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NBL’s partnerships with its stakeholders are built 
on a common purpose and aligned values. 

From its experience with partnerships, NBL 
believes that success is an outcome of mutual 
and shared objectives, two-way communication, 
complementary strengths and a good 
understanding of each other’s business. 

In its 2016 integrated report, NBL highlighted the 
strong and rewarding strategic partnerships it has 
with its stakeholders. As part of its current reporting 
journey, NBL aims to demonstrate why these 
partnerships are critical to its long-term success.

While partnerships remain a key component and 
driver of breakthrough results, NBL recognises that 
its success cannot happen in isolation. 

CREATING 
SHARED VALUE

Ultimately, NBL aims to contribute to the social, economic and  

environmental well-being of Namibia. This goal underpins NBL’s  

business operations and partnership approach. 

NBL'S PURPOSE-DRIVEN 
PARTNERSHIPS

As part of the O&L Group, and inspired by the 
purpose of Creating a Future, Enhancing Life, 
these partnerships, in turn, place an obligation on 
NBL to operate its business in a way that creates 
value for all.

For example, NBL has partnered with smaller 
redistributors for many years, thereby assisting 
them in formalising and growing their businesses 
through quarterly incentive schemes. In the informal 
market, NBL also facilitates outlet licensing, and 
supports shebeen owners with point-of-sale 
material and advertising. These initiatives are 
mutually beneficial: NBL increases its market 
footprint and awareness of its brands, while traders 
grow their business and number of customers. 

About this 
report

Chairperson’s 
statement

NBL 
profile

A Namibian  
investment

Operating 
environment

Managing  
Director’s report

38



Economy

As a true Namibian corporate citizen, 
NBL identifies and invests in national 
business opportunities. Many of NBL’s 
partnerships support common and 
national goals such as job creation and 
economic empowerment. For example, 
NBL has committed to developing a 
local barley industry that contribute to 
social development and upliftment of 
communities located within suitable 
irrigation areas.

Society

NBL’s purpose is central to its business 
decisions. The Company therefore 
continuously consults its stakeholders 
to find better ways of managing its 
social impacts. This includes ongoing 
engagement with Government to ensure 
sustainable alignment on the challenges 
facing Namibia. NBL’s condom distribution 
project and DRINKiQ programme are 
examples of how the Company is Bringing 
Sustainability Everywhere, Impacting  
the World.

Environment

NBL is aware of the impact its operations 
can have on the environment. The 
Company therefore conducts its business 
in an environmentally responsible way.  
NBL is invested in reducing its water and 
energy consumption and the amount 
of waste from its production processes 
through, among others, its rooftop solar 
plant, biomass boiler and CO2 recovery 
plant. NBL also supports campaigns 
to expand public awareness of good 
environmental practices. 

1 2 3

EnvironmentEconomy

Society

1 2

3

Creating a Future, 
Enhancing Life

The infographic on the following pages reflects the practices that enable NBL to deliver on  
its purpose of creating shared social, economic and environmental value for all stakeholders through 
its network of strategic partnerships. Each icon indicates a partnership or practice that is described 
in more detail in the pages that follow, as well as throughout this report. Additional partnerships or 
practices that enable NBL to create shared value are described throughout this report and  
cross-referenced within the infographic. 
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Read more on page 56. 

Purpose-driven 
innovation
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craft breweries

Quality  
products

INVESTORS

 Delivering quality products to consumers consistently  pg 42

 A culture of purpose-driven innovation pg 43

 Delivering amazing consumer experiences  pg 44

 Partnering with brewers to bring craft to consumers pg 45

 Promoting responsible drinking to reduce consumer harm pg 46

 Sourcing strategically to create shared value pg 46

 Managing the environmental impact of our production outputs pg 47

 Delivering value to customers: moving and managing stock pg 50

 Aligning employees with our purpose to achieve breakthrough pg 52

About this 
report

Chairperson’s 
statement

NBL 
profile

A Namibian  
investment

Operating 
environment

Managing  
Director’s report

40



Logistics

Imperial 
Logistics
Namibia

Returnable 
bottles

TRADE

COMMUNITIES

CREATING A FUTURE, 
ENHANCING LIFE

Customers

Read more on page 6. 

Read more on page 34. 

Read more on page 54. 

Corporate social 
investment
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Government
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industry
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Preserving  
the environment

NAMIBIA BREWERIES LIMITED 
INTEGRATED ANNUAL REPORT 2017

41

Value added
statement

CREATING
SHARED VALUE

Good corporate 
governance Appendix Annual financial 

statements



Creating a Future, Enhancing Life  
for consumers

Delivering quality products to  
consumers consistently 

NBL brews in accordance with the German 

Reinheitsgebot (“Purity Law”) of 1516. This 

international beer tradition was introduced to 

Namibia with the founding of the first breweries 

in South-West Africa (present-day Namibia) by 

German pioneer brewers around 1900. 

The Reinheitsgebot requires that brewers use only 

three natural ingredients: malted barley, hops and 

water. The law was originally introduced to protect 

consumers from beer that contained additives that 

could be toxic or poisonous. 

NBL continued compliance with the Reinheitsgebot 
demonstrates its commitment to deliver quality 
products to consumers consistently. This is reflected 
in NBL’s value We do the Right Things Right and 
supports its strategic outcome Purity inspired, 
reliable quality, impacting the whole. 

NBL’s master brewers are trained in Germany 
to ensure adherence to the spirit and technical 
requirements of the Reinheitsgebot. Brewmaster 
training entails a commitment of several years, 
which includes training and mentoring by NBL’s 
senior brewers, a six-month vocational training 
course in Ulm, Germany, and completion of a 
brewers’ exam conducted by the German Chamber 
of Industry and Commerce. This ensures NBL has 
access to internationally accredited brewers  
for the future. 

In February 2017, Windhoek Lager, the award-
winning beer, launched the ‘Don’t compromise’ 
television campaign in support of its commitment 
to the Reinheitsgebot. Based on true events, ‘Don’t 
compromise’ tells the story of craftsmen at the 
Windhoek brewery in the 1930s. While unable to 
secure the required quality of malted barley, hops 
and water, the brewery halted production rather 
than compromising on its commitment to  
brewing quality beer. 

In addition to sharing part of NBL’s history 
with its consumers, the campaign encourages 
consumers to align themselves with NBL’s  
values and its commitment to never compromise  
on quality – neither in life, nor in their  
choice of beer.

NBL’S ‘DON’T COMPROMISE’ CAMPAIGN

CREATING SHARED VALUE (CONTINUED)
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 A culture of purpose-driven  
innovation

NBL is committed to the Group’s vision To be the 
most Progressive and Inspiring Company. This 
requires a culture of breakthrough thinking, which 
acts as a catalyst for innovation, and is underpinned 
by the strategic objective of Everyone Purposefully 
Producing Breakthrough Everywhere. 

NBL’s innovation is guided by the Group’s purpose of 
Creating a Future, Enhancing Life. This means that 
NBL’s brands, people practices and business initiatives 
must create value for its consumers, customers and 
stakeholders, as well as the country at large, by not 
only stimulating business performance, but also by 
contributing to economic growth in Namibia. 

The commercialisation of the local barley industry 
and launch of King Lager is one example of NBL’s 
commitment to purpose-driven innovation. 

Read more about this commitment from 
page 34.

New products, packaging and launches are also 
measured against the strategic aim of Amazing 
Experiences, Enduring Impact. 

The following innovations bolstered NBL’s non-
alcoholic portfolio:

zz Code was introduced as a new mainstream soft 
drink to meet consumer requests for more Softs 
options, available in three unique flavours: Citrus 
Freeze, Berry Blast and Apple Surge. 

Innovations in the beer category are included below:

zz Packaging for the Windhoek Lager and 
Windhoek Draught 750-ml returnable bottles  
was redesigned to enhance the premium 
positioning of the Windhoek beer brand.  
The bottles now have high-quality, pressure-
sensitive labels (PSL). The renewed packaging 
brings these two beers in line with the single 
serve packs, which received PSLs in 2015. 

zz Following a controlled trial in 2016, Windhoek 
Lager is now available on-tap at selected outlets 
in Namibia. This provides consumers with a 
wider range of premium draught-on-tap options.

zz NBL introduced a 440-ml Windhoek Light can 
to its portfolio of products. This is in line with 
current market trends and provides greater 
consumer relevance and purchase intent.

zz For the Zambian and Tanzanian markets, specific 
packaging was developed for Windhoek Lager 
to increase the visibility of grey imports. This 
measure ensures that NBL’s products reach 
consumers at the correct price points through 
authorised distributors who meet its standards 
for responsible distribution. 

zz Camelthorn was re-launched in Namibia and 
South Africa in July 2017. Camelthorn provides 
local consumers with a craft-style, easy-to-drink 
beer. Positioned as a ‘real Namibian craft beer’, 
Camelthorn reinforces the patriotism Namibians 
display for their ‘home-grown’ products. The 
Camelthorn range includes:

z– The Helles is a 5% ABV pale lager brewed with 
Saphir hops for a fruity, easy drinking taste

z– The 5% ABV filtered Weiss is crafted with 
Lemondrop hops to deliver refreshing herbal 
citrus notes

zz Stellenbrau and Soweto Gold launched a  
330-ml pack option. This is aligned with craft 
trends in the South African market where brands 
are selling smaller pack sizes at more accessible 
price points to accommodate constrained 
consumer budgets. In addition, Stellenbrau 
launched Craven Craft Lager and Jonkers Weiss 
in 440-ml cans, which continue to gain popularity 
in Sub-Saharan Africa. 
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Delivering amazing consumer  
experiences

As a consumer-centric organisation, NBL is 
committed to delivering Amazing Experiences, 
Enduring Impact. NBL’s consumers are increasingly 
looking for brands and products that excite and 
inspire. Through its sponsorship and events 
portfolio, NBL connects its consumers to its 
brands, while delivering amazing and memorable 
experiences. This portfolio covers a range of 
sporting, cultural and musical events.

The Windhoek Light Namib Quest Mountain Bike 
Race is an arduous six-day, 450 km mountain bike 
stage race that begins in Windhoek and ends in 
Swakopmund. The Windhoek Light Fish River  
Ultra (Trail) takes place in Namibia’s Fish River 
Canyon – the second-largest canyon in the world. 
The 96 km race is non-stop and self-supporting, 
and must be completed within 24 hours. These 
Windhoek Light events attract international 
participants and have been screened on DSTV,  
the largest broadcast network on the continent.

NBL launched the fourth Windhoek Lager Africa 
Jacket Golf Championship during the year. With  
11 participating countries across Africa, this 
amateur golf championship was extended to include 
a women’s division. 

The Hansa Draught Oktoberfest, hosted in 
Windhoek, is lauded as the best in Africa. In 2015, 
this event was expanded to incorporate Cape Town 
and has gained increasing popularity among South 
African consumers in recent years.

Tafel Lager remains the proud sponsor of the Brave 
Warriors – Namibia’s national football team. In 
the next year, NBL will extend this sponsorship to 
include regional football teams, thereby bringing the 
Company and the brand closer to consumers. 

In February 2017, NBL entered into a sponsorship 
agreement with the Griquas Rugby Club in  
South Africa. The sponsorship will run for  
three years and includes naming rights for the  
team as well as for the Griqualand West Rugby 
Stadium in Kimberley. The team will be known  
as the Tafel Lager Griquas and the stadium as  
Tafel Lager Park. The sponsorship furthermore 
includes ‘pouring rights’ in the stadium. 

This sponsorship will expand and strengthen  
Tafel Lager’s footprint in the export market and 
increase its sales in South Africa. On a national 
level, this sponsorship creates opportunities to grow 
Namibian rugby through the exchange of rugby 
players between the countries, as well as through 
stronger cross-country partnerships that include 
joint training camps for players and clinics for 
coaches and referees. 

Creating value through consumer promotions

NBL launched two consumer promotions to  
increase the visibility of King Lager and Tafel Lager 
among consumers:

zz The King Lager ‘Born of the Land: Leave a 
Legacy’ consumer promotion aimed to create 
awareness of Namibia’s ‘home-grown’ beer brand 
made from local barley. In the same way that 
NBL’s barley project aims to enhance the lives of 
people working in Namibia’s agricultural sector, 
this campaign enhanced the lives of two lucky 
consumers. A Windhoek-based consumer won 
a N$500 000 contribution towards building or 
renovating her home; a second consumer from 
the Ondangwa region received a voucher worth 
N$150 000 toward home renovation. 

zz NBL built brand momentum for Tafel Lager 
through a ‘pick-a-box’ game-show-style 
consumer promotion. Prizes included cash, 
branded merchandise and entries into a  
grand finale where consumers could win  
one of three Toyota vehicles. The finale was 
broadcast live on national television and 
attracted a large audience of viewers.

CREATING SHARED VALUE (CONTINUED)
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Partnering with brewers to bring  
craft to consumers

In regional and international markets, growth in 
the premium beer category, particularly within the 
higher-value craft beer segment, continues. 

Consumers are increasingly drawn to brands that 
are personal, artisanal and authentic. This has 
resulted in a shift away from commercial to craft 
and craft-style beer. 

The number of licensed craft breweries in South 
Africa has increased from 50 in 2012, to close to  
200 in 2016. This growth trajectory is in line with 
global trends in the craft beer segment.

To create an emerging position in craft, NBL is 
focused on launching joint-venture-owned brands. 
NBL acquired Camelthorn Brewing Company in 
2014 and has subsequently relaunched Camelthorn, 
a craft-style, easy-to-drink local brew that provides 
discerning beer drinkers with additional premium 
options within the NBL brand portfolio.

In a market segment with high barriers to trade 
(including limited access to funding, unreliable 
supply and distribution networks and inconsistent 
quality at increasing volumes), NBL provides craft 
brewers with resource support , brewing credibility 
and the ability to utilise its commercial capabilities 
in terms of distribution and sales, as well as 
merchandising. This assists craft brewers to become 
commercially scalable and profitable in a highly 
competitive market segment. 

In turn, NBL can offer consumers the history, 
provenance and differentiated brand propositions  
of craft brewers. 

Through its strategic relationship with Heineken 
South Africa, NBL is able to tap into Heineken 
International’s worldwide portfolio of more than 
170 beer brands to compete in the international 
premium beer sector in Namibia.

Read more about Heineken South Africa 
from page 56.

In 2015, NBL invested N$7 million in the 
development of the Swakopmund Brewing 
Company (SBC). This brewery leverages the skills  
of NBL’s master brewers, as well as their 
commitment to consistency and quality, within  
the growing craft beer segment.

In 2017, SBC was the first and only brewer in 
Africa to compete in the annual international ‘Best 
Brew Challenge’ – the world’s largest simultaneous 
collaborative brew competition that judges the 
quality of products entered. Participation in this 
internationally renowned challenge provides an 
opportunity for NBL to measure its craft-brewing 
standard against those of more than 120 other 
brewers across the globe. 

While the competition is an opportunity for NBL 
to up its status and position within the global craft 
space, it also underpins the Company’s commitment 
to its value We Grow People. Through the 
Company’s exposure to the ‘Best Brew Challenge’, 
NBL’s younger brewers have an opportunity to 
refine their brewing expertise and learn from 
international craft masters. 

Read more about consumption trends  
in the craft beer segment from page 22. 
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Promoting responsible drinking to  
reduce consumer harm

As Namibia’s leading beverage manufacturing 
company, NBL has a responsibility to market 
alcoholic beverages in a way that encourages 
responsible consumption and promotes alcohol 
harm reduction. 

Alcohol abuse is a symptom of various socio-
economic challenges faced by society. In Namibia, 
this includes high rates of unemployment and 
difficulties in education. These challenges are 
often most effectively addressed through a multi-
stakeholder approach. Therefore, initiatives and 
interventions aimed at turning around harmful 
drinking behaviour require a collective effort 
from industry, Government, community and non-
governmental institutions in Namibia. 

Examples of cooperation and partnership include 
the following:

zz SAIF – NBL was instrumental in establishing 
SAIF, a body comprising major alcohol producers 
and distributors in Namibia, in 2007. SAIF 
membership is based on voluntary compliance 
with a code of conduct that prescribes world-
class standards in self-regulation for the 
prevention of the negative consequences of 
alcohol abuse. An O&L Group Committee 
ensures that an independent evaluation  
against the code is done on all NBL marketing 
and sales campaigns, advertising and 
promotional material. 

zz Partnerships focused on curbing drinking and 
driving – NBL works closely with the Namibian 
Police Force, Motor Vehicle Accident Fund, 
National Road Safety Council of Namibia, Roads 
Authority and other stakeholders such as the 
Private Sector Road Safety Forum, to combat 
drink-driving. 

NBL continued the roll-out of its responsible 
drinking programme, DRINKiQ. This initiative equips 
people with the information that they need to make 
informed decisions about alcohol consumption. 

Since its inception in 2009, 4 937 people have  
been trained on the short- as well as long-term 
effects of alcohol abuse. DRINKiQ, which originally 
focused on educating employees of NBL and the 
O&L Group, has since attracted the interest of 
external stakeholders, including the corporate and 
private sector as well as Government institutions. 
NBL sees this is a significant opportunity to enhance 
the well-being of society and deliver more broadly 
on its purpose of Creating a Future, Enhancing Life 
for all Namibians. 

In the past year, NBL focused its efforts on 
increasing the reach of DRINKiQ. Areas new to the 
programme include the Oshana Region. In total, 
during the reporting period, 1 330 people were 
trained on the programme across Namibia.

NBL’s Stay Cool, Enjoy Responsibility campaign 
entered its third year. This campaign aims to instil 
a sense of accountability and responsibility among 
consumers for the broader reach of their actions, 
beyond alcohol-related harm. Stay Cool, Enjoy 
Responsibility is incorporated into roadblocks, 
billboards, trailers and special festive season events. 

As part of NBL’s commitment to promoting healthy, 
balanced lifestyles, its brand portfolio includes  
a number of ‘lite’ versions of existing products. 
These include Amstel Lite and Tafel Lite, which are 
lower in total energy than their mother brands.  
The expansion of NBL’s brands and product 
offering into Softs and bottled water makes sure 
that consumers are also able to enjoy non-alcoholic 
options while remaining loyal to the Company.

Creating a Future, Enhancing Life  
for Namibians

Sourcing strategically to create  
shared value

NBL’s approach to strategic sourcing and 
procurement is underpinned by its value We do the 
Right Things Right. While procurement is guided 
primarily by price and quality, NBL also considers 
environmental and social factors when sourcing 
products and services. 
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Strategic sourcing includes partnering with local 
suppliers to stimulate job creation, as well as 
searching for environmental innovation within 
the supply chain. In 2017, NBL emphasised using 
down-gauged materials to create less waste and 
encouraged suppliers to demonstrate this capability 
in their products and processes. This optimisation 
boosts suppliers’ financial performance while 
helping NBL meet its environmental targets. 

Due to the scale of the Namibian economy and the 
consequent difficulty in developing competitive 
local industries, NBL relies primarily on imported 
raw material for the production and packaging  
of its beverages. Packaging material, which  
includes bottles, cans, cartons and shrink foil,  
is predominantly imported from South Africa.  
Raw ingredients are imported from Europe  
(mainly Germany and Holland). 

Despite these challenges, the localisation of supply 
is a key business priority for NBL. The Company is 
actively exploring options to develop local suppliers, 
particularly within manufacturing, logistics services, 
marketing and advertising. This includes providing 
assistance to small- and medium-sized suppliers, 
where appropriate. One such example is that NBL 
offers preferential payment terms and provides 
technical and administrative support to improve 
business efficiencies.

During the year, NBL made significant strides in 
developing two local packaging suppliers for shrink 
foil and crates. In collaboration with NBL, these 
businesses have grown in size and capacity. 

The returnable beer crate manufacturing business, 
MCG Namibia, halted the import of finished product 
from South Africa and shifted manufacturing to 
its premises in Namibia. This enterprise has since 
grown to a total of 20 employees. Namibia Plastics, 
a shrink film supplier, allocated local warehouse 
and distribution capacities to its supply network, 
creating employment for 15 people. 

NBL’s barley project and the launch of its first 
commercial beer brewed from local barley, King 
Lager, is another worthy example of the Company’s 
commitment to ‘Growth at Home’. 

Strategic and long-standing relationships with 
European suppliers safeguard sustainable supply. 
The procurement of a major portion of raw 
ingredients is based on long-term contracts to 
ensure required volumes and quality. When the 
impact of the exchange rate is excluded, pricing  
on these contracts remained constant over the  
past year. 

NBL engages with critical suppliers through 
quarterly reviews. These reviews include an 
open discussion on quality issues, areas of 
poor communication, pricing trends, as well as 
opportunities for innovation. This helps to establish 
a mature relationship based on trust and continuous 
improvement. 

The data analysis and business intelligence  
system – Go digital! – will be implemented in the 
next year. This will ensure that NBL has oversight of 
all data related to sourcing and distribution to allow 
for accurate market and commodity analysis. 

Managing the environmental impact  
of our production outputs 

NBL acknowledges that its long-term sustainability 
is intrinsically linked to the availability of the 
natural resources used in its production processes. 
As a Namibia-based business, NBL has a further 
responsibility to protect the environment in which  
it operates for the benefit of all who depend on it. 

Environmental sustainability is therefore about 
making responsible decisions that will reduce 
NBL’s negative impact on the environment. These 
decisions are guided by NBL’s commitment to 
Creating a Future, Enhancing Life and should take 
into account the environmental impact of each 
product’s entire life cycle – from its development,  
to the disposal of the product and its materials. 

This alleviation of NBL’s environmental impact 
includes reducing water and energy consumption, 
and the amount of waste from production 
processes. 

Read more about NBL's response to water 
shortages on page 48, and about returnable 
bottles from page 50.
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In 2016, NBL installed a biomass boiler at its 
Windhoek production plant. As part of NBL’s 
commitment to renewable energy, the boiler 
currently replaces approximately 50% of the 
3 600 tons of heavy furnace oil used by the 
Company annually. Total emissions have reduced 
by 12.6% since the installation of the boiler. This 
equates to a reduction of 4 500 tons of emissions 
per year. 

The boiler uses wood chips sourced from pervasive 
invader bush, thereby clearing land for use and 
improving the carrying capacity of farms. To date,  
1 000 hectares of invaded land have been cleared. 

NBL’s rooftop solar plant, which was installed 
in 2013, met 7.6% (2016: 8%) of NBL’s electricity 
demand in the past year. Overall, the solar  
plant has provided NBL with approximately  
5 810 650 million kWh of green energy, thereby 
saving 5 810.7 tons of CO2 emissions in support of 
the O&L Group’s vision to achieve a 20% Reduction 
in its Carbon Footprint by 2019. 

Beer, among other fermented alcoholic products, 
produces CO2 as its main by-product. On its own, 
the CO2 from beer fermentation is considered 
carbon neutral as it originates from CO2 sequestered 
on a continuous basis by growing barley rather than 
using a fossil fuel. Instead of releasing it into the 
atmosphere, a brewery can recover, purify and re-
use this CO2 as the ‘fizz’ in its beverages. 

NBL’s CO2 recovery plant enables the Company  
to be independent. NBL has not purchased CO2 
since the plant was commissioned in 2013. NBL  
also produces Softs which require CO2. These 
beverages are produced without importing CO2 
from South Africa, where it is predominantly 
produced by burning fossil fuels. 

During the year, NBL sold 191 tons of excess CO2  
to external customers (2016: 389 tons). 

Other waste from the brewing process includes 
solid waste, wastewater and emissions. Alternative 
uses for yeast waste are currently being explored. 

Additional outputs of the manufacturing process 
include packaging waste. 55% of NBL’s production 
is packaged in returnable bottles that are collected 
through an extensive network to minimise waste. 
Besides enhancing its own internal processes to 
achieve a world-class, sustainable operation, NBL 
supports campaigns to expand public awareness 
of good environmental practices. This includes, for 
example, clean-up campaigns such as Project Shine. 

NBL led the establishment of the Recycle Namibia 
Forum (RNF), where numerous corporates and 
non-governmental organisations work together 
under NBL chairmanship. RNF saw an increase in 
membership during the year – from 10 full and  
two associate members in 2014, to 18 full and  
11 associate members in 2017. 

Read more about the RNF on its website:  
http://rnf.com.na/. 

Securing water for future investment

Namibia has experienced a persistent drought 
over the past four years. As such, the water supply 
to Windhoek and its surrounding settlements is 
increasingly strained. 

Water is vital to NBL’s business operations: it is 
the primary ingredient in NBL’s products and is 
used in its manufacturing processes. Therefore, 
the Company has a responsibility to practice 
responsible water stewardship. Such measures 
should include a commitment to making responsible 
strategic decisions related to water consumption. 

Generous seasonal rainfall at the start of 2017 
provided some alleviation from water shortages. 
However, in order to address critical shortages  
and work toward a sustainable supply of fresh 
water, there is a need for strategic engagement  
with partners such as Government and the  
City of Windhoek to find and support longer- 
term solutions. 
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Litres of water used per litre of beverage produced
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Longer-term sustainable water supply will depend 
on plans to connect the centre of Namibia to other 
water sources to reduce dependency on rainfall and 
dams. Supply options include desalination, or, as 
in the case of NBL, the migration of production to 
other areas including Sedibeng in South Africa. 

As an intermediate solution, NBL obtained licences 
from Windhoek’s Department of Water Affairs for 
five boreholes which have since been drilled on its 
premises. Currently, NBL is able to extract 26.92% of 
its water requirements from its own water sources.

NBL continues to invest in water-saving initiatives. 
These include water reclamation in its brewing and 
packaging plants, which has reduced NBL’s water 
consumption by 0.84% in the past year.

Currently, 4.3 litres of water are used to produce 
one litre of beer. The 3.3 litres beyond the actual 
water for the product do not go to waste – the 
majority is reclaimed and transferred to the city’s 
effluent system, from where it is recycled. 

NAMIBIA BREWERIES LIMITED 
INTEGRATED ANNUAL REPORT 2017

49

Value added
statement

CREATING
SHARED VALUE

Good corporate 
governance Appendix Annual financial 

statements



CREATING SHARED VALUE (CONTINUED)

Creating a Future, Enhancing Life  
for customers

 Delivering value to customers: moving  
and managing stock

NBL acknowledges its responsibility to build a 
sustainable business that is financially viable and 
contributes to national economic growth. 

NBL owns six depots in Namibia from where it 
supplies the formal and informal markets, with 
other distribution occurring through direct drop 
shipments to a range of customers. Primary 
transport is outsourced to the Company’s strategic 
partner, Imperial Managed Logistics Namibia 
(Proprietary) Limited (IML). Secondary distribution, 
happens between depots and customers, is 
managed by NBL trucks and employees. 

Secondary distribution customers typically include 
supermarkets, liquor stores, shebeens, pubs and 
other hospitality outlets. Through its ownership of 
this section of the distribution chain, NBL keeps 
up direct interaction with its customers. In order 
to improve its direct customer relationships, NBL 
implemented an incentive programme for its 
secondary distribution agents to support customer 
growth and remunerate engagement efforts on an 
annual basis. 

NBL continues to incentivise customers to use 
manual offloading to create job opportunities.  
This was especially important during the year due  
to the challenging economic conditions, which 
placed strain on the transport industry. 

During the year, NBL increased its market footprint 
in the rural and outlying areas of Namibia through 
the launch of cash vans. These vans facilitate 
delivery to customers who previously had limited 
access to NBL’s products, resulting in them 
incurring costs to reach more central distribution 
centres. NBL incentivises delivery by providing 
distributors with a vehicle, as well as a petrol and 
distribution allowance. NBL launched 10 cash vans 
during the year.

Exports are handled through a combination of sea 
freight and trucks. NBL continuously evaluates its 
route-to-market options to ensure cost-efficiency. 
The decision was taken to acquire a property in 
Walvis Bay and subsequently dispose of NBL’s 
Swakopmund depot. The depot in Walvis Bay will 
enable NBL to reduce route-to-market inefficiencies 
and gain direct access to Namibia’s principal port. 

Two additional depots, situated in Katima and Rosh 
Pinah, were added to NBL’s logistics chain. These 
depots will enable NBL to better manage stock 
pressure in trading and will shorten the Company’s 
reaction time to market demand since they provide 
a controlled route-to-market solution. 

NBL’s primary transport partner, IML, is a Namibia-
based company that outsources transport to 
smaller transport companies. More than 50% of 
these companies have owners who were previously 
disadvantaged. More than 80% of loads in Namibia 
are handled by previously disadvantaged owners. 

The partnership with IML enables NBL to better 
manage the peak season, which can entail the 
distribution of double the normal volumes. IML also 
schedules according to a transport management 
system that ensures optimum return loads, 
especially from South Africa. 

Continuous improvement 

The return of empty 500-ml and 750-ml returnable 
bottles forms part of transport logistics. During 
2017, NBL achieved a return ratio of 96%. The 
improvement over the last five years can be 
attributed to the addition of two super link trucks  
at the Oshakati depot.

NBL has collaborated with competitor SABMiller 
Namibia to exchange returnable bottles in Namibia. 
This agreement has been in place since  
February 2015 and provides an opportunity  
for the two businesses to exchange each other’s 
returnable bottles on a weekly basis.
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In support of NBL’s strategic objective of Everyone 
Purposefully Producing Breakthrough Everywhere, 
the Company implemented the SAP warehouse 
management system across all Windhoek-based 
operations. This system enables optimised planning, 
which includes the management of an increasing 
number of new stock-keeping units. 

Read more about the SAP system in the 
Managing Director’s report from page 31.

NBL expanded its capacity and increased floor 
space by implementing a racking system across 
all depots. NBL installed generators at two of its 
depots to mitigate the risk of unreliable power 
supply. Employees can now maintain effective 
customer service and adherence to stock 
management principles at all times. 

NBL continues to enhance customer service through 
its Sales Automation System. This system ensures 
that NBL remains on top of in-store execution 
(outlets are always stocked, product range is 
maintained and products are correctly priced). 
The monitoring and management of downstream 
distribution costs remains a major focus. During 
the year, NBL launched various customer sales 
incentives. Variable remuneration structures for 
the sales force were implemented to drive the 
appropriate behaviour and focus. 

Customer service is managed in-house, with 
ongoing sales training. In 2018, NBL will launch 
a new customer service training programme to 
strengthen its sales capability. 

To create value for customers, NBL continues to 
grow its business, primarily through gaining market 
share in key markets, but also by delivering services 
that promote lasting relationships, create trust, help 
manage risk and uncertainty, and bring competitive 
advantage to customers.
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CREATING SHARED VALUE (CONTINUED)

Creating a Future, Enhancing Life  
for employees

Aligning employees with our purpose  
to achieve breakthrough 

NBL’s employees are its most valuable asset. 
Employees drive breakthrough innovation and 
provide the capabilities necessary to execute NBL’s 
overall business strategy. NBL’s vision, To be the 
most Progressive and Inspiring Company, is closely 
linked to the experiences of its 802 employees. 
If NBL fails to provide exceptional employment 
experiences or promote a progressive and inspiring 
workplace culture, it cannot expect its employees 
to align themselves with the Company’s purpose, 
vision and values or to go the extra mile to achieve 
breakthrough results.

Creating a great place to work

In support of the O&L Group vision of being 
an Employer of Choice, NBL transitioned from 
Deloitte’s ‘Best Company to Work For’ survey to 
‘Great Place to Work’ in 2017. The ‘Great Place  
to Work’ certification enables NBL to benchmark  
its business culture against the world’s most 
successful companies. 

Participating companies are measured  
and ranked using a ‘Trust Index’ survey and  
‘Culture Audit’ questionnaire. These diagnostic  
tools give NBL a good indication of the state of  
its culture and people practices. Through the  
‘Trust Index’, employees anonymously assess  
their workplace, including the quality of 
communication by managers, the degree of support 
for employees’ personal and professional lives, and 
the authenticity of relationships with colleagues. 

The ‘Culture Audit’ includes detailed questions 
about benefits, employee programmes,  
and practices.

NBL participated in ‘Great Place to Work’ in 
September 2016, achieving a 90% participation rate 
across the business. NBL subsequently identified 
aspects of its business in which employee trust is 
low. NBL then developed a detailed action plan to 
foster the right kinds of behaviour necessary to 
develop a high-trust culture in which its people  
can flourish. 

Continuous people development 

Human capital policies and systems are centralised 
in the O&L Group, but employee programmes 
and engagements are adapted for each company 
according to their needs. NBL’s 802 employees are 
spread over the country – from the head office and 
manufacturing plant in Windhoek to six depots  
and a distribution centre. 

NBL continues to refine its performance 
management process. During the year, a ‘pulse 
survey’ was developed to provide NBL with frequent 
employee insight into its performance management 
approach. This ensures that management as well as 
employees are aligned on what is needed to achieve 
NBL’s business objectives. 

NBL’s Value Star programme continued. This 
programme identifies specific people who display 
behaviours associated with the Group’s values, with 
an annual award ceremony and incentives. 

A monthly NBL Value Star is chosen with one overall 
winner selected from the 12 NBL employees. The 
annual winner joins the other subsidiary winners for 
an incentive trip. 

By benchmarking its culture and people practices against the best workplaces  

in the world, NBL will ensure that it is well positioned to attract and retain  

the best people in order to bring its strategy and purpose to life. 
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NBL invests significantly in learning and 
development. In particular, supervisory and 
leadership development remains a priority focus, 
with 28% of the allocated budget utilised for this 
purpose. Approximately 84% of annual learning 
and development spend is focused on developing 
designated employment equity groups.

NBL has strategic partnerships with various  
training and education institutions to secure  
a sustainable supply of skills. This includes 
leadership development, middle management 
development programmes and technical training 
with partners such as the Cape Town University  
of Technology and the Namibian Institute of  
Mining and Technology.

As part of its commitment to Creating a Future, 
Enhancing Life for all Namibians, NBL sponsored 
seven technical apprenticeships during 2017. This 
includes the sponsorship of their studies as well as 
job attachment periods in order to enable them to 
complete the required trade test. NBL also provided 
internships to 20 Namibian students as part of their 
tertiary qualification requirements. 

NBL’s relationship with its recognised union, 
NAFAU, remains strong and cooperative, with 
no strikes having taken place in nearly 30 years. 
52% (2016: 53%) of employees form part of the 
bargaining unit, 50% (2016: 51%) of who are 
members of NAFAU. 22% of the bargaining-unit 
employees are members of the Namibia Wholesale 
and Retail Workers’ Union (NWRWU), which is lower 
than the required level for a formalised relationship. 

Employee turnover remains well below 10% and 
absenteeism is tracked on a monthly basis to  
ensure NBL delivers on internal targets. This is 
further supported by the on-site clinic in Windhoek,  
which offers occupational and primary health  
care services. 

Health, safety and wellness programmes make for 
a healthy workforce and increased productivity. 
During the year, all NBL employees as well as 
outside contractors were re-inducted to health 
and safety training to reinforce a culture of safety. 
Employee induction programmes emphasise 
the risks of working in an environment that is 
characterised by moving machinery, the handling  
of chemicals, forklift and truck operations, as well  
as ventilation and lighting demands. 
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Corporate social investment support

NBL recognises its responsibility to manage its social, environmental  

and economic impacts. This is why the Group invested N$7.9 million  

(2016: N$3.2 million) in community projects over the past year in support  

of its purpose Creating a Future, Enhancing Life and the strategic  

outcomes Sustaining Growth, Ever-Expanding, Securing the Future  
and Bringing Sustainability Everywhere, Impacting the World. 

The O&L corporate affairs team is responsible for 
CSI in the Group. During the year, NBL reviewed 
its CSI strategy to ensure closer alignment with the 
strategic outcomes mentioned above. NBL adopted 
a targeted funding approach that considers the 
long-term impact of the Group’s investment and 
involvement. As such, selected CSI initiatives 
must contribute towards managing the specific 
risks and opportunities that arise from NBL’s 
business activities. These contributions include a 
stronger focus on promoting responsible drinking 
and managing environmental resources through 
strategic partnerships with key stakeholders. 

Additional, ad hoc engagements with stakeholders  
are maintained at a Group level and no longer form 
part of NBL’s revised CSI strategy. This enables 
greater optimisation of resources and synergises 
NBL’s approach to CSI across the business. 

Core projects include the condom distribution 
project and the blow the horn on rhino  
poaching initiative. 

CREATING SHARED VALUE (CONTINUED)
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Blow the horn on rhino poaching

NBL launched a campaign in support of the 
fight against rhino poaching. Namibia is home to 
free-roaming rhino and the largest population of 
Black Rhino in Africa – one of the main drivers of 
tourism to the country. Tourism in turn contributes 
significantly to employment and economic growth. 

With a reward of N$1 million, NBL – in partnership 
with the Ministry of Environment and Tourism, the 
Namibian Police and Intelligence Support Against 
Poaching (ISAP) – aims to incentivise the general 
public to provide tip-offs leading to the arrest and 
prosecution of rhino poachers. 

In addition, NBL donated a two-seater aircraft to 
ISAP in February 2017. This aircraft, known as  
The Protector, will be used for tracking collared 
rhino, tracking poachers, air support for ISAP, as 
well as patrols in national parks and private reserves.

Condom distribution project 

This public-private partnership between NBL and  
the Ministry of Health and Social Services (MoHSS) 
supports Namibia’s fight against the spread of  
HIV/AIDS and other sexually transmitted infections.

This partnership was entered into by NBL in 
support of Creating a Future, Enhancing Life for all 
Namibians, and serves as a positive example of how 
private sector systems can be utilised to alleviate 
the burden on Government to provide essential 
services. This valuable outcome is the result of 
dedicated engagement with Government around 
issues of accountability, distribution monitoring and 
managing, roll-out and uptake to ensure that the 
project is sustainable. 

The project leverages the strengths of NBL’s 
logistics and distribution network to ensure reliable 
and efficient delivery of condoms to even the most 
remote communities in Namibia. Through this 
partnership, it is estimated that 8 million ‘Smile’ 
condoms will be delivered each year. 

Other CSI initiatives 

zz NBL’s premium beer brand, Windhoek Lager showcased Namibia’s unique and internationally appreciated 
wildlife in partnership with wildlife conservation organisation N/a’ankusê.

zz NBL supports the Ministry of International Relations and Cooperation to celebrate Namibia’s 
Independence each year.

zz The Vigo brand supports schools caring for physically and mentally challenged children, as well as 
recycling through the School's Recycling competition run by the RNF.

zz NBL donated state-of-the-art eye care equipment to Windhoek Central Hospital Eye Clinic. This 
equipment is valued at close to N$1 million and is the first of its kind in Africa. 

zz NBL supported various environmental initiatives during the year. In particular, NBL supported clean-up 
campaigns such as The Fish River Canyon Clean-up and Project Shine.
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NBL and Heineken entered into a new venture in South 
Africa in December 2015. This venture provides Heineken 
with increased commercial control of its brands in South 
Africa whereas both parties are able to leverage one 
another’s brand portfolios. In addition, a volume migration 
agreement provides joint access to the Sedibeng Brewery 
in Johannesburg and NBL’s brewery in Windhoek, thereby 
increasing production flexibility for both parties. 

In addition to these benefits, NBL and Heineken South 
Africa share a good understanding of each other’s 
business as well as common goals and values. 

Reflecting on 2017 for Heineken  
South Africa 
The past year was Heineken South Africa’s first year 
operating as an independent business. The business 
launched several new brands. This includes SOL, an 
authentic Mexican beer, as well as Strongbow Apple 
Ciders, which enabled Heineken South Africa to 
successfully re-enter the country’s cider category. 

Through cross-functional collaboration, the business 
improved operational performance that included, for 
example, sales execution, customer service and crate 
rotation. Heineken South Africa further evolved its 
route-to-market by reducing inefficiencies in its primary 
distribution logistics and investing to extend its reach  
into the informal market. 

Sedibeng Brewery, which started production in 2010, 
is one of the most advanced breweries in Africa. In the 
past year, the business invested in advanced production 
equipment and extended its warehouses.

Combined, these successes resulted in improved   
financial performance and double-digit volume growth  
in a challenging operating environment. 

Heineken South Africa: agile and 
responsive to
Drought 
Heineken South Africa felt the impact of the drought in South 
Africa. The business was most hard hit by water shortages 
that interrupted production during the brewer’s peak 
season in November 2016. To mitigate this risk, Heineken 
South Africa is focused on reducing its water consumption, 
increasing its access to water, as well as increasing 
Sedibeng’s water capacity to ensure the brewery is less 
vulnerable to water shortages. The business is furthermore 
engaging local authorities to find and support solutions. 

Through its relationship with NBL, Heineken South Africa 
can also tap into the Namibian brewer’s knowledge about 
water saving initiatives to reduce its consumption and 
improve its self-sufficiency. 

CASE STUDY 

HEINEKEN 
SOUTH AFRICA
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Heightened competition 
The acquisition of SABMiller by multinational beverage and 
brewing company, AB InBev, has impacted the competitive 
landscape. For example, AB InBev announced its intention 
to launch its premium global brands, such as Budweiser and 
Stella Artois, in South Africa. This will directly compete with 
the brands offered by Heineken South Africa. 

Heineken South Africa’s ability to leverage NBL’s product 
portfolio provides the brewer with a degree of agility  
to respond to heightened competition in the market.  
In addition, Heineken South Africa is focused on 
introducing more of its own global premium brands into 
South Africa, as well as growing its local share of the  
cider market.

Currency instability 
Ongoing political instability in South Africa is a trigger 
for currency fluctuation and can result in significant Rand 
devaluation. As Heineken South Africa imports a substantial 
portion of its raw materials from Europe, the business is 
vulnerable to foreign exchange impacts. Consequently, local 
sourcing is increasing, with the business currently sourcing 
close to 100% of its packaging materials locally. The local 
procurement of raw materials will receive future attention 
in line with Heineken International’s target to source 60% of 
agricultural raw materials used in Africa locally by 2020. 

Stricter regulations
In September 2016, the South African National Liquor 
Policy was published for consultation. This policy outlines 
various measures to limit the availability of and access 
to alcohol. The measures include restricting alcohol 
advertising, raising the legal drinking age, and making 
the industry – including manufacturers, wholesalers and 
retailers – jointly liable for the damage done by unlicensed 
liquor sales. 

Heineken South Africa has expressed concern that certain of 
the proposed amendments will fail to address alcohol abuse, 
and instead impact the industry’s contribution to the country. 

Heineken South Africa agrees that alcohol abuse is a 
serious challenge in South Africa. However, the business 
believes that there is a need to rather intensify joint efforts 
to combat the harm through ongoing engagement with 
and collaboration between key stakeholders. 

The business made significant contributions to the 
economy in the past year, including:

zz creating approximately 400 direct jobs

zz improving its broad-based black economic 
empowerment score from level 7 to level 5

zz becoming one of the founding members of Orange 
Corners, an initiative by the Dutch Embassy to support 
young South African entrepreneurs

Achieving One Heineken South Africa  
company culture 
In February 2017, all employees of Heineken South Africa, 
and a number of employees from NBL, gathered at 
Sedibeng brewery to celebrate the business’s new venture 
into South Africa. The event provided an opportunity to 
familiarise all employees with Heineken South Africa’s 
brand proposition, discuss its 2016 performance, as well 
as its vision for 2017. With employees drawn in from DHN 
Drinks, as well as the incorporation of new employees into 
the business, this event was an important step in instilling 
one company culture across Heineken South Africa.

The business further facilitated a workshop in May 2016 that 
was attended by its top 50 leaders. This workshop served 
to share the overarching company strategy empower 
leadership to effectively cascade the vision and operational 
requirements of the business to all levels of the organisation.

Other initiatives include monthly employee engagement 
sessions, the launch of the Star Leadership Programme,  
as well as an internal company magazine. 

Reaching for the Stars
Similar to NBL’s purpose of Creating a Future, Enhancing 
Life, Heineken South Africa developed a strategy called 
Reaching for the Stars. This strategy guides Heineken 
South Africa’s approach to building a profitable and 
sustainable business, while contributing to the social, 
economic and environmental well-being of South Africa. 

The year ahead
Having laid the foundations for long-term success, 
Heineken South Africa is determined to build on the 
achievements of the past year through an ongoing 
focus on brand innovation, improvement of operational 
performance indicators and increased local sourcing. 

In 2016, Heineken South Africa announced its intention  
to acquire Stellenbosch-based craft brewery, Stellenbrau. 
This is an important step in the business’s move to 
establish an emerging position in craft in South Africa 
and tap into this growing consumer trend. The craft beer 
category will remain an important focus. 

Having laid the foundations for long-term success, Heineken South Africa  

is determined to build on the achievements of the past year through an ongoing  

focus on brand innovation, improvement of operational performance  

indicators and increased local sourcing. 
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