Cooper et al. 2008). 

A major sex tourism market has emerged in countries such as Thailand, Gambia and 

some Central African countries, where this is being actively marketed (Cooper et al. 

2008). Certain tourists travel in search of the missing S (sex) in the four S' s of sun, 

sand and surfing (Keyser, 2004). This leads to the sexual exploitation of those in 

less economically advantaged situations, especially the needy local community 

members. In countries such as Thailand, this phenomenon has led to the 

commercialization of sex, especially for under-age girls by brothels (Lea, 1988). 
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2.6 Tourism investment climate in neighbouring countries: 

2.6.1 Lesotho: 

Lesotho has established the Tourism Development Cooperation (L TDC), a State-owned 

Enterprise whose Board of Directors is mainly made up of private sector 

representatives. The main focus of L TDC is to develop and promote tourism. It offers 

one-stop-shop services to potential investors which reduce the lead time between the 

" indication to invest and the commencement of business operation" . Additionally, it 

offers professional services before and after investment which include helping investors 

obtain permits/licences, providing investment advice, helping identify strategic partners 

and organizing meetings/visits between potential investors and local entrepreneurs. 

Among the incentives to the tourism sector are: 

(a) Low withholding tax on dividends; 

(b) Free repatriation of profits; 

(c) Export finance facility; 

(d) Unimpeded access to foreign exchange. 

In 2011 , it received 398, 149 international travellers, against a population of 2.1 million 

people (Lesotho Tourism Development Corporation, 2012). The country has no 

shortage of job applicants as it has a high literacy level (86%), and a constant supply of 

well-motivated, educated and easily adaptable labour force. In addition, labour costs 

are relatively low compared to neighbours, normal working hours are 45 hours per week 

and maternity leave is for six weeks without an obligation to the employer to pay a 

salary. 
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2.6.2 Botswana: 

It has a policy of low taxes on dividends and a cap on corporate tax of 15%. The 

economy is liberalized by reducing bureaucracy and by abolishing exchange controls. 

The tourism sector is well established with a clear policy to attract low volume high cost 

tourism. [t has what is called the Botswana Export Development and Investment 

Authority, an autonomous private sector led organization which promotes and facilitates 

the establishment of export oriented enterprises. ft provides dedicated support to 

potential and current investors. Priding itself as "the friend of the investor", it serves as 

the first point of contact for investors, ensuring all formalities are cleared. Services 

include market advice, obtaining pre-investment clearances, facilitating business-to

business meetings/visits and identifying investment opportunities. 

Some of the specific incentives which are also applicable to tourism are: 

a. Deductible training rebate of 200%; 

b. No foreign exchange controls; 

c. Remittance and full repatriation of profits and dividends; 

d. No restrictions on business ownership; 

e. Low taxes: 15% corporate tax, 25% personal tax; and 

f. Negotiable tax holiday up to IO years maximum (Botswana Export 

Development and Investment Authority, 2005). 

Botswana received l.522 million tourists in 2004 while Namibia's arrivals stood at 

777,890 in 2005 (MET, 2009). Bots>wana has a population of 2.03 million people. 
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2.6.3 Zambia: 

According to the Zambia Development Agency (ZDA) Tourism Profile, the tourism 

sector in Zambia still operates below capacity. This gives potential investors a host of 

investment opportunities to promote adventure holidays, white-water rafting, canoeing, 

rock-climbing, hang-gliding, fishing, bangi-jumping at Victoria Falls, etc. Zambia 

received 811,775 tourists in 2008 and it has a population of 13.4 million people. 

While investors who invest in Zambia enjoy the free repatriation of profits & dividends 

other more specific incentives include: 

a. Tncome earned by companies in the first year of listing on the Lusaka stock 

exchange qualifies for a 2% discount on the applicable company tax rate in the 

particular sector, however companies with more than I /3 of their shareholding in 

the hands of Zambians qualify for a 7% discount; 

b. Implements, machinery and plant used for tourism qualify for wear and tear 

allowance of 50% of the cost per year in the first two years; 

c. Building used for hotels qualify for wear and tear allowance of I 0% of cost in 

first year and 5% of cost per year in subsequent years; 

d. Zero rate - tour packages; Zero rate-other tourist services; Refund to non

resident tourists and visitors; 

Other than the generous tax incentives, the ZDA Act also provide for non - fiscal 

incentives. [nvestors, who invest at least US$250,000 and employ not less than 200 

local persons, are entitled to a self-et'lployment permit and employment permits for up 

to five (5) expatriates. 
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ZDA also provides facilitation services to its clients to: 

a. Acquire land; 

b. Obtain water, electric power, transport, and communication services and 

facilities required for their investments; 

c. Regularize their immigration status; 

d. Acquire other licenses required to operate a business in any particular sector; 

and 

e. Access any other after care assistance that may be required (UNCTAD, 

201 I). 

2.6.4 Compariwn of Regional Trends 

The figures below compare Namibia's economic performance with that of other 

countries in the sub region. The purpose of this comparison is to view the country' s 

performance not in isolation but within the broader perspective of the regional players 

with whom it competes not only for the number of tourists the region attracts, but also 

the investors lured to the sub region. 
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Figure 2.l Capital Investment as a % of GDP 
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Although Namibia has managed to maintain a steady level of capital investment (with 

limited volatility), countries such as Botswana, Lesotho and Zimbabwe have in the past 

five years made impressive levels of capital investments in their economies, which 

spurs the countries on towards economic development and growth. 
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Figure 2.2 Economic Growth 

Economic growth: the rate of change of real GOP 
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The trend in the sub region with regard to economic growth appears to be fairly similar, 

with average economic growth rates of about 5%. The two exceptional cases are 

Zimbabwe (which has until 2008 experienced regression) and Angola (which has until 

2009 experienced unsurpassed growth). This means that the majority of these 

economies are competitive enough in their own rights, and it is left for individual 

countries, (and Namibia in this case) to reposition themselves and bring out their 

competitive and comparative advantages in order to be more competitive than their 

regional competitors. 
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Figure 2.3 GDP in US$ 
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With the exception of South Africa and Angola, the majority of the countries in the sub 

region have fairly similar sizes of GDP, which means the ability of one country to 

outsmart another in the tourism industry will be determined by country level policy 

intents and their ability to execute such in the most innovative, efficient and effective 

manner. It means, it is the country that has the ability to generate exceeding benefits 

from relatively the same dollar amount at the disposal of all regional players, which will 

emerge as successful at capturing the regional tourism market. 
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Figure 2.4 Government Spending as a % of GDP 

Government spending as percent of GOP 
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The analysis made in Figure 2.4 is made manifest in the level of spending as a 

percentage of relatively the same common denominator, the GDP. Lesotho has the 

highest level of spending, of which most is expected to have been on capital expenditure 

(see Figure 2.1), while Namibia has kept to its modest, conservative but predictable 

levels of spending. Zimbabwe has started increasing its spending from the time the 

economy started improving (see Figure 2.2) and competing destinations need to keep a 

careful eye on this once very popular destination which in 2010 already had the 2nd 

largest share (10.9%, 151 being South Africa with 41% and Namibia ranking 6th with 

4.9%) of the sub regions tourist market (RETOSA, 201 I). 
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Table 2.1 Tourist Arrivals (000) 

Tourist Arrivals (000) 

Count ry 1990 1995 2000 2005 2006 2009 

Swazi land 263 300 281 839 754 1344 

Zimbabwe 552 1363 1967 1559 1956 1956 

Botswana 543 521 1104 1675 1814 1553 

Zambia 141 163 457 661 812 808 

Lesotho 242 209 302 304 293 343 

Mozambique 55 578 3110 

Namibia 272 656 861 778 931 977 

Malawi 130 173 228 438 742 

Madagascar 53 75 160 277 375 163 

Angola 67 110 51 210 294 

Tanzania 0 285 459 590 770 

Mauritius 292 422 656 761 970 871 

DRC 56 35 103 61 61 53 

South Africa 0 4488 5872 7369 9592 9858 

Source: RETOSA (20 I 0) 

Table 2.2 Tourists Receipts in US$ 

Tourism Receipts in USD million 

Country 1990 1995 2000 2007 2008 

Swaziland 30 48 37 77 

ZimbabwE 60 144 124 98 294 523 

Botswana 117 162 2220 563 515 

Zambia 41 47 111 92 146 212 

Lesotho 17 27 24 26 34 

Mozambique 0 63 .6 129.6 213 195.6 

Namibia 85 278 160 363 382 

Malawi 16 17 25 43 400 

Madagasc 40 58 121 290 620 181 

Angola 98 110 143 103 293 

Tanzania 65 502 377 835 1358 

Mauritius 244 430 542 1189 1823 1116 

DRC 7 0 61 

South Afri 1832 2125 1675 8448 8861 8879 

Source: RETOSA (20 10) 
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Although the above tables are incomplete for the years that would have yielded a better 

analysis, they are still useful in indicating the value the regional competitors generate 

for tourism. The top three counties with the largest market share of the regional tourist 

arrivals in 2009 (Table 2.1), continued to occupy the first three positions in 2011 

(RETOSA, 2011) although in comparison with tourist receipts the picture is completely 

different. The cause of this can be one of two things ( or a combination) a) that there are 

disparities in the collection of data at regional level and/or b) that some destinations 

with relatively low tourist arrivals are successful in capturing the low volume high value 

segment of tourists (e.g. Tanzania, Mauritius, Madagascar in Table 2.2). 

2.6.5 Lessons from other Destinations 

2.6.5.1 The case of Ireland: 

According to OSCE (2006), a strong business and investment climate promoted a sharp 

increase in the FDI levels of [reland. Faced with a mass migration between the 1970s 

and 1980s due to high unemployment and poor economic growth, it underwent 

economic transformation in the 1990s to become one of Europe's wealthiest countries. 

Without an established industrial base or significant natural resources, it decided to 

exploit its indigenous advantages by developing an outstanding business climate and 

through intelligent policy-making. 

The OSCE Guides outlines the following as the steps Ireland took to transform its 

business climate. It offered businesses: 

• The lowest corporate income tax rate in Europe at 12.5 per cent; 
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Competitive costs due to a young, well skilled workforce prepared to 

work for moderate wages; 

• An environment free from unnecessary government intervention and 

focused on competition and deregulation; 

• Infrastructure including a good international airport with access to a wide 

number of European and North American destinations, and a good base 

of universities and institutes of technology; 

• Partnership between government, labour, and industry; and 

• A keen interest in development and a concern to attract the best 

companies to locate in Ireland. 

This is indeed a case worth emulating, particularly for the developing countries which 

rely heavily on FDI for economic prosperity, job creation and poverty reduction. 

2.6.5.2 The case of Singapore 

In an undated article, Yeoh, et al. examined the transformation which the Singaporean 

tourism sector had undergone since the mid 60 ' s. According to them, Singapore has 

devised a dynamic tourism development strategy which has over the years changed in 

relation to changes in the socio-economic environment and was mainly deployed as a 

job creation strategy in the years following its independence. It established a Tourist 

Promotion Board which painted the picture of the Singaporean tourism and pursued its 

realization. 
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The government has over the years invested massively in tourism development, 

especially in its infrastructure and the preservation of its cultural heritage and the 

refinement of existing products lest they become out-dated. The team argues that the 

destination continue with its flexibility and dynamism, changing with the times 
' 

embracing new technological advancements and keeping in tune with consumer 

preferences, in the process, maintain its competitive edge as a country which is not 

endowed with natural resources. Due to this setback (lack of natural resources), the 

city-state decided to break its geographical boundaries and joined hands with its 

regional competitors and through this agreement started to sell regional packages which 

proved to be a success. Accordingly to Yeoh and her team, Singapore's popularity and 

growth was underpinned by its infrastructure, political stability, conducive environment, 

manpower and location in addition to the realization of the importance of a liberal and 

economically stable business environment. The country's tourism product offering 

thrives on the success of its popularity as a shopping and conventions hub. 

2.6.7 The case of Namibia: 

According to MTI (2012), the Namibia Investment Centre is a department within the 

Ministry of Trade and Industry which is the investment promotion and facilitation 

office. [t is the first point of call for investors and the services offered include advice on 

investment opportunities, facilitation of contact with government and private sector, and 

assists with minimising bureaucratic obstacles. lt also administers status investment 

certificates and investment incentive packages. 
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[n the year 2001 , Namibia is said to have netted in N$4.85 billion in Foreign Direct 

[nvestment but this dropped dramatically to N$546 million in 2003 and worsened to 

N$202.39 million and N$620 million in the ensuing two years respectively. The 

Ministry regards increased investment as key for the stimulation of economic growth, 

creation of employment and the introduction of technologies, the development of export 

markets ( of which tourism is one) and the creation of market opportunities for the SMEs 

(Artivor, 2006). 

2.6.7.1 Incentives: 

Enterprises that meet specified requirements and are issued with a status investment 

certificate qualify for the following incentives: 

a) Abi li ty to freely buy convertible foreign currency; 

b) Assurance of free access to convertible foreign currency for the repatriation of 

profits, dividends and profits from sale of business to Namibians. 

Contrary to the practice in the other countries investigated, although tourism is 

recognized as a strategic sector, Namibia does not have sector specific incentives, which 

makes it less competitive. Only the manufacturing and exporting industries have 

targeted incentives which include training rebates, tax relief and transport allowance 

(Artivor, 2006) although the Ministry is finalizing its strategy which will lead to the 

introduction of more sector specific incentives (W. Nashandi, personal communication, 

3 September 2013). The absence of a one-stop centre already makes it cumbersome for 

tourism investors to timely clinch a deal as tourism straddles many departmental 

borders and start-up therefore involves various government entities. The fragmentat ion 
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in the licencing points and the volumes of paper that need completion to facilitate the 

commencement of business are some of the factors that discourage foreign investors in 

particular and domestic investors in general and the latter indicate that they would have 

chosen another investment destination if they had a choice (S. Swiegers, personal 

communication, 20 August 2013). 

A glance through the tourism opportunities featured by the Namibia Investment Centre 

reveals that no dedicated study was conducted to identify high potential investment 

opportunities which are enticing enough to lure investors to Namibia. No feasibility 

study was conducted on these opportunities and the limited information sometimes 

given by the proponents on their ventures lead to potential investors not pursuing the 

concepts further (W. Nashandi, personal communication, 3 September 2013). There is 

therefore a need to conduct a study that results in an investment opportunity package for 

the sector, which is updated continuously as opportunities are seized. 

It was already pointed out to government in 2006 that l) there are no investment 

incentives in the travel and tourism industry in Namibia, 2) the industry is regarded as 

high risk and 3) there are bureaucratic procedures at business start-up level which 

negatively impact the establishment of new ventures. Besides the reduction of the 

number of days taken to register a new business from three weeks to 5 days (W. 

Nashandi, personal communication, 3 September 2013), there is no evidence of 

deliberate actions taken (and the results thereof) to address the remaining issues, and the 

investment climate remains that of limited attractiveness to the investors. 
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Namibia received 1,027,229 tourists in 201 l(MET, 2012) and has a population of 2.1 

million people. 

2.6.8 Lessons from Comparative Analyses 

Namibia can learn the following from the countries featured above in order to improve 

its investment climate: 

1. When an industry is declared as being of strategic importance, it is no longer 

business as usual and this instead calls for innovative policy instruments which 

allows the country to generate benefits commensurate with the importance it 

places on an industry. 

11. Liberalization and deregulation induces investment and is vital especially in 

the first years of business venture establishment. 

111 • The provision of pre and post sales services to investors aids them in 

overcoming start-up hurdles and is an incentive. 

· An educated and well skilled work force lures investment. IV. 

v. Industry specific incentives are of utmost importance which send a message to 

the investors about the seriousness of government to attract investment to a 

particular sector. 

VI. 

VII. 

For tourism to be a year-round success story, it needs to work closely with and 

be integrated into other sectors e.g. diamond mining and processing, film, 

festivals and fishing. 

While natural resources offer a comparative advantage, it is how a destination 

uses its limited endowments, which gives it the competitive advantage. 
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2.7 Namibia's competitive and comparative advantage 

The business dictionary defines a competitive advantage as a superiority gained by an 

organization (' destination ') when it can provide the same value as its competitors but at 

a lower cost. [t also defines comparative advantage as implying that countries should 

specialize in producing and exporting only those goods and services which they can 

produce more efficiently than other goods and services. With this definition, Namibia's 

competitive advantage lies in its living desert with dunes, wildlife and landscapes 

altogether, and these presented at a value for money. Wildlife viewing alone is not a 

competitive advantage, as countries such as Botswana and Kenya can be better options 

to Namibia. The country ' s potential competitive advantage is the under marketed huge 

tracks of unexplored harsh coastal land (MET, 2012). Its outstanding natural beauty as 

represented by natural icons such as Sossusvlei and Fish River Canyon are main 

attractions which if listed as World Heritage sites could improve the destination ' s 

tourism potential (Hoff & Overgaard, 1993 ). The development and packaging of these 

can be a worthy value proposition as Namibia is perceived to be a competitively priced 

destination (Lonely Planet, 2010). 

According to MET (2012), to improve Namibia's competitiveness, besides increasing 

tourist arrivals, the following must be critically considered: 

a. Skills and training development; 

b. [nvestment in tourism; 

c . Improving interaction within government; 

d. Building a climate of productive team work; 
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e. Development of more innovative, market related tourism products and 

aggressive marketing icons. 

These key recommendations are to a great extent and coincidentally so, in congruence 

with the problems addressed in this research, its findings and recommendations. This 

therefore attests to the authenticity of the barriers to investment and one notes the 

convergence of ideas with regard to how the barriers can be overcome. 

2.8 Tourism investment, seasonalities and regional redistribution 

Seasonality is a common feature in the tourism industry which is a result of tourists 

preferring to travel to a destination in big numbers during only a particular season. The 

key factors that contribute to seasonalities are climate, festivals and school vacations. It 

leads to the creation of two seasons, which are high ( or peak) season and low season 

which are both differently priced to the tourists (Bull, 1998) This means that operators 

in the destination have to manage revenues effectively to ensure windfalls of the peak 

season cover current as well as future costs during dry seasons. Seasonality is viewed 

as a problem in the sector and makes it difficult for operators to gain access to capital, 

recruit and retain full time staff and yield high returns on investment in a manner which 

is spread equitably throughout the entire year. It also leads to the over or under 

utilization of the capacity of the physical plant (Jafari, 2000). Both government and 

industry can play a role in managing seasonalities. Listed below are some of the 

strategies that can be employed to manage the problem of seasonalities: 

(a) Packaging and selling festivals and cultural events; 

(b) Developing Special fnterest products (e.g. heritage, archaeological, etc.); 
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(c) Financial planning and budgeting to manage fluctuating operational costs 

(employees and other resources) based on cyclical trends; 

( d) Closure of business in off-peak season; 

(e) Attracting business tourism (e.g. conventions, seminars, conferences). This is 

known as the M(CE market, i.e. Meetings, fncentives, Conferences and Events· , 

(f) Encouraging outbound tourism (Lew et al. 2008). 

Domestic tourism could also aid in stimulating the economy and has the potential to 

create jobs for Namibians to help alleviate the high level of unemployment. This will 

not only benefit the business owners but also aid in increasing domestic tourism 

(Moseley et al. 2007) and address seasonalities. Success in seasonal redistribution 

relieves overcrowding during peak seasons and results in higher occupancies and 

profitability (Jeffries, 2001). Government could also open new tourist routes in order to 

shift the balance of tourism strategically across Namibia and thereby attract investment. 

2.9 Importance of tourism to economic growth and local economic development 

Once known as the invisible sector (Lea, 1988), the contribution of tourism to economic 

development and growth has become undoubtedly evident, more so with the 

introduction of Tourism Satellite Accounts across the world . Tourism plays a vital role 

in development. It contributes to poverty reduction through job creation and the 

provision of a diversity of livelihoods options (UNWTO, 20 IO) resulting in the 

generation of income. It also generates tax revenue crucial for infrastructure 

development and service provision. However, caution must be taken not to overburden 

the sector with taxes and in the process adversely affect the country ' s international 
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competitive position. WTTC (2006) further affirms that unharmful fiscal policies and 

supportive incentives stimulate investment. This is because additional charges and 

taxes are passed down to the tourists, making the destination less affordable hence less 

competitive. Lonely Planet (2010) spotted Namibia as a better destination for value for 

money compared to South Africa and Botswana. This means it has a stronger 

competitive advantage which it needs to capitalize on. 

Government and the sector should implement a strategy that encourages tourists to 

consistently extend their length of stay which increased from 12.4 nights in 2002 (MET, 

2003) to 19 nights in 2009 down to 17 nights in 20 IO (MET, 2011 ), as this will ensure 

the selling of additional bed nights and an increase in economic returns from the same 

number of touriSL arrivals, because by keeping tourists in a destination a night longer 

inevitably increases their level of spending significantly. This can be achieved if the 

country sells more experiental (tourists actively participating in offered activities) active 

holidays with products that require personal participation from tourists e.g. Special 

Interest Tourist products in contrast with passive relaxation. In view of Namibia's 

fragile environment, this approach will not only discourage mass tourism, but will also 

attract low volume high cost tourism. This will create a balance between environmental 

as well as social sustainability and economic sustainab"lity for local economic 

development specifically, and economic growth in general. The consequential effect is 

that it will increase the economic returns from the same number of tourist arrivals 

because the overall impact of tourist arrivals in a given destination hinges on their 

length of stay (De Meneze et al. 2008). 
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2.10 Tourism and sustainable development 

The Butler model of the destination life cycle is regarded by some theorists as the 

cautionary platform of sustainability as it hints to guarding destinations ' carrying 

capacities to ensure sustainability of destinations. Sustainable tourism development per 

se is described as deliberate attempts to create a symbiotic relationship among the 

diverse players in the tourism industry - local communities, the physical environment 
, 

the state and the tourism sector (Pender & Sharpley (2006) citing Bramwell and Lane 

( l 993)). However, the true achievement of sustainable development in the tourism 

sector remains a subject of heated global debate as the various sets of International 

Conventions have inherent contradictions in their implementation because while they 

propose the mutual inclusivity of tourism and conservation, the reality is that the co

existence of the two to an extent is a fallacy (Pender & Sharpley, 2006). Whilst this is 

still a challenge, global debates about environmental responsibility have paradoxically 

resulted in the preference of individualistic tourism over mass tourism and the 

emergence as well as proliferation of new tourism, characterized by nature tourism, 

green tourism, responsible tourism and sustainable tourism (Lew et al. 2005). 

While recognizing the contribution of tourism to economic growth, Namibia should not 

lose sight of the potential negative impacts of tourism development some of which were 

discussed in preceding passages. The sustainability of the natural and cultural heritage 

depends on coherent public and private management of the environmental, economic 

and socio-cultural impacts of tourism. To achieve the goals of business, society and the 

environment, tourism planning neerls to be embedded into all policies and decision 

making (WEF, 2008). At a practical level, it is pivotal for Namibia to develop a 
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National Tourism Development Master Plan underpinned by principles of sustainable 

development, to guide tourism development in the country. Tourism development must 

meet the needs of the present without compromising the ability of future generations to 

meet their own needs (Tribe, 1998). 

Tourism can only be sustainable if the natural assets on which it is based are protected 

from degradation. This view expressed by Christie and Crompton (200 I) is particularly 

true in the case of Namibia, as the destination is branded as natural, rugged, liberating 

and soulful and is renowned for its picturesque attributes. ff the asset base is degraded, 

the competitive advantage will be lost and the damage will be irreversible. With 

increasing access to information, and concerted efforts from environmental lobbyists, 

today's tourists are gradually becoming aware of the environmental footprints of each 

holiday trip they undertake (Lew et al. 2005). They are also becoming all the more 

willing to contribute towards efforts of environmental protection and rehabilitation. ft 

thus goes without saying that, if the Namibian natural resource base is well managed, it 

will continue to be an attraction in itself which will continuously create a desire to 

travel. An increase in tourist demand is positively correlated to an increase in tourism 

investment. 

Poon ( 1993) argued that the crisis of the tourism industry is a crisis of mass tourism. ft 

is a global concern, more so in this century, that the cost of mass tourism outweighs its 

developmental benefits (Telfer and Sharpley, 2008). In its pursuit to double tourism by 

2020, Namibia might run the danger of becoming a mass tourism destination to the 

detriment of the environment and its people. It is thus of paramount importance that the 
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country pronounces itself on the type of destination it wants to be i e a mass to • 
· · unsm or 

high value low impact tourism destination. 

2.11 Tourism investment and employment creation 

Tourism is one of the fastest growing industry (lJNWTO, 2012), which offers massive 

advantages to both the local and global society. It is human resource intensive and 

creates jobs directly within the industry and also indirectly through the multiplier effi t 
ec . 

The Namibian Travel and tourism industry (direct impact) accounted for 22,000 jobs or 

3.8 per cent of total employment in 2009. The hotels and other lodging services 

contributed almost 50 per cent of the industry's employment (WTTC, 20 JO). fn terms 

of total contribution (direct and indirect), the travel and tourism industry accounted for 

81,000 jobs or 17 per cent of total employment. This is a significant growth from 

I 0,000 direct and 20,000 indirect as well as induced employment in I 991 (Hoff & 

Overgaard, 1993). 

2.12 The case for increasing tourism investment in Namibia 

2.12.1 Profile and Attributes of the Namibian Tourism Industry 

According to MET (2012), Namibia is not yet a tourism ·nvestment destination of 

choice due to difficulties to invest in the sector and the tourism growth and development 

strategy formulates a vision aimed at correcting these shortcomings. WTTC (2006) 

suggests that demand for any tourism destination grows sharply if marketing and 

Promotion are well funded and effective. It further opines that to stimulate invest t men , 

Namibia needs to address the different problems and weaknesses in the syst em, 
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providing adequate state guarantees and incentives for investment and ensuring fiscal 

policies are not harmful to investment. The Namibia Tourism Board has during the 

period 2003/04 to 20 I 0/ 11 been operating on a shoe-string budget of about N$
26 

million per annum (MET, 2012) whilst we have learnt above that tourism demand is 

fuelled by effective marketing (WTTC, 2006). Namibia needs to create incentive 

including taxation instruments that support, rather than punish commercial success 

(World Bank, 20 IO). This means that there cannot be a disconnect between marketing 

efforts and investment stimulation efforts. One cannot effectively market a destination 

and increase tourism demand if on the ground there are investment disincentives and 

fiscal policies that deter investment. 

The statements above further cement the importance of the chosen research topic, which 

originates from the view point that the country has not succeeded in securing adequate 

investment in the tourism sector (MET, 2012). WTTC (2013) argues that every I I 

tourist arrivals into a destination 's borders create one tourism job; therefore, increased 

arrivals and increased investment in product development can lead to increased jobs, 

economic growth and development, as discussed in more detail in other parts of this 

paper. The attainment of increased jobs is of particular importance for a country such as 

Namibia, plagued by a very high unemployment rate of 51.2% (MoLSW, 201 O). 

Government thus remains with an essential role to play in stimulating tourism 

development by way of provision of financial incentives, sponsoring public research in 

tourism and also marketing and promotion of the country as a tourist and investment 

destination Mill and Morrison (1985) as cited in Pender & Sharpley (2006). 
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2.12.2 Maturity of the Namibian Tourism Industry 

The TALC model developed by R.W. Butler in 1980 is a classic academic model i.e. "a 

representation, usually on a smaller scale, of a device, structure etc. " intended to aid in 

the discussion of, and research on, the development of resorts. It attempts to portray a 

common pattern of the development of tourist resorts, a pattern which it argues is 

common to many resorts throughout the world. The TALC has continued to be used in 

attempts to describe and understand the process of the development of tourist 

destinations in a wide variety of settings (Contemporary Tourism Reviews, 20 I I). 

Figure 2.5: Butler's Model - Tourism Area Lifecycle (TALC) 
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When first presented in 1980, the TALC focused more on the spatial implications of the 

growth and development of tourist destinations, whilst in recent years the focus has 

shifted to the process of development in a destination, away from the development of 

patterns of destinations (Lew et al. 2005). In practical terms, the TALC model 

postulates that a destination evolves from an unknown, less visited one (exploration), 

and as locals see opportunities and become involved (involvement) and more people 

begin to discover the destination, development commences (development) and tourist 

numbers begin to grow rapidly (consolidation). After these stages, tourism becomes 

integrated into the economy, however some facilities become worn out, resulting in a 

slump in tourism (stagnation) many destinations progress rapidly from exploration to 

stagnation. Once in stagnation, the destination ( or an individual tourist facility) will 

either decline or experience rejuvenation. 

As can be seen, Namibia is a new-comer in the consolidation phase with tourism having 

been recently accepted as a significant force for economic growth and development, 

particularly after the advent of the Tourism Satellite Accounts (WTTC, 2006). Also, 

tourist numbers have grown rapidly from a modest 254,978 in 1993 to 984,099 in 
2010 

(MET, 201 l) to a pleasing 1,027,229 million in 2011 (MET, 2012). Although long 

overdue, Namibia is at the stage of developing its national planning and growth 

strategies as well, putting it further in a growth mode. It is thus an opportune time for 

Namibia to create the enabling environment that attracts and retains investors in order to 

move into the next stage, i.e. becoming a fully-fledged destination (Keyser, 2002). In 

addition, it must be guarded against falling into the decline mode. This it can do by 
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skilful planning, appropriate management, identification of impediments to growth and 

change in response to market shifts (Lew et al, 2005) 

Figure 2.6: Tourist Arrival Statistics 
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Figure 2.6 illustrates the exponential increase in tourist arrivals Namibia has been 

experiencing since 1993. This serves as corroborating evidence in plotting it on the 

TALC model in Figure 2.5 . 

The gradual growth in tourist arrivals confirms Namibia ' s position on the TALC. For 

as long as there is gradual growth in arrivals, it will remain in this phase on the model. 
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But as those numbers begin to grow rapidly and move in tandem with the development 

of facilities, it will move into the consolidation phase after which stagnation and/or 

rejuvenation will follow (Lew et al. 2005). 

2.12.3 Tourism Outlook 

At the global level, it is reported that in spite of occasional shocks, international tourist 

arrivals have shown virtually uninterrupted growth: from 25 million in 1950, to 277 

million in 1980, to 435 million in 1990, to 675 million in 2000, and the current (20 IO) 

940 million; and as growth has been particularly fast in the world ' s emerging regions, 

the share in international tourist arrivals received by emerging and developing 

economies has steadily risen (UNWTO, 20 l l). UNWTO expects international tourism 

to continue to grow in the period 2010-2030, but at a more moderate pace than the past 

decades, with the number of international tourist arrivals worldwide increasing by an 

average 3.3% a year. fn 2012, international tourist arrivals hit the l billion mark 

(UNWTO, 2012). 

On the Namibian front, according to the MET statistical report, there was a decrease of 

2.8% in foreign arrivals in 2010 compared to 2009, following an increase of 5.3% in 

2009 compared to foreign arrivals in 2008. However, despite this decrease in foreign 

arrivals, tourist arrivals have increased by 0.4% in the same period. The report further 

states that the trend of foreign arrivals to Namibia shows that in 20 IO the number of 

foreign arrivals was almost four times bigger than that number in 1993, rising from 

316, I 04 to I, 178,487 in 18 years (M[T, 201 l ). These are positive trends which need to 

be used as a competitive advantage to entice investment in the industry. 
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One of the key drivers is that Namibia still remains a destination, yet to be uncovered 
' 

with its richness of being one of the remaining oasis with pristine and authentic nature 
' 

culture, and Kaleidoscope landscapes. lt is imperative that this momentum should not 

only be sustained, but information must be gleaned with regards to economic and social 

benefits which travel and tourism contributes to Namibia as a nation (WTTC, 20 I 0). 

2.13 Conclusion 

The literature review confirms the importance of tourism and the positive impact that 

result from increasing levels of investment in a manner that gives regard to cultural and 

environmental sustainability. Whilst Namibia offers great potential for investors in the 

tourism industry its investment climate is not as conducive to unleash this potential and 

attract significant investment and there is therefore a need for the climate to be relooked 

and improved to optimize investment. There is great potential to invest in untapped, 

under-developed segments of the tourism industry in order to diversify the product 

offering and maximize revenue for the operators but this can only be realized with 

targeted improvements to the investment climate. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

The purpose of this chapter is to outline the methodology used to attain the research 

objectives of the study. It discusses the study area, the population and the selection of 

the sample, the collection of data as well as data analysis procedures. To recapitulate, 

this study intended to investigate the factors which impede Namibia from attracting 

investment in the tourism industry and to offer recommendations on how to improve the 

business and investment climate for the tourism sector. 

In order to achieve the objects of the study, the researcher investigated the following: 

• Public sector incentives which are in place to lure tourism investors; 

• Government regulations and policies which may pose an impediment to tourism 

investment; 

• Deliberate incentives of neighbouring countries aimed at improving their 

competitiveness in the tourism industry; 

• The availability, effectiveness and efficiency of tourism infrastructure that 

should support the superstructure; 

• The value and effectiveness of destination marketing efforts; 

• Namibia 's competitive and comparative advantages and how well these are used 

in positioning the destination. 
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3.2 Study Area 

The research area for this study was the whole of Namibia covering existing investors 

as questionnaires were emailed and distance was not an inhibiting factor. Namibia 

gained its f ndependence on 21 March 1990 after enduring decades of colonialism and 

apartheid. ft has a population of 2.1 million people and is classified as an upper middle

income country although it is one of the countries with the highest income disparities in 

the world. lts land mass covers a massive 823,680 square kilometres, of which 60% is a 

desert. Bordering Angola and Zambia to the north, Botswana to the east, South Africa 

to the South, and the Atlantic Ocean to the west, the country boasts over l ,500 

kilometres of coast line (Asheeke & Katjiuongua, 2007). The country is among the 

prime destinations in Sub Saharan Africa and is known for ecotourism which features 

Namibia's extensive wildlife. In December 2010, Lonely Planet named Namibia 5th 

best tourist destination in the world in terms of value (Lonely Planet, 20 l O). 

3.3 Research design 

Research design is the overall strategic plan which directs the researcher in a manner 

that will best aid in answering the research questions and attaining the research 

objectives (Saunders et al. 2009). As advanced by Terre Blanche and Durrheim ( 1999), 

research design serves as a bridge between research questions and the execution of the 

research, making it the equivalent of an architectural plan which guides the construction 

process of a building. Therefore, research design provides a clear picture of the data 

required, methods to be used in collecting and analysing this data as well as how the 

research questions will be answered. 
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Various research designs were explored and the one most suitable for this study was 

thought to be the survey. This is because according to Brotherton (2008): 

a) The experimental type is rarely applicable to most undergraduate and 

postgraduate research in the hospitality sector due to time and resource 

constraints. ft is also not suitable for the topic under study. 

b) The comparative research type is used to reveal difference and/or similarities 

between phenomena. ft is clearly not suitable for this type of research as this is 

not its main thrust. 

c) Case studies are deemed fitting for initial exploratory research but draw 

criticism about scope and representation. This was not regarded as suitable for 

this study. 

d) Observation research is most suitable for laboratory and field work . 

e) Action research actively involves the researcher in live experimentation. 

On the other hand, Brotherton (2008) continues to advance that the survey type is the 

very common and popular research design, especially in this sector, and it is used to 

collect information from a representative sample in the most time and cost efficient 

manner and can deliver reliable results if well designed. Blumberg et al. , (2008) share 

the sentiments relating to the efficiency of this method. However, its downside is that 

the structured nature of its research instruments places restrictions to the responses, 

affecting authenticity in responses. 

This research used a mixed methods approach as it draws some elements from each 

qualitative and quantitative approaches of research (Thorper &Holt, 2008). On the one 
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hand, the research is qualitative in nature because it collected data in the form of written 

and spoken language (Terre Blanche & Durrheim, 1999) and also generated and used 

non-numerical data (Saunders et al. 2009), which process allowed the researcher to 

study the subject of investigation in great detail. Good qualitative research is hailed by 

Lincoln and Denzin ( 1994) as having one common attribute: "The commitment to study 

human experience from the ground up". On the other hand, the distinction between 

qualitative and quantitative research is best explained based on the information each 

uses to study a phenomenon, whereby for quantitative (the how much), numbers and 

figures are used whilst for qualitative (the what) words and narrative are used 

(Blumberg et al. 2008). This approach helped the researcher to gain a deeper 

understanding of the case being studied, as it answered the "what" and "how" questions, 

which could not have been achieved under a purely quantitative research. 

The study under question is exploratory as it attempts to explore new insights into what 

encourages or discourages investment decisions in the tourism sector. As cited in 

Saunders et al., (2009), Robson (2002) credits exploratory studies for their ability to 

assist researchers in asking questions and assessing a phenomenon in a new light. The 

data was mainly collected by means of questionnaires and to a lesser extent, 

unstructured interviews. 

In designing this research, the following steps were followed: 

a) Identifying and justifying the selection of a research problem; 

b) Analysing existing data through literature review to determine whether or 

not the problem does exist; 
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Designing research objectives and questions; c) 

d) 

. e) 

Identifying the data needed and how this will be collected· 
' 

Analysing data and drawing conclusions . 

3.4 Population 

A population is the full pool of objects from which one derives a sample (Saunders et al. 

2009) and from which primary data is obtained. fn Namibia, all tourism establishments 

are mandated by law to register with the Namibia Tourism Board. The Namibia 

Tourism Board Act of 2000 stipulates that "The Minister, after consultation with the 

Board, may by notice in the Gazette declare any sector of the tourism industry to be a 

regulated sector and any person who conducts or intends to conduct any business which 

falls within the category of such regulated sector shall be required to hold, in respect of 

that business, a certificate of registration" (NTB, 2000). 

The Namibia Tourism Board maintains a database of the registered businesses, which 

was deemed as the appropriate population for this study. By February 20 I I , the 

database had 3837 registered tourism establishments. In doing their research work 
' 

Edwards et al. , (2007) advised that caution be exercised when using existing databases 

as often than not, these are incomplete, inaccurate or outdated. This was experienced by 

the researcher and necessitated the cleaning up of the NTB database in order to attend to 

these shortcomings and improve data quality as well as data integrity. Accordingly, 

establishments with more than one business ventures under their wings were eliminated 

in order to only reflect a singly entry, community based enterprises were removed 

considering that most if not all are donor funded and do not have a singular owner, and 

establishments with incomplete contact details were also eliminated. This exercise 

resulted in a reduced population of 1876 establishments denoted as N== 1876. 
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3.5 Sample 

Sampling is a process through which a representative proportion of the population is 

selected for observation with the ultimate aim of drawing conclusions which are 

applicable to the entire population (Terre Blanche & Durrheim, 2004). For as long as 

the sample is representative of the population, sampling is beneficial because it is less 

time consuming and cheaper to collect data from a sample than from the entire 

population. Analysing data from a sample is also less prone to error than in a census, 

unless the population is significantly manageable to be observed in its entirety 

(Saunders et al. 2009). However, as quoted by Saunders et al. , (2009), Henry (1990) 

advised against sampling where a population is less than 50, due to probable distortion 

of inferences in the event of a single extreme case. 

Furthermore, Saunders et al. , (2009) state that statisticians regard a sample size of 30 or 

more to be considered large enough to result in a sampling distribution at the average 

that is close to the normal distribution. ln the case of this particular research, the 

sample size was 384; the calculation thereof is given below. It is further suggested that 

for most academic studies involving (as was the case in this particular research) top 

management or organization representatives, a response rate of 35% is reasonable 

(Baruch, 1999). The sample size for this research was much bigger than the 30 

suggested by Saunders et al. , (2009). However this exercise yielded a much lower 

response rate of 10.42%, with only 40 questionnaires having been returned out of the 

384 sent. 

The systematic random sampling (SRS) approach was employed, with every 51" 

establishment on the database being picked for observation (being 1876/384), which in 

the case of this research gave every establishment in the population an equal 

opportunity of being selected for observation. Because a database of all tourism 

establishments registered with the NTB existed, once could select a sample from this 

list which makes SRS a better sampling design. This approach was also chosen because 

it aids in reducing the sampling error (Long, 2007) while making it possible to answer 
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research questions and attain objectives using the sample to make inferences in a 

manner that represents the entire population (Saunders et al., 2009), thus eliminating 

bias. ln this case, every k!" establishment was selected, which is every 5th establishment, 

giving all cases an equal opportunity to be included in the study. As there was no prior 

study about the same problem, 0.5 was used as the proxy for p as the proportion of the 

population as 0.5 maximises the value of n, giving credibility to the sample s ize to be 

calculated. 

As mentioned earlier, the cleaning of the entries on the Namibia Tourism Board 

database resulted in the following being eliminated: 

I. all duplications (e.g. those who own/manage more than one establishment, those 

entered more than once). 

2. all without complete contact details particularly email addresses. 

3. all community based tourism enterprises because investment was predominantly 

donor funded. 

4. Since a list of the establishments was available from NTB with the information 

needed, using SRS, a sample could be selected from this for the study. Hence the 

required sample size under SRS was determined using the following formula: 

where, 

5. n the required sample size 

6. k =l .96 = the critical value for the 95% confidence 

7. p the population proportion to be estimated 

8. (Assumed to be 0.5 since the order of this proportion in the population 1s 

unknown. This maximized the sample size under the given margin of error), 
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9. q = l-p 

10. E Margin of error. Expect to estimate the population proportion within a 

5% margin of error. 

Table 3.1: Calculation of the sample size 

p q K k*k E E*E n 

0.5 0.5 1.96 3.8416 0.05 0.0025 384.16 

0.2 0.8 1.96 3.8416 0.05 0.0025 245.8624 

0.8 0.2 1.96 3.8416 0.05 0.0025 245.8624 

As a first step, the entire NTB database was used before adjusting for any errors. Upon 

adjusting the database for errors, duplications and omissions the population came down 

from 3837 to 1876, yielding a sample of 384 establishments as illustrated in the table 

above, which was further adjusted to 375 to facilitate sample selection using the 

systematic random sampling by selecting every 5
th 

unit on the cleaned database 

( 1876/3 75) . 

Although the response rate was 10.42%, lower than the anticipated 35%, considering 

the explanation above and the fact that simple random sampling was used and that the 

entire NTB database was the point of departure to derive the population, it can be 

assumed that the non-respondents are inherently much the same as the respondents in 

terms of key defining characteristics, and thus not much harm was done in their 

exc lusion from the observation (Long, 2007). 
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3.6 Research Instruments 

3.6.1 Questionnaire 

The main research instrument used for collecting data from primary sources was a 

questionnaire. As cited in Terre Blanche and Durrheim ( 1999), Vogt ( 1993) defined a 

questionnaire as a group of questions used to gather information from respondents, 

which is regarded as one of the most common tools for gathering data in social science 

research. Saunders et al. , (2009), citing de Vaus (2002) adopted a much broader 

definition of a questionnaire which includes all techniques of data collection in which 

each person is asked to respond to the same set of questions in a predetermined order. 

The questionnaire used was structured with a few open-ended questions, with the rest 

being close-ended. This was predominantly informed by the type of questions asked and 

the data to be collected. The open-ended questions afforded the respondents an 

opportunity to express their opinions in their own words without any restrictions, whilst 

the closed-ended questions had a fixed list of potential responses from which a selection 

was to be made, allowing easier analysis of comparative data (Terre Blanche & 

Durrheim, 1999). There were some Likert scale type of questions in the questionnaire 

for which respondents had to indicate their degree of agreement or disagreement. 

The data collection instrument (questionnaire) was self-administered, meaning that it 

was filled in by the respondents. This was to ensure that the questionnaire gets to all 

selected cases quickly and cheaply as well as to ensure anonymity (Long, 2007) as 

promised in the introduction paragraph of the instrument. However, Long (2007) points 
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out low response rate and misinterpretation as some of the shortcomings of self

administered questionnaires, an observation with which this researcher agrees. 

The questionnaire was pre-tested and revised before it was sent to the selected cases. 

The revision was based on input from the supervisors and to improve its validity, 

reliability and ease of completing. It was pilot tested by inviting selected tourism 

operators and a tourism expert to answer it. Based on the answers of the pilot test, 

potential difficulties in obtaining data were identified and it was further modified before 

sending the questionnaire to the entire sample. This process was chiefly with the aim of 

improving validity and reliability of the data to be collected which is also believed to 

have a positive effect on the response rate (Saunders et al. , 2009). 

3.6.2 Unstructured Open-ended Interviews 

Limited interviews were conducted with selected government officials, institutions of 

higher learning and commercial banks. These were flexible open-ended unstructured 

interviews conducted on a face to face basis and over the telephone. Their purpose was 

to deepen the researcher's understanding of several matters pertaining to this research 

and to perceive certain issues from these respondents ' viewpoints. The following 

individuals were interviewed: 
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Table 3.2: List of Officials Interviewed 

Interviewee Institution Position 

M1· Sem Shikongo Ministry of Environment Director of Tourism 

and Tourism 

Mr Erling Kavita Polytechnic of Namibia Head: School of Tourism 

Ms Aune Ipinge Development Bank of Portfolio Manager 

Namibia 

Ms Sophia Swieggers First National Bank Manager: Tourism 

Division 

Mr Wilbard Nashandi Ministry of Trade and Deputy Director: Namibia 

Industry [nvestment Centre 

Ms Maggy Mbako Namibia Tourism Board Public Relations Officer 

( emai I responses) 

3.7 Data Collection Procedures 

The researcher designed the main research instrument, the self-administered 

questionnaire. All the questionnaires were emailed to the selected cases for completion 

and return through email or fax. To ensure compatibility with the wide spectrum of 

computer operating systems and display screens, the questionnaire design was as simple 

and clear as possible ((Dillman, 2007) as cited by Saunders et al. , 2009). 
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In determining the population and selecting the sample, the researcher took particular 

care to avoid any duplication that could result in the cross-posting of the questionnaire 

(Saunders et al. 2009) which has the potential to irritate the respondents and lower the 

response rate. Although the questionnaire was emailed in bulk, a blank carbon copy 

was used to protect the identity of all who participated in this study as respondents. 

Respondents were initially given four weeks in which to respond, and were reminded 

two times. Those who returned the completed questionnaires received a "thank you" 

email. This duration was in consideration of how busy operators in the tourism sector 

can be. Upon realizing the low response rate, the submission date was extended on four 

occasions and the researcher pleaded with the respondents to return the questionnaires. 

This slightly improved the response rate but not significantly. 

This low response rate delayed the finalization of this paper as extensions were granted 

on more than four occasions although these yielded no results. Considering that further 

extensions were not yielded added benefits and in the interest of time, the researcher 

continued with the finalization of the paper with just the 40 questionnaires that were 

successfully returned and enhanced this with interviews with selected officials from the 

Ministry of Trade and [ndustry, Ministry of Environment and Tourism as well as 

Namibia Tourism Board. However, richness derived from the cases selected for 

observation supersedes the size of the sample as it is preferable by qualitative 

researchers to work with a small as opposed to large sample sizes, a practice which 

allows them to have a more in-depth study of the cases (Long, 2007). 
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3.8 Data Analysis 

Quantitative data was analysed using analysis techniques such as graphs, tables, charts 

a11d statistical calculations such as the median, chi-square test and mean averages, which 

helped the researcher to present, describe and examine relationships and trends within 

the data collected (Saunders et al. 2009). Histograms were used for highest and lowest 

values as this is used by most researchers (Saunders, 2009), bar charts to show the 

frequency of occurrences, pie charts for the distribution of responses within the group 

under observation and tables for frequency distribution. All these were developed in 

Microsoft Excel®. 

Using descriptive data, the responses were grouped into the following categories, based 

on the type of questions being answered: a) demographics of the respondents, b) 

opportunities to propel growth in the tourism sector in Namibia, c) comparison of the 

Namibian tourism sector with other countries and d) challenges impeding tourism 

investment. This categorization was necessary as it is impossible to define these groups 

of questions either numerically or to rank them. As some questions were not answered 

on the questionnaire, instead of ignoring this, missing data was treated as non-responses 

and a proxy was entered based on the mean value of all responses to that particular 

question which had missing data. Unclear answers which were difficult to modify 

slightly were also treated as non-responses 

In order to capture the few open-ended questions that were included in the 

questionnaire, the content of such responses were analysed to ensure meanings are 

understood and an attempt was made to identify any relationships within the categories 
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of responses discussed above. In practical terms, this entailed reading all data and 

listing all themes that occurred, these being the key ideas or issues coming forth and 

needing particular consideration. Responses to these open-ended quest ions were 

analysed manually due to their qualitative nature and implications for analysis. As 

such, the meanings of these responses were summarized, categorized and structured 

accordingly. 

3.9 Ethical considerations 

Ethics, in the context of this research, pertain to how research can be conducted in a 

moral and responsible way such that potential conflict between high quality research 

and the right of participants is guided accordingly (Blumberg et al. 2008). Saunders et 

al., (2009) stress that it is important to explain to those from whom data is collected 

why such data is needed, irrespective of whether primary or secondary data is to be 

collected. ln heeding to this advice, the researcher obtained a support letter from the 

Directorate of Tourism in the Ministry of Environment and Tourism, in which the 

Director of Tourism stressed the importance of the research and requested the selected 

respondents to offer their support. This support letter was mailed together with the 

questionnaire. 

In addition to the above, the researcher provided an explanation in the body of the email 

as to why such information was required . The respondents ' participation was requested 

and not imposed on them, and they were further assured the information gathered will 

be kept confidential and used only for research purposes in completion of the 
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researcher's studies. The questionnaire did not request the respondents to indicate their 

identity or divulge any personal details, thus assuring anonymity. 

3.10 Conclusion 

This chapter discussed the methodological steps taken in completing this study. rt 

explained at length the research design, population, sample, sampling procedures, data 

collection instruments and procedures, data analysis and ethical considerations. 
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CHAPTER FOUR 

DA TA PRESENTATION AND ANALYSIS OF FINDINGS 

4.1 Introduction 

In the previous chapter, the researcher explained the methods and instruments used in 

data collection. Questionnaires were emailed to selected respondents and the required 

information was obtained. In this chapter, the researcher attempts to present, analyse 

and discuss the research findings. This chapter is divided into two major sections. The 

first section provides the response rate and demographics of the respondents. The 

second section presents the results of the study and initial conclusions. 

The study aimed at investigating the factors which impede investment in the tourism 

sector in Namibia and to offer recommendations on what could be done to remove the 

identified barriers and improve the country ' s investment attractiveness. The discussion 

of the findings largely centres around the questionnaire responses from owners and 

managers of a sample of tourism establishments. 

4.2 Respondents 

4.2.1 Total Response Rate 

The sample size of 375 establishments yielded 40 responses. As was expected from 

respondents in the ever busy tourism industry, questionnaires were either deleted 

without being read or merely went unread. A degree of pleading and extensions of 

deadlines aided in the realization of the response rate stated above, which is however 

still not pleasing. The initial target as stated in the methodology was to aim at receiving 
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35% completed questionnaires. This was however not achieved due to the aforesaid 

reasons. This problem of a low response rate was also experienced by some other 

tourism researchers with whom a verbal discussion was had. 

The sample was selected randomly based on 21 % of the total population of tourism 

businesses registered by the Namibia Tourism Board. The database was cleaned to 

remove duplications, illogical entries, multiple enterprises of a single owner as well as 

enterprises without contact details, particularly email addresses. Community based 

enterprises were excluded from the study due to their unsuitability. 

4.2.2 Respondents' Profile 

The researcher concluded that the majority of the interviewed establishments are closely 

operated by the sole owners (55%) and partners (40%) as was advanced by Southern 

Africa Competitiveness Hub (2006) in describing the tourism landscape in Namibia. 

The fact that the questionnaire was completed predominantly (95%) by the owners is an 

indication of their active involvement in the daily operation of the enterprises. This 

asserts the importance of the owners ' presence in order to operate tourism ventures 

successfully. Tourism is a service industry and a sign ificant proportion of tourism 

experiences are delivered by people (employees, managers, owners). The service 

encounter creates the first impression and evidence of the service quality which is long 

remembered (Cooper & Hall , 2008). As a bad service may affect turnover through the 

power of ' word of mouth ', the presence of business owners and committed managers 

becomes pivotal to avoid negative experiences. 
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None of the managers who responded to the questionnaires has less than twenty (20) 

years of industry experience. It can be inferred that working knowledge and practical 

experience in the sector is crucial to the upward mobility of employees in this sector. 

This notion by implication may pose difficulties for tourism graduates whose 

expectations may have to be cautiously managed as they might not find it easy to enter 

the industry at supervisory or managerial levels, but will rather have to start at entry 

levels and work their way up . Graduates need to be made aware of this practicality and 

their expectations need to be well managed or systematically toned down . 

Figure 4.1: Years of Experience vs. Position of Respondents 

10 Years of experience 
Years of Experience vs Position 

9 

8 

7 

6 

5 ■ 0 -9 Ye ars 

4 ■ 10-19 Years 

3 ■ 20 or more Yea rs 

2 

1 

0 Position 
Sole Owner Manager of this Active shareholde r 

bu sines or partner 

Source: Data Collected through Survey during July 2013 

On average, the tourism owners have 17.13 years of industry experience. This shows 

confidence in the industry and they have amassed years of experience which allows an 

in-depth understanding of the intricacies of the sector. On the other hand, the active 

shareholders too have an average of 16.6 years of industry experience, long enough to 
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have experienced the various facets of the tourism product development life cycle, thus 

making them too suitable representatives of the entire population. Lastly, the managers 

have an average of 22 years of industry experience, which is an indication that tourism 

investors employ and retain well experienced managers to ensure the success of the 

ventures is not unduly compromised. In comparison with the arithmetic mean, the 

median gives the following picture of the years of experience for three categories of 

respondents were found to be 17.5 years, 15 years and 22 years respectively: 

As can be observed, there are no major differences between the mean and median years 

of experiences, which further cements a foregoing argument that even with this low 

response rate, the quality of this research is not compromised as the cases under 

observation are deemed to be representative enough of the entire population. 

4.2.3 Demographics of the Respondents 

Figure 4.2: Respondents' Position in the Enterprise 

Position in Business 
■ Sole owner ■ M anager o f the bu sines ■ Active share ho lder o r partner 

Source: Data Collected through Survey during July 2013 
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As elaborated above, Figure 4.2 shows that 55% of the respondents are sole owners of 

the tourism establishments, 40% active shareholders while only 5% are managers. 

Figure 4.3: Years oflndustry Experience 

Years of Experience 

o - 9 years 
· 10 - 19 years 

20 years or more 

Source: Data Collected through Survey during July 2013 

With regard to their years of experience in the tourism industry, 53% of the respondents 

have 20 or more years of experience, 32% between l 0 and l 9 whilst l 5% have less than 

10 years of experience. 
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Figure 4.4: Distribution of Respondents by Tourism Subsector 

Distribution of Respondents by Tourism 
Subsector 

Source: Data Collected through Survey during July 2013 

With regard to the tourism sub-sector in which the respondents operate, the response is 

35% in tour and safari operations, 27% accommodation sector, l 8% tour facilitators 
' 

11 % booking agents and 9% are in the rest of the subsectors. Respondents were neither 

segregated by gender nor by ethnicity. However, it is accepted that the sector is 

dominated by white Namibians who occupy 60% of all senior managerial positions and 

own 99% of the sector's registered business enterprises (Asheeke & Katj iuongua 2007· 
' ' 

Janis, 2011). 

4.3 Findings 

4.3.1 Presentation and Interpretation of Data 

The research findings are presented in the following order which 1s based on the 

research questions: 
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1. Opportunities to propel growth in the tourism sector in Namibia 

11. Comparison of the Namibian tourism sector with other countries 

111. Challenges impeding tourism investment 

4.3.1.1 Opportunities to propel growth in the tourism sector in Namibia 

It can be deduced from these statistics that a destination 's natural endowment is first 

and foremost the magnet for investment (Christie & Crompton, 200 I). This conclusion 

is particularly true in the African context where these natural attractions are the primary 

reasons why tourists visit such destinations. Mauritius known as a sun, sea and sand 

destination (Christie & Crompton, 200 I) enchants visitors with its white spotless 

beaches and breath-taking landscapes; Tanzania draws visitors because of its 

mountainous terrains, languid beaches, deep forests, national parks and bird sanctuaries· 
' 

while Botswana attracts its visitors with its quality activities pitched at the top end of 

the market (Christie & Crompton, 200 I), the ever majestic Okavango Delta, the 

Kalahari Desert, the salt flatland expanse of Makgadikgadi pans as well as prehistoric 

human settlement. The research findings about the opportunities to propel growth in the 

tourism sector in Namibia are given below in detail. 

4.3.1.1.1 Factors that Motivated Investment 

On the onset, respondents were asked to indicate the factors that motivated them to 

invest in the tourism sector in Namibia. 38% of the respondents chose to invest in 

Namibia because of its flora, fauna and landscapes, while 18% did so because of the 

country's reliable infrastructure and 13% opted for Namibia as a result of its cultural 
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diversity. Only 13% of the respondents chose Namibia because of its investment 

climate. 

However, the same cannot be said about some less endowed destinations but which 

have turned themselves into tourism hotspots using man made attractions. Indonesia is 

naturally endowed with excellent resources, islands, beaches and rich flora and fauna 

(Ministry of Tourism and Creative Economy, 2013). In addition to these, most of its 

key attractions are its man-made features such as the Balinese paintings, sea temples 

and the textile industry. Singapore on the other hand boasts with its mega theme park 

and the internationally acclaimed open-concept day and night animal kingdom in the 

form of a zoo (Y eoh et al, (undated)). 

Namibia has some of the most reliable infrastructure in the sub region (NPC, 2000) 

which forms part of its competitive advantage. This fact is confirmed by 18% of its 

tourism investors who indicated this as one of the factors that motivated their 

investment decision. Clearly, Namibia needs to improve its investment climate as this 

was the least of the factors that motivated investment decisions, whilst a conducive 

investment climate is one the key factors which influence investment decisions (WTO, 

2002· Christie & Crompton, 2001). 
' 
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Figure 4.5: Opportunities to Propel Growth - Factors that Motivated Investment 

in Tourism in Namibia 
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Source: Data Collected through Survey during July 2013 
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Those who indicated other factors included factors such as being born in Namibia and 

thus having nowhere else to go for investment or that it was the most natural option. 

4.3.1.1.2 Envisaged Future Investment by Private Sector 

Respondents were requested to indicate how much money they envisage to invest in the 

sector in the next five years. 81 % indicated willingness to invest equal to or less than 

N$5 million in the next one to five years, while 19% indicated willingness to invest 

N$6-15 million in the next two to three years. 43% mentioned they will invest in tour 

operations and activities, 29% in accommodation while 11 % will invest in conservancy 

based tourism. 

88 



At the centre of determining the amount of any new investment by the private sector is 

envisaged profitability. Those investors who do not have any active interest in tourism 

an_d who can be viewed as mere property developers regard tourism as a tenanting use 

of property from which they too expect a comparative return on investment (Bull, 

1998). Profit maximization is therefore a key driver of investment levels and not 

necessarily and merely the passion one has for a particular economic sector. 

Figure 4.6: Levels of Future Investment Figure 4.7: Sectors of Future Investment 

Investment by 
Amount 

Investment by Sector 

Source: Data Collected through Survey during July 2013 

The fact that 83% of the respondents indicated interest in investing up to N$5 million or 

more in the next I to 5 years is an indication of the investors ' confidence in the sector 

and destination, particularly its ability to yield a return on the investment, and all these 

despite the lingering economic crisis and the destination specific challenges and 

impediments raised in this research. Although indicated by a smaller portion of the 

respondents, 23% of them will engage in larger capital outlays in the next l to 3 years, 

which can be associated with expansions, investment in new subsectors or upgrading of 
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existing facilities. This can also be linked to the fact that the majority of the 

respondents (95%) have some form of ownership in the ventures they represented, with 

most having been in the sector for more than ten years. They may have already invested 

massively in the sector, such that future investments of the stated figures may be 

deemed to be relatively modest, as most of the tourism operations in Namibia are owned 

by Namibian citizens or permanent residents (Asheeke & Katjiuongua, 2007) who will 

not easily abandon operation and go elsewhere, and that 80% of the respondents 

indicated that they will not consider to forego investing in Namibia in favour of another 

destination. 

4.3.1.1.3 The role of Destination Marketing in Investment Decisions 

Respondents were asked what role destination marketing done by the Namibia Tourism 

Board plays in their investment decisions and 63% indicated that it plays a little or no 

role while on the other hand 37% indicated that it does play an important role. At the 

centre of growing a tourism destination lies effective marketing and promotion. The 

results above could be a sign that the industry has lost confidence in the effectiveness of 

the marketing efforts of NTB, either because of their resource constraints (MET, 2012) 

or a lack of skiUs which all hamper its ability to compete effectively at an international 

platform. 
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Figure 4.8: The role of Destination Marketing in Investment Decisions 
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Source: Data Collected through Survey during July 2013 

4.3.1.1.4 Government Spending on Tourism Development 

According to MET (2012) in 2006, the Namibian government spent approximately 

N$440 million (US $67 million) or 3.7% of total government expenditure on tourism , 

which although slightly below the global average, compares well with the region and 

continent. As RETOSA (2011) admits that many of its member states do not have the 

capacity to collect data on tourism expenditure, the only other data available for 

Namibia is that of US$123 million and US$92 million in 2005 and 2008 respectively. rt 

is the ultimate breakdown of this expenditure that leaves much to be desired. 
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Table 4.1: Government Expenditure for Tourism as Percentage of Total 

Expenditure 2006 

South 

Namibia Botswana Africa SSA World 

Government 

allocation 3.7% 2.3% 0.5% 1.8% 3.8% 

Source: MET (2012) 

[n terms of the infrastructure needed to support tourism superstructure and open new 

untested destinations, there has not been a deliberate effort to target infrastructure 

development within the tourism industry. However, government invests m 

infrastructure that would be needed by the country and business at large, which by 

default also benefits the tourism industry (S. Shikongo, personal communication, 4 

September 2013). 

4.3.1.1.5 Tourist Arrivals and Destination Marketing 

79% of the respondents who were asked whether an exponential increase m tourist 

arrivals will trigger an increase in their investment levels responded in the affirmative. 

It is common knowledge that destinations require tourists in their numbers for their 

commercial entities to become financially viable and contribute to socio-economic 

development. Governments therefore have a great role to play in increasing these 

numbers to attain this objective (Pender & Sharpley, 2006). lt is not a secret that 

Namibia Tourism Board is underfunded and government needs to reconsider its 

financial allocations to (MET, 2012). However, "word of mouth" sti 11 remains the best 
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form of marketing by far, making it pivotal for destinations to create and offer products 

that are of value to visitors, such that repeat visits can be generated and visitors can 

become marketers on behalf of the destination in the source markets (Christie & 

Crompton, 2001 ). 

As value is only realized after the visit, it becomes more critical for destination 

marketing organizations such as the NTB to work closely with product owners to offer 

clear and accurate pre-trip information to tourists. There are also many components on 

the ground in the destinations that need to work well together to offer value to the 

visitor. Countries such as Malaysia offer their promise of a memorable holiday from 

the time the plane is boarded, throughout the duration of the visitor's stay, until the 

plane is boarded again for the departure of the tourist (Christie & Crompton, 200 I). If 

Namibia has to offer this promise, which is important to increase tourist numbers, NTB 

needs to work with all the sectors linked to the tourism industry to entrench an 

understanding of the importance of tourism at all levels. As asserted by Christie and 

Crompton (200 I) this approach can also help increase the number of tourists by 

promoting regional and domestic tourism, which may imply greater innovation such as 

collaborating with regional competitors (instead of being afraid of the competition they 

pose) to package and sell the region as a whole to achieve a critical mass of visitors 

which can make tourism products more viable. 

Worth noting, over and above such efforts as discussed in the foregoing passage is the 

fact that invariably, individual preferences of tourists do have a great impact on their 

choice of destination as the latter has different appeals to different markets i.e. while 
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solitude might spur up a phobia in some tourists, there might be others who will avoid 

crowded places at all cost in favour of exclusivity (Holloway, 2006). Destination 

branding is thus a powerful driver of tourism as it gets tourist icons of a destination 

engraved in to the minds of tourists almost into perpetuity. Therefore, there is logical 

sense in guarding a destination 's image jealously. 

4.3.1.1.6 Air Access 

Air transportation is an essential ingredient in the development of tourism as access to 

the destination by international tou rists is constrained by factors such as time and 

distance (Pender and Sharpley, 2006) . Out of the 1,027,229 tourists who arrived in 

Namibia in 20 I l ( of which only 242,651 were from overseas), at least 27.6 of overseas 

tourists entered Namibia by air transportation (MET, 2012) and 242,651 may have 

entered the region by air due to their proximity to it, even if their first point of entrance 

into Namibia may have been through another country, in which case they may have 

entered Namibia by road. 

Due to market size, airfares in Africa are among the highest in the world. Monopolistic 

practices of some larger airlines have led to some countries foregoing national air 

carriers in favour of other practical solutions which can still and more efficiently bring 

tourists to their destinations (Christie & Crompton, 200 I). For a growth market such as 

Namibia, it is important to develop policies that attract greater traffic such that tourists 

are seamlessly drawn to (and easily transferred from source to the) destination even if 

this might mean steps that compromise national pride. 
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f n itself, the ease and cost of air access is perceived as one of the challenges that 

impedes the growth of the sector and its contribution to economic growth. This 

cj1allenge is even bigger for Namibia as it is a long haul tourist destination and its 

primary European markets (MET, 2012) need at least 10 hours (approximate duration of 

direct flights from London or Frankfurt to Namibia) to travel from source market to the 

destination. The ability of the country to attract adequate air services at lowered rates 

depends on a critical mass of tourists (Christie & Crompton, 2001 ). 

Before moving to summarizing what the researcher has learnt from the comparative 

analysis of the selected destinations, it is important to highlight that the uniqueness of a 

destination enhances its long-term success i.e. the fulfilment that goes with knowing 

that a tourism benefit can be derived from a particular destination and nowhere else (e.g. 

being at the Eifel Tower or Taj Mahal). Destinations with multiple attractions also 

provide added value to tourists. In addition, the continual updating and augmentation of 

destinations' products are of unprecedented significance to increase repeat visits 

(Holloway, 2006). 

4.3.1.2 Comparison of the Namibian tourism sector with other countries 

Christie and Crompton (200 I) suggest that the following critical success factors for a 

tourism destination play a big role in attracting investors and tour operators alike: 

I. The ability of the destination to ensure the physical safety of tourists (to the 

extent possible); 
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11. High standards of hygiene in accommodation and food outlets and good health 

facilities (public and private); 

111. Availability and the condition of all tourism related infrastructure· 

IV. 

, 

Use of diverse and sophisticated marketing and promotion techniques to reach 

tourists; 

v. A solid and sizeable knowledge and expertise base that will raise the standards 

in the sector and improve competitiveness; 

v1. A no-frill and competitively priced (air) transportation system; 

vii. Financing; and 

viii. Attractive financial mechanisms for hotels and tourists services. 

Christie and Crompton (200 I) continue to argue that, in addition to the above 

considerations, key to attracting investors are the following: 

IX. 

X. 

xi. 

xii. 

xiii. 

XIV. 

xv. 

A continuous upward movement in GDP growth; 

A fiscal regime that compares favourably with that of competing destinations; 

[nvestment incentives; 

Free movement of profits; 

Good governance; 

Enforceability of contracts; and 

Balanced labour laws. 

A comparative analysis of Namibia and selected countries 1s presented below, 

highlighting some of the issues above while not exclusively and exhaustively 

considering those listed above. 
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At the time of deciding on their tourism investment destination, 39% of the respondents 

only had Namibia on their cards (i.e. no competition with other destinations), 17% also 

considered South Africa, l 3% considered Botswana, 11 % considered Angola and 9% 

Zambia as potential investment options together with Namibia. ft can thus be 

concluded that South Africa, Botswana and Zambia should be considered as 

competitors to Namibia as Angola has somewhat different dynamics. The fact that 

Lonely Planet (20 l 0) acknowledged that Namibia is a better alternative to South Africa 

and Botswana with regard to value for money is a confirmation that this competition 

does exist. Having this view can assist the country in developing a strategy that can 

ensure it keeps being competitive in the region. 

A close investigation into why Namibia was competing with these countries revealed 

the following: 

a) Zambia: 

Generally, Zambia has a wide array of tourism investment incentives which Namibia 

does not have (UNCTAD, 2011 ). It also features natural attractions like water falls, 

lakes and rivers, national parks and museums, white-water rafting, canoeing, rock

climbing, hang-gliding, fishing, bungee jumping walking safaris, cultural tourism and 

movie tourism, although some of these can be enjoyed in Namibia as well. Despite its 

enormous tourism potential, the country operates below capacity, which gives potential 

investors a host of investment opportunities. This is in contrast with some tourism 

investment hotspots which are saturated. 
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There are however continuous struggles with the immigration officials, revenue 

collectors and labour inspectors coupled with the incessant changing of Government 

rtJles and fees. This could be the reason why these investors may have opted to invest in 

Namibia instead. To compound these problems and as is the case in Namibia 
' 

customary land tenure and the system of leasing hunting areas for a few years only 

make any tourism venture risky. 

b) South Africa: 

As the biggest economy in Africa, one would expect South Africa to be the leader in the 

provision of investment incentives in the tourism sector. According to the I 996 White 

Paper on the Development and Promotion of Tourism in South Africa, the current levels 

of incentives for tourist accommodation development are "so little as to be meaningless 

in encouraging any development". In the past, tax concessions were made available 

almost exclusively to five , four and three-star hotels which included the write-off of 

building costs over 9, 12 and 14 years respectively. [n 1988, the accelerated tax write

offs were removed and replaced by a 20 year write-off of building costs, irrespective of 

star category. These past incentives have created an over-supply of five-star properties. 

The White Paper proposed the following incentives: 

I. assistance in order to stimulate the provision of accommodation capacity during 

the next two to three years, should there exist a shortage of capacity due to the 

fact that a number of additional facilities are being developed, but will only 

become operational after this period. Such assistance could be specifically 

directed towards the refurbishment of and additions to existing facilities (guest 
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houses, hotels, etc.), where the basic infrastructure and management capacity 

exists. 

11. incentives be considered to assist new tourism ventures during the first five 

years of operation, while establishing themselves in the marketplace. 

iii. assistance be provided for the development of SMME's, particularly those which 

stimulate local community involvement and capitalize on the attractions and 

products which are indigenous to their areas. 

1v. assistance be provided to effectively organized communities towards the 

development of community based tourism projects. 

Although a massive amount is spent on tourism in South Africa, there has been a 

stagnation in international tourist arrivals over the past six years and international 

arrivals fell to 2, 1 million in 2011 compared to 2,2 million in 2010 (MET, 2012). 

4.3.1.2 .1 Investment Climate and Reasons for Opting Out 

Figure 4.9: Attractiveness Before & After 2000 & in Contrast with SA 
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Respondents were further asked how Namibia's investment climate was before the year 

2000, and as can be observed in Figure 4.9 above, in total 73% responded that it was 

either very attractive or just attractive, 22.5% thought it was of average attractiveness 

whilst five percent (5%) indicated that it was not attractive. In contrast, the response to 

the same question for the period between 2000 to the present, 25% of the respondents 

indicated that it is attractive, 50% that it is of average attractiveness and 23% that it is 

not attractive. This is an indication that the country ' s investment climate has dropped 

from being either very or just attractive to being of average attractiveness. Whilst only 

5% of the respondents indicated that the investment climate in Namibia was not 

attractive before 2000, 25% perceive it to be unattractive after 2000. Similarly, 30% of 

respondents were of the opinion that the investment climate was very attractive before 

2000 in comparison with 2.5% who hold the same view for the period 2000 to present. 

Of the 75% who indicated that it was either attractive or of average attractiveness after 

2000, 35% have 20 or more years of industry experience, 42% I 0- 19 years and 23% 

less than Io years of industry experience. Of those who indicated that it was 

unattractive, 75% have 20 or more years of experience while 25% have between Io and 

19 years. This indicates that the majority of these respondents have been around the 

block long enough to experience the different facets of the macro level tourism 

development cycle. It was noted that the industry is predominantly owned by white 

Namibians (Asheeke & Katjiuongua, 2007), therefore it can be deduced from this 

response that either there may have been deliberate measures in place to support the 

industry in the days of the previous dispensation or the response is deliberately biased 

towards that dispensation. If it is factual that the climate was better then, it can further 
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be assumed that such measures were either inadvertently removed or spread among 

sectors, hence the notion that the sun shone brighter then. 

Figure 4.10: Attractiveness since year 2000 vs. years of experience 
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Without shying away from the fact that the response to this question could have a 

political undertone, it can be concluded that before 2000, the destination was fairly new 

and there may have been generous government support to help incubate ventures which 

may have been directed or extended to other economic sectors after 2000 which equally 

needed (and still do) to be stimulated in order to contribute meaningfully to growth and 

development. Literature reveals that by the year 1993, the infrastructure and tourism 

superstructure were not geared towards the international tourist market, but rather 

towards the domestic and regional markets (Hoff & Overgaard, 1993). The advent of 

globalization resulted in Namibia becoming part of the global market, competing with 
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the rest of the destinations for international tourists. With this in hindsight, it is 

concluded that the investment climate may not have been better before 2000, it is rather 

competition which has intensified and which calls for incentives to attract more 

investment and make the destination more attractive in order to compete confidently 

with the rest of the destinations. 

fn comparison to South Africa, 28% of the respondents reported that Namibia is of 

average attractiveness whilst 15% indicated that it is not attractive. On the other hand , 

forty one percent 45% reported that Namibia is attractive and 12% very attractive. rn 

total , 85% of all the respondents find Namibia' s investment climate attractive in varying 

degrees from very attractive to moderately attractive, thus affirming their dominant 

position that 80% of the respondents will not forego Namibia in favor of another 

destination. These results are presented in Figure 4.11 below in addition to Figure 4.9 

above: 

Figure 4.11: Namibia's attractiveness i.r.t. South Africa 
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Deducing from the results of Figure 4.9 and 4.1 l above, Namibia has a captive market 

of investors who need to be nurtured through a mix of approaches to ensure they derive 

ryiaximum value from their investment in the tourism industry of the country. At least 

from the vintage point of the existing investors, Namibia is an equally competitive 

destination, and those tasked with promoting the country to investors and visitors need 

to pursue them fiercely with a firm belief in what the destination has to offer, instead of 

standing in awe of its giant neighbor. 

4.3.1 .2 .2 Reasons for dropping Namibia 

The results of this research revealed that 80% of the respondents will not consider to 

forego investing in Namibia over another destination. From the 20% who indicated that 

they may consider to forego investing in Namibia, their reasons were cited as follows: 

Figure 4.12: Reasons for dropping Namibia 
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When the 20% of the respondents who would consider dropping Namibia for another 

destination were further asked about their alternative investment destination, this 

question yielded the following outcome: 

Figure 4.13: Alternative Investment Destinations 

Alternative Investment Destination 
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Source: Data Collected through Survey during July 2013 

On the other hand, visitors from European countries who were asked to indicate other 

alternative destinations they considered before deciding on Namibia indicated the 

following: 
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Figure 4.14: Alternative Visitor Destinations 
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Source: MET, 2013 
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The visitor results are an indication that among the countries sharing borders with 

Namibia, South Africa, Botswana and Zambia are the biggest competitors. Namibia 

needs to position itself strategically to ensure that it does not lose out on its tourist's 

base due to fierce competition from these countries. South Africa and Botswana already 

outperform Namibia with regard to tourist arrivals and tourist receipts (RETOSA, 2013) 

Based on the results of this research, Namibia is still a destination of choice for the 

existing operators. If laws and regulations are made more investor friendly and yet 

beneficial to government of the broader public, and if the tourism product base is 

diversified and/or broadened as suggested by Asheeke and Katj iuongua (2007), the 

sector' s attractiveness to investment could be enhanced. The majority of tourism 

owners are Namibians, hence their indication that instead of investing outside Namibia 

in consideration of the challenges raised in tourism, they will consider re-directing their 
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investment to another sector in the country (50%). However, 25% may consider 

investing in the sub region while the rest (25%) might even consider investing overseas. 

4.3.1.3 Challenges impeding tourism investment 

4.3.1.3.1 Human Resource Challenges 

The Namibian Tourism Growth and Development Strategy asserts that Namibia has a 

skills shortage in particularly key executive positions. It thus needs to attract world 

class skills to fill such gaps while at the same time invest aggressively in skills transfer 

and training (MET, 2012). 50% of the respondents indicated that skills shortage in the 

sector is a serious concern which impacts business operations as it either results in 

higher training costs or increases reliance on foreign experts whilst the other 50% 

indicated that it has no effect on their business ventures. However, 25% of the 

respondents requested government to permit them to import world class skills to close 

the skills gap. Critical skills shortages are found in food preparation (37.5%), 

housekeeping (35.3%) and guiding (3 l.6%) (NTB, 201 l). 

4.3.1.3.2 Business Registration and Start-up Challenges 

The study revealed that it is not easy to register a tourism business in Namibia, obtain 

licenses as well as finance. On a question about interventions government needs to 

make to improve the investment climate, 22% of the respondents requested government 

to employ competent officials, twenty 21 % requested that red tape be removed 

while 19% called for the eradication of corrupt practices in government institutions. If 

government officials at strategic points of business registration are not competent, and 
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the registration process is marred with rigorous procedures (which at times are not 

necessary) and all these are compounded by corruption and solicitation of bribes, the 

business and investment climate of a destination will suffer as a consequence. 

Figure 4.15: Improving ease of business registration 
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Source: Data Collected through Survey during July 2013 

As Bull ( f 998) states tourism products can be of a very specialized nature, rendering 

them unfit for other non-tourism uses in times of economic difficulties which might 

necessitate alternative uses of such fixed improvements. They are however mostly only 

fit for purpose in the tourism industry with limited versatility. Therefore, the 

attractiveness of a destination to tourism products which can be easily and lucratively 

(known as mixed use ventures) be used for non-tourism purpose as well , fends itself 

107 



suitable for increased investment levels. The vibrancy of the domestic market goes a 

long way in assisting the creation of mixed use ventures. 

4.3.1.3.3 Required Government Assistance and Tourism Incentives 

Respondents were also asked whether there are any incentives they want government to 

put in place and 25% affirmed they would like to be permitted to employ foreign 

experts who will train locals and ensure business success, 23% opted for assistance to 

secure licences and permits while 25% chose to be given low interest loans in the 

formative years of their business ventures, as their priority government incentive. 

Figure 4.16: Required Government Assistance and Incentives 
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4.3.2 Other Findings 

Other 

From these results, the voice of the sector is loud and clear: "As soon as I have a 

business concept which I want to implement, provide me with the necessary licence in 
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the shortest time, give me an experienced person(s), provide me with access to funds 

and I will guarantee you business success". 

4.3.2.1 Human Resource Needs: 

It can be deduced from the figure above that the lack of well trained and experienced 

staff leads to the sector operators requesting government to allow the employment of 

foreign experts. Tourism staff have a daily and personal interaction with tourists 
' 

making it critical for employees to be well trained and empowered to deliver a service 

that improves competitiveness at micro and macro levels. Whilst many of these human 

interventions are being automated in recent days, quality human touches and 

intervention at strategic levels will remain indispensible for long and there is thus a 

need to train and empower staff (Pender and Sharpley, 2006). The attitudes of investors 

and the state towards investing in tourism human resources is an area which this study 

did not investigate in detail and is thus subject to future research. However, it is clear 

that the sector is in need of well skilled workers with the right aptitude for the job. This 

finding is cemented by a quote by His Excellency, the President of the Republic of 

Namibia when he said: 

"It is unacceptable that for 21 years we have not been able to train young men and 

women to acquire these necessary skills and expertise required in our tourism industry. 

Let us put our hands together as an industry to address this crucial element for the 

growth of our tourism sector ". 
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Training opportunities at tertiary level in Namibia are very limited and the programmes 

are considered as not meeting the needs of the industry, while at the same time the 

graduates enter the industry with unrealistically high expectations (NTB, 20 I l). In 

trying to address this challenge, the Polytechnic of Namibia ensures that all their 

tourism and hospitality students participate in job placements in the final year of their 

study. This intervention addresses the skills mismatch as well as the salary expectations 

as student will have a first-hand experience of how the industry operates. In addition to 

this, functional heads of tourism operations are brought on board when their curricula 

are being revised to ensure that the skills offered are aligned to the skills needed by the 

industry. It is further the view of the Polytechnic, (well in congruence with NTB, 2011) 

that there is an undersupply of skills and over 90% of graduates get job offers mostly 

during their job placement (E. Kavita, personal communication, 16 September 2013). 

ft was pointed out in this paper that the sector needs to diversify its product offering in 

order to remain dynamic and competitive (Gillis, 2013; PwC, 2012; S. Shikongo, 

personal communication, 4 September 2013) but it now appears that even the existing 

products need to be updated in order to be aligned with the new skills supplied by 

institutions, which skills are based on where global tourism is headed towards (E. 

Ka vita, personal communication, 16 September 2013 . This therefore calls for a 

continuous interaction between industry and sector not only with the aim of the trainers 

learning from industry what skills they need, but also industry learning from trainers 

what skills the world is producing to meet the dynamic needs of the tourists. 
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4.3.2.2 Government Interventions: 

With regard to government interventions and improving efficiency, the aspect of 

coherence appeared to be of importance to the respondents. Inter-ministerial 

coordination is crucial to the success of tourism and helps avoid undue and unintended 

harmful decisions by officials in various government agencies. This term is defined as 

" formal institutionalized relationships among networks of organizations" which he lps 

alleviate conflicting policies, goals or outcomes to the extent that these have a bearing 

on the success of the tourism industry (Pender & Sharpley, 2006). fn Namibia 
' 

decisions and policies of Ministries of Rural Development, Finance, Agriculture and 

Forestry, Trade and Industry, Environment and Tourism (more the environment 

element), Lands as well as Culture have a potential to directly or indirectly impact 

tourism either positively or negatively. Therefore, coordination between these 

Ministries at operational levels is a necessity. MET (20 I 2) proposes the establishment 

of inter-ministerial coordination platform aimed at addressing this challenge among 

others. 

While it is important to introduce new measures that will stimulate investment, it is 

even more important for government to continuously review and improve its entire 

business environment with the view to improve it and attract investment as well as 

support business growth. Investment levels can only be significantly increased if there 

is a corresponding increase in business confidence (Christie & Crompton, 2001 ). 
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4.4 Conclusion 

This research concluded that a conducive business and investment climate is crucial in 

positively influencing investment decision in general and in the tourism sector of 

Namibia in particular. The investment climate in Namibia, the research concluded, is 

moderately conducive to investment and the country needs to revisit its strategies of 

attracting investment and make major adjustments to these in order to make the 

investment climate more investment friendly if it appreciates the role investment plays 

in the economic growth and development of the country. In addition, have a key role to 

play in improving the investment climate which entails investing in Research and 

Development into future trends in tourism growth and being ready to produce new skills 

as and when called upon to do so by new investors or current investors in need of 

expansion and/or diversification (E. Kavita, personal communication, 16 September 

2013). 
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CHAPTER FIVE 

CONCLUSIONS, RECOMMENDATIONS AND AREAS FOR FURTHER 
STUDIES 

5.1 Introduction 

This chapter will focus on the conclusions derived from research findings and backed 

by the literature reviewed, and will accordingly make recommendations on measures to 

be taken to address the problem under discussion. Both the conclusion and 

recommendations are firmly cemented by the results of this research on the factors that 

impact investment decisions in the tourism sector in Namibia. Numerous textbooks 

were written on matters such as tourism development, tourism, importance of tourism 
' 

the business of tourism, contemporary tourism and management of tourism, but not 

much literature exists on tourism investment in general and tourism investment 

decisions in particular. The research topic under review is therefore not resultant from 

previous research as an area of further research, but rather based on the Namibian 

experience. 

With the realization that there are areas in need of significant levels of investment in the 

tourism industry, the objective of this study was thus to: 

iii. critically investigate and unravel factors which inhibit Namibia from attracting 

increased levels of investment in the tourism industry to capture and capitalize 

IV. 

on the potential the industry offers; and 

provide "food for thought" on how the aforesaid could be addressed in order to 

create a conducive investment climate that will unleash the country ' s 

investment potential in the tourism industry. 
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The study was conducted through mailed questionnaires and unstructured interviews 

with selected industry experts. The questionnaire response rate of 38% was low 

compared to the expected 50%, but generally in line with that of some historical 

researchers in the Namibian tourism industry. Considering the fact that simple random 

sampling was used to determine the sample and that the entire NTB database was the 

point of departure to derive the population, it can be assumed that even if the response 

rate was below target, the non-respondents are inherently much the same as the 

respondents in terms of key defining characteristics, and thus not much harm was done 

in their exclusion from the observation (Long, 2007). 

5.2 Conclusions of the research 

Findings of this research conclude that: 

I. tourism is an important economic sector which contributes significantly to the 

economic growth as well as economic development of Namibia. It is without 

doubt that tourism contributes to a) direct, indirect and induced 

employrnent(WTTC, 2012), b) balance of payment through its foreign exchange 

earning ability (WTTC, 2006), c) poverty reduction through household income 

generated by the creation of jobs (Janis, 20 l l ), d) preservation of culture and 

heritage through their incorporation into the tourism product offering (Christie 

& Crompton, 200 l) leading to an improved understanding as well as 

appreciation of global cultures and traditions, e) government revenue through 

levies, fees, charges, payroll tax, value added tax and corporate tax (Keyser , 
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2004) and f) improvement to basic infrastructure and public services such as 

education, health, sanitation, water and energy which benefits the poor 

communities (Janis, 201 I). 

11. there is an inverse relationship between tourism demand and supply in that an 

increase in tourism demand has a catalytic effect on the supply of tourism 

superstructure but does not necessarily conclude that a similar relationship exists 

when this is transposed such that there is a similar inverse relationship is 

between tourism supply and demand. This implies that tourism destination 

attractions trigger tourism demand, which in turn leads to an increase in tourism 

supply and thus accelerated investment. Destination marketing is therefore of 

utmost importance in order to sustain this inverse relationship (Mills & 

Morrison, 1985; WTTC, 2006). Although Namibia's growth in tourism demand 

has triggered supply, this has been disproportionate to its actual potential. 

iii. investment in the tourism industry has relatively been modest and there is a need 

for investment stimulation (MET, 2012). Most of the investment was made by 

Namibian citizens and permanent residents (Asheeke & Katjiuongua, 2007), and 

most of the enterprises are fairly small, which apart from large hotels, employ 

less than 20 people (Southern Africa Competitiveness Hub, 2006). 

iv. although the tourism industry has experienced tremendous growth since 1991, 

particularly on the demand side, the tourism investment climate is not 

·i conducive to attract significant investment especially from foreign necessan y 
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V. 

VI. 

VII. 

investors as well as to allowing the destination to compete on an international 

platform (MET, 2012). Government offers incentives and support to other 

sectors such as manufacturing, but tourism investors find it an insurmountable 

obstacle to register and operate tourism businesses in Namibia (MTI, 20 I 0). 

Central to this problem are a) obtaining licences and permits, b) finding suitably 

qualified and experienced staff, c) difficulty to fill the skill shortage by 

employing foreign specialist staff, d) bureaucracy, red tape and corruption 

within government departments, and e) accessing funds (Research Findings). 

there is an insufficient supply of adequately trained and skilled workers for the 

tourism industry in Namibia. Whilst there is a mismatch between the skills 

demanded by the labour market and the quality of graduates produced by most 

training institutions in the country, the quantity of such supply falls short of that 

demanded by the labour market. 

time is of essence to potential investors. Tedious and often unclear tourism 

business registration procedures and requirements often result in potential 

investors switching either countries or economic sectors. 

Service in Namibia is confused with servitude. Quality authentic customer 

• · the cherry on the cake for a memorable tourism experience. This fact service 1s 
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is not well understood across the sectors that have an interface wi"th tour· · ism, Just 

as the economic value of tourism is yet to be fully appreciated by all. 

viii. Incentives to a sector of strategic importance depict the country's appreciation of 

its value. Namibia has demonstrated this for sectors other than tourism, while 

tourism remains listed in high level documents of government as a sector it 

intends to nurture and support. To date, no targeted incentives are in place for 

the tourism sector which leaves much to be desired. 

5.3 Recommendations 

As destination marketing efforts intensify, the destination becomes increasingly popular 

and tourism demand increases, there will consequently be a need to increase the 

carrying capacity of facilities as well as to diversify the product offering. This is 

particularly true because Namibia may be of standard attractiveness to first time visitors 

but this attractiveness reduces with every repeated visit (MET, 20 I 2). ft is of 

paramount importance that measures are put in place as a matter of urgency to improve 

the tourism investment climate and thus retain existing and attract new investment in the 

tourism industry in Namibia in order to modernize the existing product offering and also 

diversify the tourism product mix. These measures may include: 

5.3. l In order to strike a win-win situation with regard to importing specialized 

tourism skills, government should ensure that where there is a proven critical 

specialist skills shortage, at least two understudies are attached to every 

imported resource person, with a clear duration of the understudy period and 

117 



milestones to be achieved throughout the period, all reduced to writing. There 

must be a credible information management system that captures all individuals 

who participate in such a programme with an interface for access by the system 

owner (MET) and the immigrations office. The process of granting work 

permits for these imported skills needs to be seamless and consistent, and treated 

as an incentive for investment and business growth, which incentive needs to be 

included in investment promotion materials of the NTB and Namibia fnvestment 

Centre. Service delivery on the immigration front needs to be improved across 

the entire system, starting from the point of entry into the country to the point of 

exit to ensure visitors to the country (including expatriates) have a memorable 

time and sell Namibia through "word of mouth" when they leave the country 

(Christie & Crompton, 200 I). 

5.3.2 Taking it from the Zambian experience, it is recommended that, as an incentive 

for increased investment, Namibia should provide a particular number of work 

permits for expatriates to firms linked to the number of Namibians they 

employ, e.g. 5 permits if the firm employs I 00 Namibians. Not only will this act 

as an investment incentive, but it will also ensure that Namibia imports 

specialized skills, which through 5.3.1 permeates all levels of an enterprise and 

remain in the country once the expatriates return. 

5.3.3 Based on the finding that there are some jobs that are hard to fill e.g. chefs, 

.d b k,·ng and reservation Namibia should extend assistance to the gu1 es, oo , 

. d b fi ancing the training of locals in "hard to fill jobs" to ensure that m ustry y m 
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industry is fed with employees who are fit for purpose and that such skills are 

available at the right time and in the right quantity. 

5.3.4 A seamless business registration process by way of a one-stop tourism business 

centre. This should house all strategic business units necessary during the 

business registration and start up process. lt should also offer specialized 

tourism business advice from the identification and promotion of the investment 

opportunity, facilitation of site visits, facilitation of business to business 

meetings, joint venture negotiations, to business registration and even to after 

sales care. Such a unit should be occupied by officials with extensive applied 

tourism and business experience and expertise, and not dominated by 

government officials. This will ensure the industry has confidence in the 

competence and effectiveness of such a unit, trusting the advice it provides and 

thus naturally commanding their respect. 

5.3.5 There must be increased coordination between all government functions 

which have a direct impact on the tourism industry to ensure that laws and 

regulations that are counterproductive to the promotion of tourism investment 

and the overall growth of the sector are kept to the minimum or completely 

eliminated. This can be achieved through quarterly (or any other regular 

frequency) information sharing sessions at both the levels of practitioners 

(ideally directors or their deputies) as well as at the level of Permanent Secretary 

(MET, 2012). Not only will this avoid duplications of efforts, 

misunderstandings and unnecessary tensions, but it will also translate 

government's long term plans which place importance on the tourism sector, 
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into practical measures that can prove that all government sectors are indeed 

supportive of tourism development (WEF, 2008). 

5-.3.6 Oblige the private sector, albeit in a non-harmful manner, to commit to the 

implementation of the tourism transformation charter. This will increase the 

number of tourism investors by introducing new comers from groups targeted in 

the charter and in so doing make the face of the tourism ownership landscape 

more representative of the Namibian cultural diversity (Asheeke & Katjiuongua, 

2007). 

5.3.7 ft is generally accepted that throwing more money into a problem is not 

necessarily the solution. ft is however acknowledged that the national 

destination marketing organisation (NTB) is underfunded (MET, 20 I 2), and the 

study therefore recommends that more funds be considered for marketing 

efforts but tied to major milestones to ensure that in the end, objectives are 

attained. This recommendation is based on the premise discussed in this study 

that destination marketing efforts are crucial to sustaining the inverse 

relationship between tourism demand and supply (Mills & Morrison, 1985; 

WTIC, 2006). 

5.3.8 Namibia must keenly attract the best of investors and make them feel welcome 

and not feel as if they are intruders by providing the required incentivised 

investment climate that promotes business success (World Bank, 20 IO) albeit 

in a sustainable manner. 
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Assisting tourism entrepreneurs become competitive and less regulated at least in the 

first five years of their establishment will be beneficial to government, the industry and 

the broader public because of tourism's direct, indirect and induced employment as well 

as its multiplier effect. lt is with this understanding that it is highly recommended that 

these measures receive positive consideration. The World Economic Forum confirms 

the importance of this study and sums up these recommendations when it stated that 

"Namibia remains an attractive tourist destination, but the travel and tourism sector 

needs a more conducive policy environment to lure investors" (Namibian Newspaper, 

2013). 

5.4 Areas for Further Studies 

The study provided a detailed picture of the factors which impact investment decisions 

in the tourism sector in Namibia. It only focussed on the existing investors who have 

operations in Namibia and did not cater for foreign as well as local potential investors 

due to the challenge of identifying who these are. Future studies should investigate the 

factors which impact the investment decisions of potential foreign and local investors so 

as to understand how the net could be broadened to attract more investors and not only 

retain the existing investors. However, if government heeds to the recommendations of 

this study, any measures that it will put in place will inevitably make the sector 

favourable to both existing and potential investors simultaneously. 

Another area that this study did not investigate in great detail is tourism human resource 

development and its impact on investment decisions. Although NTB has investigated 

this, it could be further deepened to accord readers an understanding of the nature, scope 
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and extend of unemployment in the tourism industry, with accompanying measures to 

ameliorate this problem. 

5.5 Conclusion 

This chapter provided conclusions and recommendations based on the data as collected 

and duly analysed, with the hope that the Government of the Republic of Namibia will 

consider and introduce some of the measures proposed under the recommendations. 

This will enable the country to become more competitive at attracting investors and 

tourists alike, thus contributing further to the economic growth and economic 

development of the country. 

This process was an invaluable learning experience to the researcher, which has greatly 

enhanced her theoretical understanding of the intricacies of tourism and increased her 

tourism knowledge while simultaneously spurring on her love for the industry. The 

researcher is of the belief that had this study been done on a fulltime basis, it would 

have been a more enriching experience and would have been completed in a much 

shorter time frame, with a higher number of responses as this would have been done 

face to face. 

lt can finally be concluded that albeit the challenges encountered, the study objectives 

were attained and the accompanying research questions answered to the degree 

necessary. The limitations of the study and areas, for further study were also presented. 
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Appendix 1: Support Letter 

Directorate of Tourism 

Private Bag 13306, Windhoek, Namibia 

Tel: +264-61-2842 l 78/2330 
Fax: +264-61-2236692 

To whom it may concern: 

sts@met.na/s shikongo@hotmai l.com 
Our ref: N 24/ Enquiries: S. T. Shikongo 

18/ 11 / 1 I 

A SURVEY INTO FACTORS WHICH AFFECT INVESTMENT DECISIONS IN 
THE TOURISM SECTOR IN NAMIBIA 

This letter serves to confirm that Ms. Olga Katjiuongua is carrying out this survey as 
part of her Master's Degree studies. Tourism is not only about attracting tourists into 
Namibia, there is a need to also attract investors into the various sub-sectors of the 
Namibian tourism landscapes. [t is therefore that the Directorate of Tourism is in full 
support of this study .as we belie~e it will elu_ci?ate th~ factors that either serve as 
incentives or barriers to investment into the Nam1b1an tourism sector. 

We hope that the outcome of this study will contribute to the growing body of essential 
knowledge on the tourism sector. Please render Ms. Katj iuongua your support as a 
member of the Namibian tourism fraternity. 

Yours sincerely, 

Sem T Shikongo 
Director of Tourism 
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Appendix 2: Questionnaire: 

AN INVESTIGATION OF FACTORS AFFECTING INVESTMENT DECISIONS 
IN THE TOURISM SECTOR IN NAMIBIA 

This research project aims to investigate the factors which entice investors to invest as well 
as those which deter investors from investing in the tourism sector in Namibia. The 
ultimate goal is to make recommendations to government and propose interventions which 
will aid in unlocking the country 's investment potential in order to propel growth in the 
tourism sector. 

The information provided will be kept confidential and used only for research purposes in 
completion of the researcher 's (Ms. Olga Katjiuongua) Master of Science degree in 
Accounting and Finance at the University of Namibia. 

THE FOLLOWING QUESTIONS WILL HELP ASSESS NAMIBIA'S POTENTIAL 
TO ATTRACT INVESTMENT IN THE TOURISM SECTOR. 

1. What factors motivated you to invest specifically in the tourism sector in 
Namibia? (You can tick more than one, but please rank your selections in order of priority 
w h J b · h t . o tant) it em~t e mos tmp r 

Namibia 's investment climate 
Its flora and fauna, scenery and landscapes 
lts cultural diversity 
Reliable infrastructure 
The sector offered higher returns than any other sector in Namibia 
The ease of accessing funds and starting up 
Others (Please specify) 

2. When you were deciding to invest ~n _Na~ibia, which other investment 
destinations in the sub-region were on your prwnty hst? (Please rank your selection in 
ord if riority with 1 being the most important). ero p 

' 
None 
Angola 
Botswana 
Mozambique 
South Africa 
Zambia 
Other (specify) 
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3. There is a concern that there is a severe shortage of skilled workers (chefs, 
managers, etc.) in this sector in Namibia. How does this affect your investment 
decisions? (Please rank your selection in order of priority, with 1 being the biggest 

concern) 
It is a concern as it results in higher training expenses 
It is a concern as it results in reliance on expatriates 
No effect, r do my own in-house training anyway 
Not a problem for my business 
Other (specify) 

4. How would you describe the investment climate in the tourism sector in 

Namibia? (Tick) 
4 1 . Before 2000 

Very attractive to investors 
Attractive to investors 
Of average attractiveness 
Not attractive to investors 
Very unattractive to investors 

42 Between 2000 and the oresent 

Very attractive to investors 
Attractive to investors 
Of average attractiveness 
Not attractive to investors 
Very unattractive to investors 

43 . In contrast to South Africa 

Very attractive to investors 
Attractive to investors 
Of average attractiveness 
Not attractive to investors 
Very unattractive to investors 
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THE FOLLOWING QUESTIONS ARE MEANT TO ASSESS THE TOURIS 
INVESTMENT CLIMATE IN NAMIBIA. M 

. ow would vou rate the current investment climate in Namib" ? Ia. 
,..... N w l -+:>-

5 H 
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(JQ -, 
(1) 
(1) 

I 

l . Labour policies & practices make it easy to recruit and retain 

skilled workers. 
2. Destination Namibia is easily accessible (by air) to its source 

markets. 
3. It is quick and easy to register a business, obtain licenses and-

obtain credit. 
4. The regulatory environment makes it possible for privately owned 

firms to flourish. 
5. Namibia is politically and economically stable. 
6. Namibia has good infrastructure which supports business. I 

7. In improving the tourism investment climate in Namibia, which government 
policies and/or interventions need to be in place? (Please rank your selection in order of 

pr h 1 b h h . h t . ·1y) einf! t .e 1g es priori 
iority, wit A "one stop shop" for tourism investors to have ready access to information 

Removing red tapes and improving efficiency at government offices 
Competent officials in the relevant government offices 
Better coordination between government Ministries and institutions 
Erad ication of corrupt practices including bribery 

Other (specify) 
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8. Which government incentives, if they were in place, would positively influence 
yo ur investment decisions? (You can choose more than one) Please rank your selection in 
order of priority, with 1 being of greatest importance. 

Assistance to secure licenses and permits 
· Assistance with finding co-investors or business partners 

Financial assistance e.g. to develop feasibility studies & business plans 
Being allowed to employ foreign experts who will then train locals 
Being given low interest loans during start up phases 
Other (specify) 

9. If the current growth of tourist arrivals continues every year, wilJ this 
en I I f · t t? courage you to mcrease your eve o rnves men 

Yes, it will mean increased demand and a more secure return on my 
estment 

Yes but [ wi 11 be cautious to not over invest 
' No l focus on low volume, high value 

' 

10. If you would consider investing more funds in this sector how much would 
vou rnvest an db h ? ,yw en. 

Please mark the time / volume coordinate in this table by inserting an x (e.g. 
in the next 1 year I will invest N$5 million) 

~N$5m N$6- N$11- N$16- N$ 21- >N$25 
10m 15m · 20 m 25m milJion 

1 Year 

2 Years 

3 Years 
4 Years 
5 Years 

11. If given an opportunity to inves~ f~rther in the_ t~urisn_i secto~, which 
product or product mix will you prefer? (List tn order of prtortty, with J bemg your 

h ig_hest priority) 
Accommodation 
Health and spa sector 
Restaurant 
Tour operation & activities 
Conservancy based tourism 
Hunting 
Cultural tourism 
Other (specify) 

12. Would you give up Namibia to invest in another destination? (Mark 

answer with a x) 
/ Yes / / No 
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13. If you have answered yes above, what would motivate that decision? (Rank 
di if . h 1 b . b . ·ority). m or er o priority, wtt emgyour tggest pn 

Limited Air access 
Unfavorable laws and regulations 
Limited investment options in the sector 
Fast growing destinations preferred 
The market is saturated 
Other (specify) 

14. If your answer m a ove 1s yes, w . 11 b h ·11 u invest instead? ere WI YO 

In a foreign country outside Southern Africa 
In a neighboring country 
In another sector in Namibia 
Other 

15. What role does destination marketing done by the NTB play in your 
investment decisions? 

A very important role 
An important role 
A small role, but I do .consider it 
No role, I have effective in-house marketing strategies 
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