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ABSTRACT

The fast changing tourism industry requires a tracking method to update information on a timely
basis. Our project assisted the Namibia Tourism Board monitoringt he i ndustr yds
four sectors: accommodatiors, vehicle rental and car hire tour & safari, and trophy hunting.

Through interviews, surveys, and thereation of a database, we developed a barometer to measure

per f

the industryds performance every ntstraegyio@reserditte and s

information to relevant stakeholders.
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EXECUTIVE SUMMARY

International travel and tourism has grown exponentially in the past five decadds. 1950,
the number of touristsworld-wide was close to 25 million, reaching up to 800 million in 2005
(Egmond, 2007). As a result,exotic tourist destinations, such as southern Africa, have also
experienced an increase in the number of international tourists. The tourism industry is a valuable
asset to a nationds economy in generating revenu
(GDP) (The Namibia Economist, 2008). Travel & Durism-related (TT) organizations such as the
Namibia Tourism Board (NTB), are responsible for optimizing the economic potential and
developing monitoring systems to assess the overall health of the tourism igtty. Current methods
of monitoring the performance of the tourism industry rely on statistical reports produced every six
to twelve months; however, this valuable information needs to be updated frequently to capture the
fluctuations in the industry. The purpose of our project wago alert stakeholdersof the shortterm
performance of the tourism industry within the four sectors of accommodatignvehicle rental and

car hire, tour & safari, and trophy hunting within Namibia.

Through the direction of our P onsor , the NTB, our projectds
develop a prototype tourism barometer and a practical communication strategy to present the
information to relevant stakeholdersThrough assessing each of the fo@bove mentioned sectors,
the aim of the barometer includes comparing changes in market performance with the same period
from the previous year, identifying factors that influence those changes, and establishing future

business prospects. The aim of the communication strategy is to distribtite tourism barometer to

! Stakeholders arg@eople or organizationswith investedinterest in the performance of the tourism industry.
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stakeholders on a bimonthly basis. This would provide them with valuable time-sensitive

information about the tourism industry.

We reached our goals by completing six objectives: (1) developing a list of key indicatdos
each sector, (2) identifying and categorizing stakeholders, (3) developing survey forms for each
tourism sector based on the key indicators, (4) selecting a trial panel of businesses to provide data for
the barometer, (5) creating a prototype database, and @eating a prototype tourism barometer.
Prior to our arrival to Namibia, we created preliminary lists of indicators for each sectocreated
survey forms called Tourism D& Entry Forms (TDEFs), and categorized relevant stakeholders into

groups.

After arriving to Namibia, we compiled a list of Namibian stakeholders and grouped them
into four categories Government & Ministries, Travel & Tourism-related Associations,
Conservation & Environmental Organizations,and Financial Institutions. After compiling these
categories, we conducted interviews with twelve selected stakeholders in addition to our liaison and
relevant NTB staff. The purpose of these interviews was to gain feedback about the feasibility,
content, and organizational structure of our preliminar lists of indicators and the proposed survey
formsfi the TDEFs. Based on their feedback, we made revisions to our preliminary lists of
indicators, creating a final list to be used in forming questions for the TDEFs. We tested our survey
with the stakeholdes and incorporated their recommendations into our final TDEFs. The finalized

TDEFs were formatted in a Microsoft Excel file with eleven check box and opegnded questions.

? Indicators are quantitative and/or qualitative data used to assess the performance of the tourism industry.
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After finalizing the TDEFs, we E-mailed them to 877 registered businesses in theufo
sectors, along with 12 businesses suggested by our liaison. We gave the businesses one week to
complete the form and return it to our team. Within two weeks, a total of 71 businesses had
responded, garnering the most responses from the trophy hunting @pators and tour & safaris
operators. From these responses, we selected a representative sample of seven businesses from each
sector, called the trial panel. We developed a database in Microsoft Access 2007 to store and analyze
the incoming data from the TDEFs, which will aid in creating graphs for the tourism barometer. For
the purpose of our project, we created graphs in Microsoft Excel 20@¥ capture the performance of
tourism in Namibia. The prototype barometer, a sbpage document was created in Micpbsoft
Publisher 2007. It was designed to contain both text and graphs, which are properly labeled for each
sector. In addition, we developed a schedule with recommendation on how to distribute and collect
the TDEFs, input data entry into the database, andelease the publication of the barometer to
relevant stakeholder groups. We also provided additional recommendations to the NTB for the

future implementation of the tourism barometer on a larger scale.
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CHAPTER 1: INTRODUCTION

1.1 INTRODUCTION
Althoughtour i s m, according to Ton Van Egmond (2007
largest economic sectors, it is still an area that is not well researched or understood. Tourism is a
val uabl e asset to a nationds econoeying the Gresser ms o
Domestic Product (GDP) (The Namibia Economist, 2008). This industry can be especially
important in developing countries to help alleviate poverty by increasing foreign exchange reserves
and generating income that would otherwise be diffidito obtain. The number of international
tourist arrivals worldwide has increased substantially in the past five decades. In 1950, the number of
tourists was close to 25 million, while in 2005 that number reached 800 million (Egmond, 2007). As
these numbes continue to grow, more research must be completed and suitablestemsare neeced
to measureboth the successind challengef the tourism sector as well ashelp in the marketing of

a country as a tourist destination

More specifically for tracking tourism performance, the major problem for the Namibia
Tourism Board (NTB)® is that the current system for collecting data to measure tourism trends is
infrequently updatedand of uncertain accuracymost of the information is only available after six to
twelve months. Without having upto-date information every two months, it is extremely difficultfor
the NTB to accurately assess thgerformance of the tourism industry Additionally, the NTB must
decidewhich specific tourism businesses to track, whatg of information is most usefulto analyze,

and how thisinformation should be presented to stakeholders

®The NTBis a government sanctioned body tasked witlmiproving tourism in Namibia (see Appendix A).



In order to understandtourism tracking more thoroughly, a tourism barometerhas been
found to be usefulin presentingstatistical data ina graphicd and textual format. The barometer is
used to monitor t he, sucmad the geneyadb markgt perfdrroancen afriouiresm,
specific business performance, past and present trends, and future prospects for the tourism industry.
Currently, the NTB uses a levy system to track the accommodation sectvery two months but
this is only one aspect of the entire industryThe NTB staff is also working on updating the
Tourism Satellite Account (TSA),which measures the economic impact of tourisfWWTTC, 20063.
The TSA was developed by the World Travel & Tourism Council (WTTC) in order to provide
countries with more detailed economic informationabout GDP and employment rates relating to
tourism. An example of how the United States of Americameasures tie performance of the
accommodation sector is by using occupancy percentages, average roomsyaed revernue per

available room (revPAR)(WTO, 2007).

Although the NTB currently has somemonitoring systems in place, this fast changing
industry requires a tacking method that will update informationon a timely and frequent basis.
Many gaps exist in tourism research becauseost studieshave focused on tourist attractions and
their affects on tourists as opposed to the industry its€fFennell, 1999) Current tourism-related
companiesare not meeting their economic goals for two reasons: they are either doing poorly in
attracting tourists to the area or the tourists do not contribute enough economically due to limited
spending. By establishing anore timely method for tracking tourism performance, the NTBshould
be able toassess howeach sector is performing. As a result, the NTB could advise how to better

market Namibia as a tourist destination depending on the seasonality and specific markets trends.

The purpose of our projectwasto assist theNTB in developing a more responsive and timely
tracking met hod f or touNsnnmdustryaTiis included tourism performancewithin four

2



sectors:accommodatiors, vehicle rental and car hiretour & safari and trophy hunting. These are
prominent areas of tourism that are i mportant to
specific goals of our project were to develop a barometerto measurethe tourism performance of
these selected business sectors atmd suggest a communication strategyhrough the use of the
barometerto keep the stakeholderén the tourism industry informed of their progressevery two

months.

In order to successfully reach our goglsve identified a list of key indicatorswhich includes

a list of indicators relevant to all sectors ana list for sectorspecific indicators. From this, we
devised a Tourism Data Entry Form (TDEF)for each sectoy distributed them to NTB registered
businessesidentified a list of seventourism businesse$rom each sectotto be included on the panel,
determined guidelinesfor the collection of information needed for a barometethrough the use of a
database and provided recommendations on the format of the barometeMe also identified an
effective wayto communicate this information to the stakeholdersA databasewill be updated every
two months so that the information relevant to the tourism industry will be available frequenthand

this information will then be released on the barometeOverall, we hope that Namibia will benefit

economically from this system since stakeholdessill be able to anticipate when the majority of
visitors will arrive, where visitors will arrive from, and how well the tourism industry performs over

a particular time period.



CHAPTER 2: BACKGROUND RESEARCH

2.1 INTRODUCTION

Many countries rely on carefully gathered statistical data, such as theufism Satellite
Account (TSA), to provide essential information inregards to the success of thteurism industry.
While this information can be reported in a variety of ways, some countries have developed a
sophisticatedreporting system called a barometerto provide both a quantitative and qualitative
measuranent of tourism performance. Broad statistics on tourism are useful tolaountries;
however, morerefined data relating to accommodationsyehicle rertal and car hireoperators tour
& safari operators and trophy hunting operatorswould provide Namibia with the knowledge of
how to further enhance the appeal of these specifmurism areas. By providing Namibian tourism
companies with more upto-date information on a regular basis, they may significantly improve their
own revenue streams and help the Namibian economy by making timely adjustments. In order to
fully understandthe importance of collecting statistical data on these important divisions within the
tourism industry, this chapter explores the essential aspects of Namibian tourigmthe context of

world travel, as well agocuseson the methods of tourism informatio collection and management.

2.2 METHODS OF TOURISM TRACKING AND STATISTICAL ANALYSIS

From January to April of 2007, the number of tourist arrivals worldwide rose nearly 6%
from the previous year, resulting in approximately 252 million people arriving iforeign destinations
(WTO, 2007). With worldwide tourism steadily on the rise, countries rely on the use of various
tracking and recordingsystems to provide important statistical data to reveal tourism trends and the
i mpact of t our i s m my. rConsideriogothenrangeyod data éeolved an tracking

tourism, several methods have proven to be wliable and imprecise; bwever, many countries have



found the use of theTSA and the tourism barometer to be effective methods for collecting and
reporting tourism data. For example, the Scottish Tourism Board and the World Travel & Tourism
Council both use a barometer to track tourism trends. While these methods have theiritations,
such systems can provide stakeholders with important information regandi the contribution of

tourismtoanati onds economy.

2.2.1 THE TOURISM SATELLITE ACCOUNT: NAMIBIA

The TSA is an annual publication produced by theNorld Tourism Organization (WTO),
which has enabled 176 countries to track the impact of travahd tourism on their economies While
tracking tourism is statistically possible, its numericakpresentationsare hidden in various sectors of
a nationds economy such as agricultur e Smeialmport s,
2006). Experts developed th&SA in an effortto interpret massive amounts of financial data, which
can be tracked over time and compared to other economic sectors. Putting the TSA into practice has

hel ped to identify tourism activities as a signif

THE SYSTEM OF NATIONAL ACCOUNTS: THE FOUNDATION OF THE TSA

The TSA is based off of the System of National Accounts (SNA), which was revised by the
United Nations in 1993 to provide an internationally agreed standard of market data collection and
managenent (UNSD, 2001). Using the SNA, countries can compile and analyze vast amounts of
economicdataWhi | e the SNA is essenti al to fully wevalu
focuses on commodities and industrieé¢sitebavwed atua i
portion of the SNA. By evaluating a countryds SNA

make political and economic decisionased on the results.



Through the methodology invoked by the World Tourism Organization (WTO) in its
document entitled 0Tourism Satellite Account: Recommended Methodological Framework
(TSA: RMF) , there are five main componentasawhi ch
supplement to the SNA(CEC, 2001)

1. A collection of macroeconomic data that povides an overall
guantitative contribution of tourism to the economy as well as its
i mpact on the countryods GDP.

2. Measures the extent of tourism consumption of both local goods and
imported products.

3. Provides information on the production of good in the tourism
industry and its relationship to other economic industries within the
country.

4. Presents informationon the requirementgo produce accurate models
of tourism within a given country.

5. Develops a relationship between monetary values.§., cost of
accommodation) and nommonetary values (e.g., length of

accommodation and methods of transportation).

By combining these five factorsthe standard TSA isproduced, which enables a monitoring agengy
such as a government funded tourism boady to fully evaluate the impact of tourism within a

country.



SUPPLY AND DEMAND

According to the World Travel & Tourism Council (WTTC) (2007a), the TSA is divided
into sections based on supply and demand. The denthfocuses onconsumption, such agersoral
travel and tourism, business travel, government expenditures (individual and collective), visitor
exports, capital investments, and exports for nevisitors. Conversely, he information for the supply
side of the TSA is formed from the travel and tourie i n d upsrtion gf GBP, travel and tourism
i ndustry i mpor overallGDPhand ecanamicdmpaorts. s

Following similar strategies described in the TSA:RMF, the WTTCwas able to develop
clear definitions and categories to group supply prodigcaginst demand products. Table Hisplays
the variables used to determine thesurism demand in a standard TSA.

Table 1: Tourism Demand Variables (WTTC, 2006a)

Tourism Demand

Personal Consumption
Durables
Non-Durables
Services
Business Travel
Corporate
Government
Visitor Exports
Services
Merchandise
Government Expenditures - Individual
Tourism Consumption (Visitor Demand)

Government Expenditures - Collective

Capital Investment (Formation)
Private Sector (incl. Personal)
Public Sector

Non-Visitor Exports (World Tourism)
Merchandise Trade

Total Tourism Demand




According to the TSA:RMF, personal consumption, as shown in Tabld, considers the
expenditures ofresidentsrelating to lodging, transportation, and food. Meanwhile,the types of
visitor exportsrefer to the expenditures offoreignersfor lodging, transportation, and food. While
these variables may vary from country t@wountry, an example of such expenditures in Namibia
would be a safari through the Caprivi Strip or lodging at a guesthouse in Otjiwarongo. Appendix
shows a demand flow chart and its corresponding monetary value taken from a 2006 Namibia TSA
report.

Table 2 displaysthe supply side of the TSA, specifically focusing on goods produced within
the tourism industry and tourism ecostocosmpaniesn t hi s
directly relatedt o t he producti on of t o reicsom ognoyodd si,s wahibreo c
used to describe many different aspect$ tourism production. Appendix D shows a supply flow

chart and its corresponding monetary value taken from a 2006 Namibia TSA report.



Table 2: Tourism Supply Variables (WTTC, 2006a)

Supply - Tourism Industry

Tourism Industry GDP (Direct GDP Derived From
Tourism Consumption)

Direct and Indirect Tourism Industry GDP
Imports by Tourism Industries

Employment by Tourism Industries

Tourism Industry Imports

Tourism Industry Employment

Components of Tourism Industry GDP

Compensation, Operating Surplus,
Depreciation, Subsidies, Indirect Taxes

Direct and Indirect Tourism Industry Measures

Supply - Tourism Economy

Tourism Economy GDP (Direct and Indirect GDP
Derived From Total Tourism Demand)

Components of Tourism Economy GDP

Compensation, Operating Surplus,
Depreciation, Subsidies, Indirect Taxes
Tourism Economy Imports
Tourism Economy Employment
Direct and Indirect Tourism Economy Measures

Total Tourism Supply

THE IMPLEMENTATION OF THE  TSA IN NAMIBIA

According to the WT T C Geport on implementing the Namibia TSA (20063) a TSA
revealed a 14.4% increase in tourism related activity in the country in 2004, resulting am
additional 69,000seasonal and yearound jobs relating to the tourism industry. Due to the relatively
small population of Namibia, approximately two million, residential tourism plays less of a role than
foreign tourism when tracking statistics. It is therefore essentia@rfNamibia to develop reliable data

collection and presentation methodsf foreign tourismto successfully track its tourism industry. By



foll owing the recommendati ons of the UNO&s TSA: RMF
important detailed source®f information.

In 2006, the WTTC (2006a)along with the Oxford Economic Forecasting Company (OEF)
implemented the Namibian TSA through three main objectives: (1) computing demand through
consumption, investment, and exports; (2) producing inptdutput tables to convert demand results
into supply results through measuring employment compensation and depreciation; and (3) creating
a forecasting proceduréor tracking tourism performance.

PROBLEMS WITH THE TSA

Although the information provided by the TSA isuseful and organized, there are still
problemsto overcome.For instance there is no clear way of collecting exact data on tourisnelated
activities. ldeally, outputs of tourismrelated industries would provide a clear measure of data.
However, not all of the goods produced by a particular industry are directly related to tourism.
While some of the goods may be purchased by companies in the tourism sector, other sectors, such
as energy, transportation, retail, and government may use the goods as wellafhg, 1998).
Consequently, a further brealdown is neededto consider if a local person or a foreigner is buying
specific tourism-related goods Despite possible errors, the TSA uses tourism commodity ratios to
evaluate this proportion of foreign or domstic purchases in the tourism sector.

The problem of defining terms must also be considered when analyzing and collecting data.
According to the methodology implemented by the United Nations (CEC, 2001), the identification
of tourism products is defined a either (1) tourismcharacteristicproducts, (2) tourismconnected
products, or (3) tourismspecific products. Tourism characteristic products are defined as products
that, without foreign visitors, would nearly cease to exist within a country. Meanwhiletourism-

connected products are items that may pertain to tourism specifically in a certain country, but not on
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a worldwide basis. Finally, tourismspecific products are a combination of the previous two
definitions. Overall, compiling an accurate TSA reques meticulous calculations and specific
standards to follow. Due to this, the TSA of Namibia is updated infrequently, and therefore the
implementation of a more timely tracking system is neededespite these shortcomings, the TSA
still remains the mostaccepted way of calculating the economic contribution of tourism to a

country.

2.2.2 CURRENT DATA COLLECTION IN NAMIBIA : THE LEVY SYSTEM AND IPPR

Presently, there aredifferent forms of data coléction in Namibia, for example, the levy
system and the Instute of Public Policy Research (IPPR¥yurveys which provide information about
the markets and trends in the country. For example, the NTBsesa levy form to collect information
from the accommodation sector at the end of every second month, making thigrequent form for
data collection. The tourism levy is a noftaxable amount of 2% from the final charges in booking
accommodations, which is paid to the NTB. The information gathered from the levy forms provide
the NTB with the funds necessary to mait Namibia as a tourist destination, especiallyn the
tourist market abroad.The goal set by the NTB is to generate N$30 million per year in order to
further the marketing of Namibia. The reasoni ng, stated by the NTB |
TourismLevy, 6 for the taxation of some companies ove
the beneficiaries) from tourism should pay the developmental and promotional costs associated with
the business. The three beneficiaries include accommodation busimssgourists, and the general
public. Since the tourists do not see the fee associated with tourism, this fee is a hidden cost. The
general public benefits from the industry because tourism enhances income and lowers taxes

therefore, the accommodation séor is required to pay a levy tax. In the future, the NTB will discuss
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the possibility of a levy tax on the other sectors, including vehicle rental and car hire, tdursafari,

and trophy hunting (Namibia Tourism Board unpublished documeny.

Similar to the levy system in collecting datathe IPPR currently collects information on
tourism statistics from businesses and is generated into repqitBPR, 2007) Established in 2001,
the | PPR6s mission is to deliver rcialsoepaliticallissuand i nf
that affects the development of Namibia. The monthly publication from the IPPR contains both text
and graphs, though the topidor the report changes monthlyThis information is relevant to all those

involved in the tourism industy, and the publications are free of charge

'2.2.3 THE TOURISM BAROMETER

While some countries, including Namibia, rely on the use of the TSA, organizations such as
the Scottish Tourism Board and the United Nations World Tourism Organization (UNWTO) have
developed a tourism barometer to present tourism data in a clear and organized fashion (WTO,
2006). The barometer, considered subsetof the TSA, provides countries and stakeholders with
clear statistical data marking trends in certain parts of the toumissector. A tourism barometer uses
indicators, which are data tools used to measure the condition of the tourism industigs a way of
recognizing the important factorsinfluencing tourism, as well as wherdourists are focusing their
time and money. These indicators include both qualitative and quantitative measurementsy
tracking the performance of certa sectors (e.g., accommodatiorvehicle rental and car hiretour &
safari, and trophy hunting over a period of time, the barometer can reveal wh&iusiness sectors
benefit the nat itooughgeviewingmarkst mends.ihd basometars generated by
the Scottish Tourism Boardand the UNWTO serve as examples for the type of barometer that the

NTB is interested indevelogng. It is imperative for businesses to acknowledge that a barometer can
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help their sector(s) by showing how the various markets are performing, both past and future trends,

and what countriesthe tourists are arriving from.

SCOTTISH TOURISM BOARD O TOURISM BAROMETER

In the spring of 2006, the Scottish Tourism Board commissioned George Street Research
Limited (GSR) to administer their tourism barometer (VisitScotland, 2007). GSR is a small
independent research company specializing in market research and consultation servifs
businesses throughout the United Kingdom. Established in 1989, GSR is a member of the British
Market Research Association (BMRA) and is located in Edinburgh, Scotland (GSR, 2007). In
accordance with the Code of Conduct of the Market Research Society, SR performs both
guantitative and qualitative research for eleven economic sectors, including tsm, through three
methods:customer satisfaction surveys, advertising, and branding.

GSR also plays a role in recruiting business members for voluntary peigation in a panel,
or a sample of businessesreating the largest voluntary panel in Scotland. By developing this panel,
the GSR has been able to provide advice to clients in order to optimize their business potential and
increase revenue (GSR, 2007)n total, there are 400 businesses across multiple sectors within
tourism including accommodation, tour, transport, and entertainment/event providers. This panel is
surveyed to report ortheir performancein their specificbusinesses, and also examines migs within
certain tourism sectors across Scotland (VisitScotland, 2007). As seenTiable 3, the business
surveys are conducted three times a year, called waves, in order to capture important tourism times,

such as holidays and seasonalifyeaks
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Table 3: Schedule for Tourism Barometer (VisitScotland, 2007)

Survey Schedule | Fieldwork Performance Period Covered

1st Wave May/Jun Season to date (including Easter) and loslahead to
main summer season

2nd Wave Sept/Oct | Season to dat€including summer) and lools ahead to
autumn/winter season

3rd Wave Jan/Feb Season to date (including Christmas and New Year) an
looks ahead to spring season

GSR givesthe commissioning agency, e.g.,he Scottish Tourism Board, a list ofdates
available for a deadline, which they must agree onfor the created questionnaireslengths of
fieldwork (data collection andretrieval); and availability of the results (GSR, 2007). The sampling
structure for the panel of businesses is stratified based on sit¢he firm, region, and sector (GSR,
2007). GSR serves this panel with a questionnaire called an Omnibus survey.

In the UK, an Omnibus survey is a quick and low cost method of answering a small number
of questions about markets and opinionfJK Industry-the Omnibus Sation, 2008. GSR offers the
Omnibus survey as a costffective alternative to their full market research service3hey use
Omnibus surveyswith the general public, Scottish business audiences, and Independent Financial
Advisers (IFAs) (GSR,2007).

Based upon the format of the survey, the GSR has a range of prices for creating the
Omnibus, depending on the type of question and whether the survey is formed as a cross analysis or
weighted system.There areopenended questions pre-coded questons, and a rating scalesystem,
which are listed h sequential order from most expensive to leasixpensive The answers are
analyzed, crosgeferenced, and delivered to the cliengither in tables or as a report. For more
general market research purposesie Omnibus survey consists of three sections: (1) inventory, (2)
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standard demographic/classification, and (3) cliemspecific questions. The methodology of
conducting interviews for the Omnibus survey is performed in four ays, as shown below (MRS,

2008)

1. Computer Assisted Telephone Interviewing (CAsTBonducted on the
telephone. The interviewer administers a computerized questionnaire
over the telephone. The respondest listen to the int er vi ewer 0s
guestion and entertheir answer directly into the compiter using
CATI software. CATI software can personalize the questions and
check for illogical answers regarding percentages. CATI s
advantageous for its ability to instantly compile data and update
reports. CATI is the method that the GSR uses for Omnibusurveys.

2. Computer Assisted Personal Interviewing (CA$Honducted faceo-
face and requires computer access. The respondent answers the
guestionnaire at a computer screen, while the interviewer serves as a
sideline host to aid, if necessary. CAPI is ¢comon at business trade
shows or conventions.

3. Computer Assisted Web Interviewing (CAVI4) conducted via the
Internet, similar to CAPI and CATI.

4. Postal Mail is the least commonly used method for conducting
Omnibus surveys, due to the volume of incoming papeork and the
need for manual labor to compile inform&éon, which is more
tedious, time-consuming and errorprone than the computerassisted

methods.

Business panel memberare given a choice é their preferred method. After the surveys are
compiled into results, the information is presented in a tourism barometer. For The Scottish Tourism
Board, the tourism barometer is presented as a PortableoBument Format (PDF) file available on
their website. The format of the barometer is a combination of text argllleted points, along with

percentages of the panel who felt their tourism business sector was stagnant, growing, or decreasing
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as compared to what is expected for this time of year (VisitScotland, 2007). In addition, the Scottish
tourism barometermonitors any changes in the nationality distribution of theiwvisitors (domestic or
international), andtheir type of stay (leisure or business) (VisitScotland, 2007).

Asasuppl ement to the Scottish tourism baromet
Director of the Fife* region is working with the local council to utilize a Fife barometer, which
consists of a comprehensive panel of 101 Fife businesttes answera survey, which provides more
region-specificupdates about the state of the tourism industry (MiScotland, 2006). The purpose of
the Scottish Fife barometer is to establish a business confidence monitor (BCM). The BCM is a
rating scale with +/- numbers dejicting the confidence levelof businesses as either optimistic or

pessimistic aboutheir industries, as shown inTable4 (ICAEW, 2006).

Table 4: Key to Confident Index (ICAEW, 2006)

Variable Score
Much more confident + 100
Slightly more confident + 50
As confident 0
Slightly less confident -50
Much less confident -100

Using the confidence index, the Fife panel originally consisted &0 businesses; however,
they recruited an additional 71 businesses in order to create a more robust samplesi{Scotland,

2006). During the Hrst Term Survey in 2006, the panel was offed three options of conducting the

* Fife is a region in Scotland, located between the Firth of Tay and the Firth of Forth.
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surveyi CATI, CAWI, or postal mail. Within three weeks, out of the 101 businesses, 29 completed
the interview by telephone, 44 through a CAWI, and 28 through a hard copy (VisitScotland, 2006).
The questionnaire for the Fié barometer includes similar topics as the tourism barometer, as listed
below in Table 5 (VisitScotland, 2006).

Table 5: Topics of Fife Barometer Questionnaire

Topic Type of reply
Compare the business situation for their sector #te start of the year | optimism /pessimism
Compare the season to previous years good/average/bad
Total number of customers increase/same/decline
The level of effect by terrorist threats none/somewhat/a lot
Expected number of customers in the followig season increase/same/decline

Invest (or plan to invest) in their business in the last or next 12 month| yes/no

Take (or intend to take) online bookings in the last or next 12 monthg yes/no

Ease of finding VisitScotl|l andd g easyhard

Using a combination of theregional approach of the Fife barometer anthe Scottish tourism
barometer,the Scottish Tourism Board has developed a way of monitoring changésoughout the
country. In addition, the Scottish Tourism Board hagained insight onthe past, present, andtture
of the health of the tourism industryand its contribution to the economy which can serve as an

example for Namibiads tourism industry.

UNWTO OWORLD TOURISM BAROMETER

Since June 2003, the WT®© %Vorld Tourism Barometer has beerpublished three times per
year (January, June, and Octobei()WTO, 2007). This barometer i s prepar ec
Intelligence and Promotion Department in conjunction with a consultant The three regular sections
of the WTO barometer include the shd-term tourism data for that year, evaluations by th&/TO

Panel of Tourism Expedsd relevant economic data.
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First, the shortterm tourism data presented in the WTO barometeare only preliminary
information. Compiled by the UNWTO Secretariat, informaton from institutions (e.g., central
banks, statistics offices, tourism boards) is collected through web sites, news releases, bulletins, direct
contacts with officials, or international organizatims, such aghe Caribbean Tourism Organization
(WTO, 2007). The WTO barometer measures two sets afhort-term tourism indicators: nbound
tourismi international tourist arrivals and international tourist receipts, and atbound tourismfi
international tourist expenditures and outbound tourism based aorigin of the tourists.

In addition, yearly forecasts for the WTO barometer are developed through econometric
modeling by Fundacién Premio Arce of the Universidad Politécnica de MadriqWTO, 2007).
Econometric modeling is based on the series of monthly data for the numlm# international tourist
arrivals. The model analyzes the trend from the monthly series and makes projections for the short
term future. This model, however, does have its drawbadkdgt does not account for external factors
and is dependent on the qualityand depth of the monthly data series, whiclre usually preliminary
and proxy information.

The panel representatives weralso selected from private and public sector organizations. In
hopes of expanding the panel, experts who are not paftthe currentpanel are encouragetb E-malil
the UNWTO about their interestin participating. Conducted bythe UNWTO Secretariat every four
months, the panelis E-mailed a survey withtwo open-ended questions and space for qualitative
assessment (WTO, 2007Below are he two questionsncluded in the survey:

1. What is your assessment of tourism performance in your destination
or business for the four months just ended (or about to end) as against
what you would reasonably expect for this time of year?

2. What are the tourismprospects of your destination or business in the
coming four months compared with what you would reasonably

expect for this time of year?
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In response to those questions, participants are allowed to select from five options as part o
the Tourism Confidence Index (WTO, 2007). The optionsinclude much worse [0], worse [50], equal
[100], better [150], and much better [200]. These results are averaged, broken down by region and
sector activity, and are then presaed in a line graph overa period of five years The prospects and
evaluations from the WTO panel havetheir limitations, as the Email survey often yields low
response rates for a particular sector, thus skewing the resuldther economicfindings are basecn
projections of economic growth by the Iternational Monetary Fund (IMF), which is dependent on
Gross Domestic Product (GDP), oil prices, integst and unemployment ratesand exchange rates
(WTO, 2007).

Finally, the resultsgenerated by the WTQare presented in thie barometer and distributed to
its members, which includes 157 countries and territories plus 300 Affiliate Members representing
local governments, public and private sector companigsirlines, tour operators, and hotel
groupdi and tourism associations(WTO, 2007). Non-members are required to pay for the
publication and can access the WTO barometaasa PDF in four ways: fax, telephong(to request),

website, and Email.

2.3 COMMUNICATION STRATEGIES: PRESENTING DATA

The barometer is a useful tooin presenting the information collected o tourism statistics,
however, collecting and compiling the information is not the final step. After the barometer is
formed, the Scottish Tourism Board decided to make it available through their websitea PDF file.
Other methods of presenting informatn include brochures, flyers,newspapers,and many other
forms of communication. Newspapers such as theNew York Timespresent data in a clear and

informative manner. For instance, inthe business sectiomf a newspapera variety of topics may be
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covered, such asstock market pricesthe introduction of new companies, ordiscussing new patents

on the market

The Namibia Economisewspaper is one medium for publishing such data and has been
active in Namibia since 1991 The Namibia Economis008). Maketing is considered to be a
strongpoint for the newspaper ands used to keep the executives of both private and public sectors of
the economy informed on current Namibian economic news. In addition to covering marketing,
this newspaper also contains #cles relating to tourism and its effects on the economy of Namibia.
One such article refers to Namibiads expected
factor in this rise, according to the Bank of Namibia. The article continues to describeespic areas
that are expected to grow this upcoming year and named tourism related industries as one such
sector. This online and printed newspaper provides Namibia with well researched, easy to read
articles pertaining to its economy and upcoming markgtrospects.

In addition to using a newspaper, a shorter, more concise format is another optifor
sharing collected information A flyer or handout differs from a newspaper because it is only one or
two pages long and consists of the most important inforaion each stakeholder group would need.
An example is the executive summary of the 2007 Travel & Tourism Economic Researoh
Namibia that the World Travel & Tourism Council has created. The original document ithirty -six

pages; howeverthey have creatd a one page overviewasseen inFigure 1.
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Figure 1: World Travel & Tourism Council Summary for 2007(WTTC, 2007a)

2.4 TRACKING TOURISM IN FOUR SECTORS

Tracking tourism performance can be organizeitito different sectors, whichis dependent on
the type of services available. Some examples of sectors that are monitored internationally are
accommodation establishments and vehicle rental operationShere are certain sectorshowever,

which may be exclusive to a particular countryculture, or region. Two examples of specialized
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sectors in Namibia are tourand safariand trophy hunting operators. The following sections will
discuss how thesdour specific sectors currently track tourismand the relevance to the tourism

industry internationally.

2.4.1 ACCOMMODATION S

Many different types of lodging opportunities are available around the worlddepending on
thetypeof travel er. Since housing is a pivotal part
sector provides a reliable indication of its performance in the tourism industry. The NTBhasdivided
these establishmentmto different groups (ge Appendix E) such aBed & Breakfast Establishments,
Campsites, Guest Farms, Guest Houses, and Hotels.

In the United States, accading to the World Tourism Barometer, the approach to
monitoring the tourism performance in the accommodation sector is through enlisting a company
Deloitte, specialized in regulaly monitoring hotel performance through a survey,
HotelBenchmarkSurvey” (WTO, 2007). The barometer collects informationregarding the
occupancy percentage, revenue per available room (revPAR), and average room rate (WTO, 2007).

With the levy forms readily available to the NTB, the majority of the needed information for
the barameter is already on hand for the accommodation sector. To expand on the pool of numbers
and statistics, infemation is also availablefrom all 370 members of Hospitality Association of
Namibia (HAN) on a monthly basis HAN is an organization that connects the various
accommodation establishmentsn order to provide assistanceF o r exampl e, on HANDGBGSs
businessesan researchinformation from previous years to assess the changemarket trendsover a

period of time or take advantage of th&e-mail communications through the monthly, quarterly and

22



annual report. With the extensive compilation of valuable data from both NTB and HANthe

performance of accommodation sector can be regularly tracked.

2.4.2 TRANSPORTATION OPERATORS

The transportation sector,which is comprised of rental car agencies, shuttle services, and
other forms of transportation, isalsoan influential sector in the tourism industry. Enterprise Renta-
Car is representative of the kind of copany that compiles data relatedo tourist car rental activities
Knowing what information car rental agencies collect, where the information is stored, and how
often it is updated, is beneficialwhen designing a method of collecting data on a frequent basis.
According to Ashley Dassatti, an Enterprse employee participating in the management training
program, Enterprise is the largest rental car agency in North Amea, and it continues to grow
(personal ommunication, 06 February 2008) Of five rental categorie@ retail, corporate, insurance,
dealerdiip and body shoprentaldi tourists make up a large portion of the rentals. According to the
Enterprise office in Salt Lake City, Utah, retail (tourist) rentals and corporate rentals are more
prominent near airports, whereas insurance, dealership, and boslyop rentals are more prominent
in urban areas. This is because tourists and enfttown business travelers arrive mainly by air and
require transportationas soon as they land.

The main category that the computer system uses to sort information is th@éyof rental as
describedearlier as beingretail, corporate, insurance, dealershipr body shop It is through this
computer system that al | of the customerds infor
license information, duration of renta) the type of car being rented, and th@urpose of rental.
Enterprise uses a computer software program called RALPH 1.0 and 2.0 (the newest version) to

store this important information. All of thesedata are displayed in both a dailyand monthly report.
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The daily report displays what cars were rented for that day and how much revenue was acquired.
They also have a 3@lay reportwhich tracksthe revenue for that month, the number of cars rented,
as well as the type of rental for each customer. Because thenpater is able to sordatabased on the
type of car rental, it makes it easy to distinguish how well the tourism sector is performing relative to
the other rental categories.

The current tracking systemn the vehicle rental sectoin Namibia is utilized by the Car
Rental Association of Namibia (CARAN ), which setsand reinforcesstandards for the car rental
agencies and business These businessesmust meet the minimum standards in order to be
members of CARAN. The minimum standards for each company incide the following aspects as

displayed on their websitd CARAN, 2008):

1. Car rental companies must be legally registeredorporations
complying with the requirements of the Department bTrade and
Industry of Namibia

2. Vehicle fleet must cosist of at leasfive vehicles

3. Carrental companiesmust provide sufficient insurance

4. Sufficient 24hour assistancein the caseof breakdown or accident
must be provided

5. Vehicles may not be older than 2.5 years or have completed more
than 100000 km for sedan vehicles and 50,000 km for 4x4 vehicles

6. Vehicles must be regularly serviced and maintained to ensure

compliance with roadworthy requirements

Gielie van Zyl is the Vice Chairman for CARAN, the former general manager oé local
branch for Avis Rent-a-car, and is currenty the owner of B Mobile. He statedthat there are 18
registered carbusinesseswith CARAN in Namibia, making up 80% of the business. Theres,

however, more than three times thahumber of car businessesn the country of Namibia itself
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(personal ommunication, 14 March 2008). Because vehicle rental and car hire is a major part of the
tourism economy in Namibia, CARAN, its members, nonrmembers, and relevant stakeholders, are

important for both the gathering and presentation of the data for this sector.

2.4.3 TOUR & SAFARI OPERATORS

The tour and safarioperating sector is another large contributor to the tourism industry.
More specifically, naturebased (safari) tourism is prominent in many developing regions of the
world such as Africa.The Inbound Tour Operating (ITO) sector is comprised of local tour operators
that organize trips together on the ground, which has a large impact on tourism destinations
(Mayaka and King, 2002) This is because the ITO is responsible for tour design and itinerary
planning, formulating quotes, setting up tour packages, producing documentation, and group
services such as safari operations arsh calleddo me-antd-gr eet s . 0 Due to its gt
safari tourism has riserio beone of the main business sectors in Africa.

Over the years, safari tourism has become a profitable business in both the public and private
sector . I n Kenya (Akama, 2002), 10% of the countr
This is done by conserving the African savanna wildlife. Towsm is the second largest economic
sector in this country, contributing over 12% to the GDP. Accommodations, such as fidhss
overnight lodging, camping, and other facilities, are provided to customers to meet their needs and
expectations.

Currently, the NTB uses tour operator fact sheets to build up a collection of data to see what
certain companies in Namibia offer,with respect to their facilities and operations. According to
Shareen Thude, who is responsible for devising methods of implementing anket strategy for the

NTB, if there is a demand for stargazing, someone can look to see which companies offer stargazing.
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If there is no company that offers such a tourthen the NTB can notify companies thathere is a
current demand forstargazing This is why it is important to have upto-date information so that if
there are any fluctuations in the market, stakeholders can be notified and adjustments can be made,

including changes inmarketing techniques specific to certain countries or specific season

2.4.4 TROPHY HUNTING OPERATORS

While some tourists travel to Africa to see wildlife and enjoy a different environment, others
come to experience a more expensive tourist attractidrtrophy huntingfi which can cost up to
$14,000 USD in some cases (Binding2007). Trophy hunting is prevalent in only a handful of
countries in Africaii South Africa, Tanzania, Cameroon, Central African Republic, Benin, and
Namibia (AfricanHuntingSafaris.com, 2008). This popular sportis widely advertised over the
internet and povides tourists with a new experience by allowing them to hunt animals such as
leopards, cheetahs, and zebras (Africa Hunting Safaris, 2008). The hunting season occurs at different
times and different areasin Africa. Some beginon the first of February ard continue through the
thirtieth of November. Others startin July and lastuntil the end of December, while certain places
do not have a set season at gBinding, 2007). There are, however, restrictions on the months in
which businesses in Namibia areat legally allowed to operate; these months include December and
January.

Most hunting excursions offer accommodationspromising luxury, comfort, and amenities
while away from home (African Hunting Safaris, 2008). The premier trophy hunting outfitter in
Namibia, Ozondjahe, tracks the performance of its organization by seasonality, type of game
hunted, duration of the hunfi usually nine to twelve days, number of fouwheel drive hunting

vehicles rented, trophy feegaid based on the type of game, and dailyates charged per person.
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Many operationsalso include online registration, requiringthe names of each hunter, a telephone
number, addresses, and many idepth questions. Forms for hunters such as firearm permits, visas to
enter the country, and fish andwildlife permits are required for expeditions. These forms are not
only for the government of the African country being visited, but also for the government of origin
the hunter is from and the airline they are traveling with, if the traveler plans on cheag a firearm.
With these forms, registrations, and visas, information about tourists participating in trophy hunting
is easily available fouse in developing a tourism barometer.

The permits for the hunters in Namibia can be obtained through the Nam#Professonal
Hunting Association (NAPHA), which has been active for 36 years ancurrently contains 460
members. According to Almut Kronsbein, the chief executive officer of NAPHA, the association
acts as a communication point betweenits members and theNamibian government (personal
communication 14 March 2008) Almut informed us that trophy hunting operators are separated
into three separatecategories: (1) farm hunting, (2) freelance professional hunters, and (3)
communal areas or concession areasech differing in price, ownership of property, and many other
aspects Almut stated that trophy hunting is a lucrative part of the tourisnmindustry in Namibia and
continues to grow. The NTB does not currently collect information on this sector,which
demondrates the need for thm to keep track of market trends and other statistics related to this

businesssector.
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CHAPTER 3: METHODOLOGY

3.1 INTRODUCTION

This chapter outlines the steps we took in completing our methodology in our efforts to assist
the NTB with tracking tourism performance on a more frequent basi®@ur first goal was todevelop
a practical and informative tourism barometer for Namibiato measure trends focusingn four
significant tourism sectors accommodatiors, vehicle rental and car hiretour & safari, and trophy
hunting. In order to achieve this goal, we needed to develop a method to solicit information from
each of the sectors. We chose to use a survey which asks each of the businesses questions based on
information that the NTB and the stakeholders would like to see in the barometer. Tham of the
barometer includes the following:measuing changes in market performance by sectocompared
with the same period in the previous year or from the previous barometédentifying factors that
influencec hanges i n each s ectandedablisingfutdceceprospeces fof noarkeha n ¢ e
performance by sector. Our second goal was to develop a communication strategy that could

provide stakeholders withithe timely and relevant information contained in the barometer.

We reached our goals by completingix objectives as shown in Figure2: (1) developing a
list of key indicators for each sector, (2) identifying and categorizing stakeholders, (3) developing
survey forms for each tourism sectobased on the key indicators, (4) selecting taial panel of
businessedo provide data for the barometer(5) creating a prototype databaseand (6) creatinga

sampletourism barometer to serve as the prototype.

28



Develop Indicators

Identify and Categorize Stakeholders

Develop Survey Forms and Collect Data

Determine the Panel of Businesses

Create a Prototype Database

Create a Tourism Barometer

Figure 2: Six Project Objectives

3.2 IDENTIFY KEY INDICATORS

Objectivé: Identify key indicators for each sector that can be tracked regularl

There are tvo main aspects to consider when manatg and collecting tourism daté the
types of indcators that must be identified andthe manner in whichthese indicators are organized.
Indicators, as defined previously,are tools used toassesshe condition of the tourism industry
through both qualitative and quantitative measurements. In order to developtaurism barometer,
we focused on selecting key indicators frorfour sectors within the tourism industrytargeted by the
NTB. The indicators focused on our goals toneasue changes in market performancef eachsector,
identify factorsthat influence the market performancein each sector, and establish future pospects
for market performance. In order to present our initial list of indicators and make correctionsyro

liaison arranged interviews with FENATA and the following associations within FENATA:
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CARAN, HAN, and NAPHA (seeAppendices F for the interview schedule and G for the interview

transcripts).

3.3 IDENTIFY AND CATEGORIZE STAKEHOLDER S

Objective: Identify a comprehensive list of stakeholders and assign epplowriateategory.

Our secondobjective was tochooseprominent associations, businesses, NTB staff, and other
relevant stakeholdersand categorize theminto groups. For the purpose of our project, the
stakeholders weralivided into four categories: @vernment & Ministries, Travel & Tourism-related
Assodations, Conservation & Environmental Organizations, and Financial dstitutions. The NTB
provided our team with an initial list of companies and government organizations across the
country, which enabled usto divide these organizations based othe selectd categories.Each of
these stakeholders is interested in our barometer because they have their affiliation or interest in
the tourism industry. Government &M nistries provide companies within a framework of laws and
policies to follow. They also crate awareness for the industry, especially when planning and
budgeting. Travel & Tourism-related Associations, which includes the NTB, are interested in
knowing the condition of the tourism industry for planning and marketing purpass. The
Conservation & Environmental Organizations need general information pertaining to the industry.
The conservation of the environment is essential to Namibiagspecially when considering water
management issues and its relation to tourismThe Financial Institutions are induded as a
stakeholder group because they desire to know how the sectors perform, mainly because tourism is

subjected to volatile market conditionsespecially concernindoan payments.
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3.4 DEVELOPING SURVEY FORMS AND COLLECTING DATA

Objective Beveadpsurvey forms for each tourism sector based on the key indicators

As the purpose of the barometer is to present compiled data from tourism businesses
throughout Namibia, it is imperative to develop a standard form for data collection. Since some
indicators differ among each sector, it required us to create four different data collection surveys.
Upon developing a prototype design, we sought to collect data from all registered tourism
companies using our survey form. The process of developing an efficienirvey and collecting
sample data involved creating a preliminary design, distributing the survey to businesses, and

collecting the completed survey data.

'3.4.1 CREATING A TOURISM SURVEY

In order to collectrelevantdata from companies within the four setors, our team designed a
survey form in Mi crosoft Excelfor each sectorprior to arriving in Namibia, called a Tourism Data
Entry Form (TDEF). Using Microsoft Excel as the formaftfor the TDEF allowed for an organized
collection of data thatcould beeasily incorporated into a database The content of thefirst draft of
our TDEF solicited two specific types of information: general information about the company and

specific questions foeachsector.

The first part of the TDEF collects rudimentary information. While these data may not
changefrequently, recording the information ensureshatt he NTBO&6s dat abase is al w
up-to-date. Meanwhile, the cond part of the TDEF collects sectorspecific information based upon
the chosen indicators. Formting the TDEF using a combination of check box questionsand open
ended questionsllows for the collection of both important quantitative and qualitative dataDue to

the nature of the operended questions, this does require manual entry and evaluation.
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After creating the TDEFs, we began conducting interviews with business representatives in
different tourism sectors to reviewand critique our forms in regards to content, feasibility of
collecting the information, the preferred mode of distributing theofms, and suggestions for
improvement. Our liaison arranged nterviews with FENATA, HAN, CARAN, NAPHA, the
Ministry of Environment and Tourism, B-Mobil e Car Rental, and the NTB staffWe also scheduled
interviews with the Bank of Namibia, Springbok Atlas,CrissCross Namibia, Kea Campers, and
Dollar Thrifty Car Rental. Based on feedback from these interviews, we finalized the TDEFs,

leading us to our next step of distributing the TDEFs to businesses within the four tourism sectors.

3.4.2 DISTRIBUTING THE SURVEY TO BUSINESSES

After conducting interviews with the prominent associations, businesses, NTB staff, and
other relevant stakeholderswe distributed our TDEF in an Excel filethrough E-mail to Springbok
Atlas, Dollar Thrifty Car Rental, CrissCross Namiba Safaris, and Kea Campers. We chose-&ail
as our distribution method due to time constraints and the abilitgf E-mail to return the completed
form as an attachment. In addition todistributing the forms to these businesses that were
interviewed, we alsodistributed the TDEF through Email to the entire list of NTB registered
businessesThe order in which we Email the sector is as followstrophy hunting, tour & safari, and
the vehicle rentaland car hireoperators. Due to the large number of accommodan establishments
in Namibia, we chose to Email businesses recommended to us by NTB, FENATA, and HAN, in
addition to five from each of thethirteen different types of accommodatia establishments (see
Appendix E). In our E-mails, we explained the goals d our project, as well asthe aim of the survey
and its benefit to their businesses and all@hNamibian tourism stakeholdersWe also attached a

letter from our liaison introducing our regarch project and its purpose égAppendix H).
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3.4.3 COLLECTING T HE TDEF SFROM BUSINESSES

After the businesses completed th&DEF in an Excel file, each business was required to
submit theform back to our project group in an Excel file or by fax, preferablyithin one weekafter

receiving it On each TDEF, the proposd due date was displayed on the form.

3.5 DETERMINING THE TRIAL PANEL OF BUSINESSES

Objective &elect #ial panel of businesses to provide data for the barometer

In order to develop a data sample for a preliminary barometer, we needed to choose 4d tria
panel of businesses comprised of companies from all four sectors. Duethie uncertainty of the

response rateour liaison recommended that we try to collect five forms from each of the sectors.

3.6 DEVELOPING AND STORING DATAIN A DATABASE

Objective:Develop a database that will allow NTB employees to analyze information from each sector

In order to decide which database should be usé¢al store the information from the TDEFs
there werecertain considerations that had to be evaluate(bee Appendix 1). These considerations
included who the users are and what tasks they perform; how often the datee updated and who
makes these modifications; who provides IT support; what thbudget isand what software is
available to them;and who will maintain all of the data(Chapple, 2008).We conducted interviews
with the IT staff in order to gain insightinto the current database that is used by the NTHEe staff
member in charge of updating and inputting the data, as weds who provides the IT supportin
regads to software restrictions and availability, we conducted interviews with our liaison. After
meeting with our liaison and the IT staff, we identified the best method for developing and storing

data from the TDEFs into a database.
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3.7 DEVELOP A TOURISM BAROMETER

Objective: Develop procedurescfeating tourism barometer

When creatingNa mi bi ads tourism barometer, there
developed These suggsted steps included creating TDEFs containing questiorisr businessesn
each sectordistributing and collectingthe forms from businesses within each sectoselecting atrial
panel of businessefrom the responses, enteringhe data ino a database, and then presenting the

data in the form of a barometer

3.7.1 PRESENTING DATA THROUGH A BAROMETER

Since tourism has a effect on nearly every economic sector in Namibjat was essential to
recognize what types of tourisrmrelated information must be distributed to different stakeholders. By
categorizing stakeholders our team determined what types of tourism data and analysiswere

relevanttoe ach c aneedg.or y 0 s

In order to determine what information was appropriate to present in the tourism baromete
our team interviewed several representatives from each of the stakeleol groups, as well as
businessesinvolved in the four tourism sectors Our initial proposal involved separating the
information into four barometersfor each of the stakeholder groupsased on the responsdsom the

stakeholders and what types oflata were important to them. Our visual presentation of the

wer €

barometer was based upon the World Tourtrpiesems Or gan

both graphical and textual information todisplay trends in tourism data and future prospects relating

to different areas of the industry.
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3.7.2 DEVELOPING A DISTRIBUTION STRATEGY

After collecting and analyzing the data using theprototype database, as well aselectingthe
stakeholders for each sector, we determined the most effective method of distributing finaings to
the identified stakeholder groupsSince stakeholders from each division must be provided with up
to-date information, the data must be presented in such a way thawill provide useful and clear

information.

Severalformats had beensuggestedio present the barometer to stakeholddtsan online
website, brochures, flyersas well asother forms of communication Part of our methodology was to
determine which of theseforms of communication would be most appropriate and effective.
Through interviews, set up by both our liaison and our teamwvith different stakeholder groupsand
businesseswe asked how they are involved in the tourism industry, explained our project and what
it entails, and then presened our ideas for the barometer. They shared witus what information
they would like displayed within the barometer and how they would prefer to receive the

barometeri whether through Email, fax, paper copy, or through an online webpage.

3.8 SUMMARY OF METHODOLOGY

There were several steps involvedicarrying out our methodology. These steps involved
developing a list of key indicators, categorizing stakeholders, developing the TDEFs for the four
sectors, determining the panel of businesses, creating the prototype database, and thus ultimately
creating the barometer template. In the proceeding chapters, we will discuss the resald analysis

from our methods
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CHAPTER 4: RESULTS AND ANALYSIS

4.1 INTRODUCTION

In order to accomplish our main goals and objectives, we conducted interviews with
prominent associations, businesses, NTB staff, and other relevant stakeholders, as outlined in the
methodology chapter. Through these interviews, we were able tevise the TDEFs to a final
prototype form in order to distribute them to all of the businesses. Thesterviews also aided us in
designing a barometer with the proper layout of information pertaining to all four sectors. Producing
an informative barometer allowed us to satisfy the needs of all the relevant stakeholder groups, as
well as the individual burism businesses across Namibia. The following sections present and

analyze the results of our research project.

4.2 TDEF DEVELOPMENT

Our initial efforts were focused on finalizing the TDEFs to distribute to businesses with the
modifications suggestedd us from interviews. Collecting the necessarydata wasfeasble through
our TDEFs; and after processingthe results the data were later utilized to develop a prototype
barometer. In developing the TDEFs, we updated thésts of stakeholders, gained feeditk from
interviews with selected stakeholders, finalized our lists of key indicators, amdtimately finalized

the TDEFs.

4.2.1 UPDATED LISTS OF STAKEHOLDERS

Prior to our arrival in Namibia, we had compiled a list of Namibian tourism stakeholders
and originally grouped them into four separate categori@&overnment & Ministries, Travel-related
Associations, Conservation & Environmental Organizations, and Financial Institutions. Through

interviews with stakeholders and the NTB staff, we added more stakebets to our list they are
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indicated in thefollowing Table 6 and 7by an asterisk (*). The stakeholdetthat containa dagger ( A)
next to their name refer to associations from which we interviewed representativdsable 6 shows

the updated list of stakehlwers from governmental organizations, while Table 7 shaw the

stakeholder categories from nogovernmental organizations.As seen inTables 6 and 7,we have

four stakeholder groupsWe have also changed theriginal name of one categoryf r om o-Tr av e |

relate d A s s o c i aravel & Mosrism (TD-related Associationsd as suggested by ol

Table 6: Updated List of Stakeholders from Governmental Organizations

Category List of Organizations, Associations, and Ministries
e Ministry of Environment & To
Government & e Ministry of Fisheries & Marine Resources
Ministries e Ministry of Foreign Affairs
e Ministry of Mines & Energy
e Ministry of Trade and Industry
e Ministry of Defense
e Ministry of Agriculture, Water, and Forestry*
e Ministry of Education*
e Ministry of Finance*
e Ministry of Gender Equality & Child Welfare*
e Ministry of Health and Social Services*
e Ministry of Home Affairs & Immigration*
e Ministry of Labour & Social Welfare*
e Ministry of Regional, Local Government & Housing & Rural
Development*
e Ministry of Safety & Security*
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Table 7: Updated List of Stakeholders from Non-Governmental Organizations

Category

List of Organizations and Associations

e Hospitali ty Association of Namibi
e Car Rental Association of Na
e Namibia Tourism Board (NTB) *
Travel & Tourism (TT) e Association of Namibian Travel Agents (ANTA)*
Related Associations e Tour Guide Association of Namibia (TAN)*
e Namibian Academy for Tourism and Hospitality (NATH)
e Air N amibia
e B & B Association
e Namibia Holiday & Travel
e Desert Express Luxury Train
e Tour and Safari Operators Association (TASA)
e Namibia Wildlife Resorts
e Tourism Related Namibian Association (TRENABA)
e Other TT Businesses, not affiliated members with an
assocation*

e Nami bian Professional Hunt er
e Namibian Association of Protected Desert Areas (NAPDA)*
e Cheetah Conservation Fund

Conservation & e Desert Research Foundation of Namibia

Environmental e Namibia Community Based Tourign Assistance Trust

Organizations (NACOBTA)
e Namibia Nature Foundation
e World Wildlife Fund
e Regional Tourism Organization of Southern Africa
e Scientific Society of Namibia
e Standard Bank of NamibiaA
e Bank Windhoek Limited

Financial Institutions e City Savings and Investmat Bank

e Commercial Bank of Namibia
e First National Bank of Namibia Ltd

'4.2.2 STAKEHOLDERS OFEEDBACK ON TDEF s

From our interviews conducted with twelve stakeholder representativess well asour

liaison, we were ableto receive feedbaclof our forms in regards to content, feasibility of collecting

the information, the preferred mode of distributing the forms, and suggestions for improvemew.e

incorporated their criticism into our preliminary lists of indicators and our initial TDEF design.

Table 8 is acompilation of the comments contributed by the stakeholders, such as information that
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may be difficult to collect, terminology that should be revised for clarification, and other relevant
information recommended to be included on the final TDEFsAppendix G provides the interview

transcripts we conducted with the stakeholders.

Table 8: Stakeholder Commentary

Category Comments
Possibly difficult to collect e Type of guest (holiday, business, conference)
e Any financially sensitive information, e.g. revenue
Revise terminology e List of vehicles offered

e Change oOpricesé to orack rat
e Change onationality of <c¢lien
residenceod

Recommended to include Length of stay

Nationality of clients

Average length of car rentallfilled days)
Costof car rental

Occupancy in accommodations
Average room rates

Number of hunters

Average daily rates and trophy prizes
Age groups of visitors in tour & safaris
More opinion-based questions

Major capital investments

Comparison of business pgormance across 3 years

4.2.3 FINALIZED |INDICATORS

In response to the feedback gained from our interviews with the stakeholders, we made
revisions to our preliminary list of indicators, creating a final list to bancluded in the TDEFs. Table
9 displaysthe sectorspecific indicators. Therecently addedindicators are designated with an

asterisk (*).

® Rack rates are published rates or full prices charged for services provided by a business.
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Table 9: Finalized List of Key Indicators for the TDEFs

Accommodation Establishments

uI'ype of guest (holiday, business, conference)

wCompare changes in rack rates from the same-taanth period of the previous and current year, e.g.
JanFeb 2008 vs. Jakeb 2007*

of-actors influencing changes in rack rates*

] Vehicle Rental and Car Hire Sector

uIype of vehicles offered

wAverage billed days

orotal number of rentals*

wCompare changes in rack rates from the same-taanth period of the previous and current year*
of~actors influencing changes in rack rates*

Tour and Safari Sector

uIype of tours offered

wAverage length of trip

wCompare changes in rack rates from the same-tmanth period of the previous and current year*
«Factors influencing changes in rack rates*

=l  Trophy Hunting Sector

oY otal number of all game hunted
uNumber of each type of game hunted

wCompare changes in trophy fees and daily fees from the samertartth period of the previous and
current year*

of~actors influencing changes in trophy and daily fees*

=== All Four Sectors

oY otal number of clients*

oY otal number of clients based on their country of present residence*
oExpectations for the number of clients in the upcoming twonth period*
uSpecify the amount spent on major capital investment(s)*

There were two indicators deleted from our updated list, not depicted imable 9. We
removed revenue as an indicator, because businesses were reluctanprawide such financially
sensitive information, especially when it is not required by law. Additionally, we removed what
types of services are offered as an indicator, besauhe NTB registrationnumber already encodes

for this information.
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4.2.4 TDEF DESIGN

The finalized TDEFs (see Appendix J)were created in a Microsoft Excel 2007 fileas seen in
Appendix F. The top portion contains a few rudimentary details, e.g., theame of the business, the
NTB registration number, the date of the submission, andhe contact person. In formatting the
TDEFs, we also inserted the NTB logo, a specified twanonth marking period, and a deadline to
return the TDEFs to the NTB. The latter portion of the TDEFs contains eleven questions, formatted
as checkbox or openended questions tocollect opinions from the trial panel of businessesin
designing a feasible and informative data collection form for the NTB, we identifieseveralkey

charaderistics of our TDEFs in relation to their content, organization, and stylethat are listed in

Table 1Q
Table 10: Key Characteristics of the TDEFs
Attributes Features
Responses to the questions directly measure the iratiors
Information solicited was feasible to be collected every two months
Requested very little confidential information
Solicited opinion-based questions to gain, more responses about their business
performance
Content

Carefully considered word choice

Avoided jargon and abbreviated words

Included an 'other ' option as a response to enable businesses to readditional
relevant information

Contained a concluding comments/suggestion box

Concise 2.5page form

Local sequence flow and transition beteen the questions, e.gall client-related
guestions placed together

Userfriendly questions

Used a balanced rating scale @ficrease/ no change/ decrease

Organization

Memorable name of the data collection form, e.g. Tourism Data Entry Form
(TDEF)

Visually appealing

Used color scheme based on the NTB logo

Designated rows of answers in an alternating colaoded fashion
Emphasized key words within the question as bold and underlined
Accompanied the TDEF with a cover memo

Style

o To o Po o Do\ DeTo Do De[Bo o DeTe  To Do ToI»
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4.3 TDEF FINDINGS

The distribution andc ol | ecti on of our TDEFs to NTBG&s
successful. We received 71 responses from all four sectors, a yield of 8.0%. Through these responses,
we improved upon our communication strategy, gathered information about response ratesd
collected the comments and concerns of businesses from the TDEFs. Most importantly, we formed a
panel of seven businesses within each sector with the responses we received; the information from

these businesses will be included on our sample barometer

4.3.1 DISTRIBUTION AND COLLECTION OF TDEF S TO BUSINESSES

In order to collect information to construct a prototype barometer, we sent-ails to 877
registered businesses in the four sectors. Our liaison suggested an additional 12 businesses within the
tourism sectors to Email because she felt that these establishments would be the most helpful in
responding. The Emails contained a brief overview of what our project entailed, along with a
request to complete our attached TDEF for the marking period of daary to February of 2008. We
also requested each business to fill out and return the attached TDEF byn&il in a Microsoft Excel

19972003 file.

We gave the businesses one week to complete the form and return it to our team. We began
receiving TDEFs within the same day, and compiled a total o#t3 responsesvithin the first week.
We then sent out a reminder Enail after one week to businesses in the vehicle rental sector. We
explained our project again, attached the letter from our liaison further exptaing our project (ge
Appendix H), attached the TDEF to the Email, and gave them one more week to complete the

form. After two weeks, a total of 71 businesses had responded. Tour & safari operators and trophy
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hunting operators provided the most responses,ittv 30 and 28 businesses, respectively. Seven

accommodation establishments as well as six car rental operators also returned the forms.

When considering the responses to our survey, weceived both positive and negative
feedback. While most businesses theesponded were comfortable with filling out the TDEF, others
expressed their apprehension and requested to be omitted from our project. A few businesses were
responsive, but called for clarification about the confidentiality of the TDEFs and the intendecse
of the information. In response to the inquiries, we assured the businesses that their information
would remain confidential, and that the information collected through the TDEFs would be used to
form a barometer. We further explained the value of #ir input on the TDEFs and the benefits of
the barometer, which includes a display of market trends, international visitor influx to Namibia,

and future trends for their respective sectdir all categories relevant to the success of their business.

Many trophy hunting operators also sent us-Rails, informing us that the marking period of
January to February 2008 is not applicable because it is illegal to hunt in January; the official season
begins the first of February and ends the thirtieth of November.h&refore, we resent the forms
through E-mail, asking them to fill out the revised forms for the months of February and March
2008 instead. Although some trophy hunting operators filled out the corrected TDEF, others still
filled out the original form for the time period of January to February 2008. After discussing this
issue with our liaison, we have decided that in the future, the TDEFs will collect information from
the trophy hunting sector for the months of January to February, as well as November and
December, even though no information about January or December will be included. A note will be
added to these forms explaining that the NTB understands that January and December are not
within the hunting season, and to only fill out information for Febrary and November on these
forms.
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4.3.2 RESPONSESFROM TDEF s AND FORMING A PANEL

We distributed 877 Emails with attached TDEFsto all registered business in the three
sectors of vehicle rental and car hire, tour & safari, and trophy huntingFor the accommodation
sector, we distributed TDEFs to five businesses from each of the thirteen subcategaieh as bed
and breakfast, hotel, and guest farn espite many faulty Email addresseswe received a total off 1

regponses Table 11 shows the number of TDEFsent out through Email with the number of

responses.
Table 11: TDEF Distribution and Number of Reponses
Tourism Sector Number of E-mails Sent Number of Responses
Accommodation 76 7
Vehicle Rental & Car Hire 62 6
Tour & Safari 377 30
Trophy Hunting 362 28

The distribution and number of responses listed in Table 11 were then inputted into
percentages. Figure 3 displayshé breakdown ofthe 71 TDEF responsesin percentages, which
yielded the following: accommodationd9.9%, \ehide rental and car hireéd8.5%, tour & safarid42.3%
and trophy huntingd39.4%. This graph shows that the tour & safari and trophy hunting sectors were

the most responsive to our TDEFs.
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m Accommodations

W Tour & Safari

m Vehicle Rental & Car Hir

B Trophy Hunting

Figure 3: TDEF Response Percentage per Sector

We then calculated the percentage of TDEF responses per sector out of the total 877
businesses as seen Figure 4. Based on the number of TDEFs distributed, we received a range
between 7.73% and 9.68% response rate across the four seciidis amount of responses provided
adequate information to help generate graphs, which were later inputted int@ur prototype

barometer.
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Trophy Hunting

Vehicle Rental & Car Hir

Sector

Tour & Safari

Accommodations

0.0%

7.73%

9.68%

7.96%

8.0% 10.0% 12.0%

Figure 4: TDEF Response Percentage foil877 Registered Businesses

From the voluntary number of responses wesceived, we then formed a small nonscientific

sample of businesses called &ial panel. This trial panelincluded seven businesses frorhe three

sectoss of accommodations, vehicle rental and car hire, and trophy huntingecause we wanted to

include multiple subcategories within each sector during our limited timefram&Ve then included

only six business responses for this panaleltothe lower response rate. Additionally, this sector has

a much smaller number of registered vehicle rental and car hire dmesses (62 with Hnail

addresses) relative to the other sectofBhe information supplied from our trial panel served as the

prototype data for the initial barometer. According to Gitta Paetzold of HAN, a 10% response rate

should provide an adequate sanip size for analysisHowever, we used an 8.% response rate as

sufficient data to put together the tel panel of businesses. Table 1i2ts the 27businesses that served

as the trial panel.
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Table 12: List of Trial Panel Business

Sector Businesses

Accommodation | Oshakati Country Hotel (Pty) Ltd, Kashima B&B, The Bahnhof Hotel Aus, Beach
Lodge, Twyfelfontein Country Lodge, Solitaire Country Lodge, Hotel Prinzessin

Rupprecht

Vehicle Rental Dombusch Car Hire, M. Steencamp, Impala CaHire CC, Cross Roads Car Hire,
Cheetah Car Hire

Tour & Safari CrissCross Namibia, Ndandi Safaris CC, Suricate Tours & Safaris t/a ECCO,
Omanda Desert & Wildlife Tours, Afri Xperience Tours CC, Bwana TuckeTucke

CC, African Elephant Tours

Trophy Hunting | Keerweder Hunting Safaris, Trophy Trackings Hunting Safaris, Vieranas Safaris,
Farm Kuduberg, Jan Oelofse Hunting Safaris, Otjinuke Hunting Ranch, Khan River
Lodge

Although the samplesize of businesgsand the response rate may seemminiscule, the time
frame for the businesses to respond was one weglipplemented bya one week extension for the car
rental sector. We are hoping thain the future, when the businesses are notified well in advance, the
response rate will increasesubstantially Through our findings, we also identified mechanisms to

increase the response rafer the future once implementedwhich we discussn Chapter 5.

4.3.3 COMMENTS AND CONCERNS FROM BUSINESSES

While the TDEFs were being distributed and collected, we compiled a list pfoblems that
we had encountered with our methods, including:

1. The hunting season for the trophy hunting sector (as discussed
previously)

2. Some businesses incorrectly reported numbers instead of checking
boxes for particular questions on the TDEF

3. Some busingses did not use Excel when sending the form back to us,

and inserted the information into the body of an Enalil
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4. Some businesses did not send the TDEFs, as requested baydl, but
preferred to fax the form instead

5. SomeEmai |l addresses wWereexpireddrievaldTBG6 s | i st

Based on the problems mentioned above, we made several corrections to our TDEF and our method
of distribution. First, we corrected the marking period on the trophy hunting TDEFs to reflect the
months of February and March 2008. Semd, we revised the check box questions by including more
precise instructions in the question to check one response. Third, we specified that each business
should submit the TDEF in a template Excel file through Enail. This was done after realizing that

the first E-mail did not specify how the TDEF should be returned to us. However, those who
initially E -mailed us did return the forms to us by Hnail regardless of the fact that they were not
asked to do so. Therefore, we included this request in the remadér of our Emails to the businesses

in order to reduce confusion. Fourth, we accepted the faxed TDEFs in lieu of ther&ail copies.
Finally, we compiled a list of the incorrect Email addresses and informed our liaison so that the

NTB could correct its Email distribution list.

4.4 DATABASE DESIGN

After the TDEFs had been finalized for the four sectors, the next step was the design of a
database that would store the information collected from the formdVhen considering which
database to useMicrosoft Access washosen because of iteliability and level of efficiency for the
NTB, and most importantly, because of its availabilityThe NTB currently uses Microsoft Access for
its levy system data, implying that this database is the one that the NTB is fiiar with. Due to its
compatibility with Microsoft Excel, Microsoft Access can compile submitted data from companies

to provide a master data sourgeincluding all the NTB registered companies nationwide.
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Additionally, since Microsoft Accessis partoftke NT B3 s [@ffice package fittwas the mads

suitable choice.

After meeting with Leslie Tjiramba from the NTB IT department, he informed us that he
will be able to set up the systerafter we provide him with recommendations. He also informed us
that the NTB has employees whocurrently input data from the accommodation levy forms when
they are sent into the NTB These employees could also input data from the TDEF$he NTB also
contracts IT tedinicians to update its system. These are all viable opt®in terms of data input for
the TDEFs. Furthermore, there are NTB staff members in the marketing department who are able to
update the information for the barometer when necessaryhis made it possible to implement our
ideas for the database design in Miosoft Access, knowing that there will be staff members able to

monitor it and make any necessamypdates (se Appendix K for database design PROCES$S

4.4.1 THE PRACTICALITY OF A DATABASE SYSTEM

While is it not essential to understand every technical psct of how the database was
designed, Appendix K provides a detailed description of how the system wa®ated It is crucial to
understand how thereceived TDEFs were turned into a barometer. The following visual diagram of
the implementation process carbe viewedin Figure 5. Once all the TDEFs were received, they were
manually inputted into Microsoft Access for storing and organizing purposes. At the end of the
TDEF collection period when all needed forms were inputted, an organized table was compilddht
contained all data received within each cycle. This information was then be divided into two
groupdi qualitative and quantitative data. For the quantitative data, information was exported into
an Excel format at which point graphs could be generated tshow patterns and trends. The

gualitative data was complied to provide written results that inform interested parties with items
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which cannot be describe with graphs and charts. Treombination of the two wasinputted in a

barometer format whichis then distributed as a finished documento stakeholders.

ddnEdd TDEFs

=

Database

=

Processing

=

Graphing

=

Barometer

Figure 5: Process of the TDEFs through a Database and into the Barometer
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4.5 BAROMETER DESIGN

One of our major goals was to create a barometer to present tourisetated daa to the
relevant stakeholders. From the interviews we conducted, it became evident that we needed to create
a sixpage document that summarizes all of the important information pertaining to the four sectors.
The information on the barometer correspondf a two-month period as indicated in the top right
corner of the barometer: January & February, March & April, May & June, July & August,
September & October, and November & December. Because the trophy hunting sector does not
operate in December and Jarary, the TDEFs for November & December for this sector only
include the information from November. Similarly for January & February, only the data from

February will be included.

The barometer was created sing Microsoft Publisher 2007 (@e Appendix L). It was
designed to contain both text and graphs, which are properly labeled for each sector. The data that
are collected and stored in the database are easily converted into graphs, which are then inputted
into Publisher. Through many interviews, we gainednsight into what to include in the barometer,
as well as how to format it We learned that stakeholders interested in accommodations prefer to see
the occupancy rate,country of present residence of guestshanges in rack rates, and thg/pe of
guest When stakeholders imolved with vehicle rental and car hire viewedur initial idea for the
barometer, they suggested we includeshgth of stay number of billed days,andt he cl i ent 6 s <co
of present residenceSimilarly for the tour & safari sector, st&eholders were interested in the types
of tours offered, average length of trip, change in the number of clients and change in rack rdtes.
stakeholders interested in the trophy hunting sector, they recommende#& i ncl ude t he hun
country of presentresidence their averagelength of stay, andthe average cost of trophy animals

With the feedback we received, we made the necessary corrections to our TDEFs, thereby enabling
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the creation of a barometer that includes all of the information relevant tbe stakeholders. Because
some stakeholders may be interested in more than one specific sector, we included all sectors into a

composite barometer that could be distributed to the stakeholders in all tourism sectors.

The color scheme for the barometematches that of the NTB logo, which is brown, orange,
yellow, red, green, and blue. The barometer layout will remain the same from publication to
publication; however, the information will be updated according to the months it corresponds to. All
four sectorsare displayed in the barometer; the information pertaining to all sectors is included on
the cover and back page and the sectspecific information is included in the appropriate sections of
the barometer. To alleviate any confusion and also enable graategibility of the graphs, the six
page barometer contains a cover page with a contents box, a back page and a page specific to each
sector. In order to include all the necessary graphs and text, each sector required its own page. The
following tables and graphs, presented in the subsequent sections, are those used in the sample
barometer, and contain only the information collected from the trial panel of businesses. The
organization of the barometer is as follows: Cover Page, Accommodations, Tour & Safaviehicle
Rental and Car Hire, Trophy Hunting, and Back Page. The complete layout for the barometer is

displayed inAppendix L.

45.1 CoVvER PAGE

The cover page of thebarometer which follows an orange, red, and bluecolor scheme,
contains the Namibia Tairism Board logo in the top left corner, the title and slogan of the barometer
in the right hand corner, with the volume number, issue number, and month of publication
underneath the title on the righthand side. The first page of the barometer also contas an

introductory paragraph explaining the barometer, its purpose, and the sectors and months it pertains

52






