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OUR CONTEXT 
AND STRATEGY

“As one of the oldest and most widely consumed beverages, 
beer remains in the thick of a challenging era. Over the last 

several years, the global beer industry has experienced a roughly 
stagnant if not decelerated market with various factors impacting 

consumption. Having to face structural challenges, tighter 
regulation, higher competition, and a change in consumer habits, 

brewers are focusing on innovative strategies and distribution 
channel developments to maintain their returns and margins.”

 
– J P Morgan Chase & Co.1

1  JPMorgan Chase & Co. – The beer industry: Pouring both pint and profits away from the sector (14 August 2018)

INTEGRATED ANNUAL REPORT 2019 21



BEVERAGE AND 
CONSUMER TRENDS
Africa remains a growing market for beer. This is the result of demographic drivers 
rather than consumer behaviour as we see similar global trends affecting all the 
markets where our brands are available. 

Trends that are relevant to our portfolio Our response

There is a decline in the consumption of alcoholic 
drinks. More consumers are choosing not to 
drink or are actively reducing their alcohol 
consumption. They still want the social and 
emotive benefits associated with drinking but not 
the negative side-effects of alcohol. Growth in beer 
sales is stalling around the world as an increasing 
number of people become more focused on health 
and well-being. This is leading to the growth in 
non-alcoholic and low-alcohol offerings.

Our portfolio has been designed to include premium, mainstream 
and low-alcohol beers, as well as soft drinks – aimed at a variety 
of motivations and occasions. Our recently launched and very 
successful Tafel Radler is an example of an alternative drink that 
offers taste and the emotive benefits suited to this trend. 

Related strategic outcome:
Amazing Experiences, Enduring Impact  

Sustainability and brand ethics become more 
important decision drivers. Consumers are more 
aware of the impact that their consumption habits 
have on the environment. This leads to them 
demanding greater sustainability from the brands 
they consume. They expect greater transparency 
and ethical behaviour from brands, amplified by 
social media commentary. 

Consumers are seeking brands with a cause, 
especially where this is aligned to their personal 
values. However, these brands have to be 
credible, authentic and thoughtful in the way they 
demonstrate their commitment to values such as 
sustainability and inclusivity.

We identify suitable brand activism platforms that will make positive 
change to communities. An example is the King Lager Man with 
a Plan initiative and Windhoek Lager’s commitment to Save the 
Rhino. We are also actively practising water stewardship, reducing 
our carbon footprint and finding ways to reduce the use of plastic. 

Related strategic outcome:
Sustainable Execution in Everything   

Consumers are expanding repertoires and demand 
variety. In an age where technological innovation 
has become the norm and consumers have greater 
access to more products, their repertoires are 
expanding. Rather than being loyal to a single 
brand, consumers are drinking a variety of 
products and are increasingly looking for new 
and innovative offerings.

We regularly expand our existing ranges, for example launching 
new flavours for McKane and Camelthorn’s new India Pale Ale 
this year to keep consumers interested and excited. Consumers 
can explore new variants and tastes within the NBL portfolio. Our 
investment in innovation is informed by consumer surveys and 
unlocking the insights that lead to consumer centric innovations. 

Related strategic outcome:
Amazing Experiences, Enduring Impact  

Consumers in our home market are feeling the 
pressure. The biggest changes to the Namibian 
beverage landscape are the growth in the non-
alcoholic category, broadening repertoires and 
clear signs of economically distressed consumers. 
Due to the poor state of the economy, disposable 
income has come under pressure. Consumers are 
therefore seeking value and, although difficult 
to quantify, we expect to see an increase in the 
consumption of home-brewed alcoholic beverages. 
Consumers are also reducing their frequency 
of consumption and are aggressively seeking 
discount options.

To remain competitive and offer consumers better value, we 
continue to manage costs throughout the value chain. Brands 
such as King Lager, which falls in the value segment, have been 
performing well in current market circumstances. This can be 
attributed to a focused regional strategy and an accessible 
price point, supported by consumer activations and customer 
partnership programmes.

Related strategic outcome:
Everyone Purposefully Producing  
Breakthrough Everywhere     
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PURPOSE
Creating a Future, Enhancing Life

Values
zz Let’s Talk

zz Let’s do it

zz Hooked on Results

zz We Grow People

zz We All Serve

zz Naturally Today for Tomorrow

zz We do the Right Things Right

2019 VISION
To be the most progressive and inspiring company

Breakthrough metrics
zz To achieve a N$2 billion EBIT target

zz To reduce the Group’s carbon footprint by 20%

zz To be an Employer of Choice

zz To create 4 000 additional job opportunities

Strategic outcomes

Everyone Purposefully Producing 
Breakthrough Everywhere

Amazing Experiences, Enduring Impact

Sustainable Execution in Everything

This year the O&L Group celebrates 100 years (NBL celebrates its 100 years in 2020). 
It is also the end of an eight-year strategy cycle directed by the 2019 vision. Although 
we did not achieve all the targets according to the breakthrough metrics as a  
Group, we have made significant progress over this period in Creating a Future, 
Enhancing Life. 

The new Group strategy and targets will be 
announced in October following many months 
of preparation with the assistance of GAP 
International. 

For the new cycle, the Group involved all companies 
and employees, asking them where they would like 
to see O&L by 2025. They were invited to submit 
ideas about what to improve in their teams.  

Some of these big ideas will be incorporated into 
the final strategy. We believe this process drives 
ownership, an understanding of individual 
contributions and a sense of destiny.

Our breakthrough approach will continue to drive 
team behaviour daily, and the new Group leadership 
teams will ensure that we question assumptions and 
perceptions along the way. 

O&L GROUP’S 
PURPOSE-DRIVEN 
STRATEGY

INTEGRATED ANNUAL REPORT 2019 23



Read more about these initiatives and progress in the material matters section from page 41.

STRATEGIC OUTCOMES 

Everyone is successful, thriving 
and making things happen in 
breakthrough mode.

Everyone is deeply connected to 
purpose, lives the values and is 
proud of what they do.

Everyone is valued, recognised 
and appreciated for the 
difference they make.
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We continue rolling out the breakthrough architecture in all 
functional teams, with each individual working from their own 
purpose to support the Group purpose.

Feedback from the 2019 Great Place to Work® survey indicated 
that employees are engaged and clear about their roles and 
contribution. 

Our digital journey transformed sales and marketing 
capabilities by improving data availability, engagement and 
insights.

Everyone 
Purposefully 
Producing 

Breakthrough 
Everywhere

Purity-inspired, reliable quality, 
impacting the whole

Consistent experiences, amazing 
relationships and lasting impact

Always there, simple and easy, 
the natural choice
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We continue expanding our portfolio for more choice in all 
categories. 

International and local awards confirm the quality and appeal 
of our products. 

Our brands are purpose-driven and make impact contributions, 
for example King Lager (Man with a Plan), Windhoek Lager 
(Save the Rhino) and Tafel Lager (Brave Warriors). 

We continue owning and driving the responsible drinking 
agenda in Namibia and have demonstrated this through our 
strong track record of implementing responsible drinking 
initiatives and drawing attention to road safety during peak 
holiday periods.

Amazing  
Experiences,  

Enduring  
Impact

Sustaining growth, ever-
expanding, securing the future

Excellence in everything, 
executed with care

Bringing sustainability 
everywhere, impacting the world

Inspired by integrity, creating 
trust and confidence
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We continue reducing our use of natural resources and have 
increased our reclamation and recycling ratios.

We maintain ethical and effective governance structures based 
on integrity.

Our material matters identified the ways in which we are giving 
back to continue sharing value sustainably with stakeholders.

Sustainable 
Execution in 
Everything
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