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VISION

To be the best at what we do!

MISSION

We provide postal, financial, and logistics solutions to
keep people in touch and to enhance their quality of life.

VALUES

Integrity (uphold ethical behaviour, respect, and good governance).

Accountability (take ownership of our actions).
Caring (for ourselves, our customers, and our stakeholders).

Teamwork (work together to achieve our mission).
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FACTS ABOUT NAMIBIA

|
Omusati

Oshana

Ohangwena

Oshikoto

Kunene

Erongo

Otjozondjupa

Okavango

Omaheke

Caprivi

Land Area: 824,269 km?

Population: 2,108,665 (2009 estimate)
2,088,669 (2008 census)

Capital city: Windhoek
Official Language: English

Other Languages: Oshiwambo, Afrikaans,
Nama, Damara, Otjiherero, German,
Rukwangali, Setswana, and others.

Major Ethnic Groups: Ovambo, Kwangali,
Damara, Herero, Nama, San, Afrikaner,
German, and others.

Currency: Namibia Dollar (NAD)

NamPost Branches: 135 (2011)

Annual Report 2011 | 5



GROUP STRUCTURE

GOVERNMENT OF THE REPUBLIC OF NAMIBIA

Namibia Post and Telecommunications Holdings

nampost”

NAMPOST FINANCIAL
BROKERS (PTY) LTD

UBILA

Post

100% Owned 50% Owned

6 | Annual Report 2011




All NamPost
business units
(Postal Services,
Savings Bank and

Courier) have
contributed
positively to
profitability.




| Neville Field | | Nangula Hamutenya |
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| Sebby Kankondi | | Ndahafa Nambira | | Boas Mweendeleli |
| Chairman |
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| Ambrosius lipinge | | Wilmarc Lewies | | Eldorette Harmse |

| GM: Postal Services| | GM: Courier | | Head: Legal service and Company Secretary |
| Festus Hangula | | Sonia Bergh |
| Chief Executive Officer | | GM: Human Resources |
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| George Itembu | | Suzette Scheepers |

| Head: Internal Audit |

| Berlindi Van Eck |
| GM: Corporate Marketing |

| Bertie Reyneke |

| Head: ICT | | GM: Savings Bank |

| Norman Cloete |
| GM: Corporate Finance |
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CHAIRMAN'S REVIEW

Introduction: It is indeed a privilege to present the Annual
Report of Namibia Post Limited for the year ended 30
September 2011. | am pleased to report that NamPost has
accomplished much of what we set out to achieve for the
period under review. We have forged ahead and pursued
a strategy that strengthened NamPost's position after the
worldwide financial crisis in 2008/9.

At NamPost, we have large ambitions and we are putting
in place strategies to achieve them. We have reduced our
costs, launched new products and made processes more
efficient.

Major Achievements: During the year, the NamPost Board
and Management reviewed the five year strategic plan. A
top down approach was followed, looking at the Company
in totality and reviewing the mission, vision, values and
strategic objectives to ensure that they remain relevant.
At the end of the exercise, the vision, mission and values
of NamPost were modified, as reported elsewhere in the
Annual Report. The strategic objectives were generally
confirmed as still valid.

The strategic themes for NamPost on which we will focus
for the next three years are:

+ Strategic transformation of the institution to remain
financially sustainable;

» Provision of customer solutions; and

+ Business risk management.
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Financial Highlights: | am exceedingly pleased to share
with you that the NamPost Group has achieved the best
ever financial results since commercialisation in 1992.
| believe that the strong financial results are a direct
consequence of the sound business strategy adopted by
the Board in 2009. Financial sustainability remains a key
objective in the Board's quest to create real and tangible
value for its Shareholder.

The NamPost Group recorded an Operating Profit of
N$30.4m and the Company recorded an Operating Profit
of N$27.1m. Return on equity is standing at 13%, which
is commendable for a Company that provides some of its
core services as a social responsibility to the Namibian
nation.

Dividends: | am pleased to announce that the NamPost
Board in line with a newly approved Dividend Policy
approved the payment of a dividend of N$5 million to the
Shareholder, Namibia Post and Telecom Holdings Limited.

Moving Forward: The growth potential in the financial
services market remains promising. NamPost is taking
strides to expand its financial services offering and to
play a major role in Government’s objective for financial
inclusion.

The future provides us not only with challenges, but also
with exciting opportunities, the opportunity to build on our
success. Let us embrace that opportunity.



We must recognise that we are presently operating in
exceptionally challenging times. Times that require making
a skillful choice in strategy, its timely implementation,
maturity in leadership and a work force that is committed
to the Company.

We are committed towards building a sustainable, growing
and vibrant institution that is smart, efficient, technology
and knowledge driven and which meets the aspirations
of its stakeholders. Our foremost aim is “to be the best at
what we do”.

Acknowledgements: | thank the NamPost team for
the effort, energy and understanding in our quest to
continuously prepare the post office to be relevant to the
needs and demands of our evolving society.

The coming year promises again to be challenging. | look
forward to working with all stakeholders in ensuring that
NamPost continues to show growth and relevance.

W | Sebby Kankondi |
| Chairman |
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CHIEF EXECUTIVE OFFICER'S OVERVIEW

Operational Report: | am delighted to report on yet
another financial year where NamPost put its foot forward
to “..provide postal, financial and logistics solutions to
keep people in touch and to enhance their quality of life".
| believe that we have achieved good results in all areas
of the business. We have not only achieved most of our
targets as set out on the business plan for the year ended
30 September 2011, but we have significantly exceeded
some of the targets. This is evident in the 98% increase in
operational profit of the company.

All NamPost business units (Postal Services, Savings
Bank, and Courier Services) have contributed positively to
profitability. Collectively, the business units have grown
revenue by 32% despite difficult market conditions—highly
competitive financial markets and parcel delivery industry,
and the challenge from communication digitalisation.

We have also managed our costs to realise a year on year
growth expense of -3% even though we continue to invest
in new ways of doing things and in training our staff. This
is commendable given that inflation has increased by 4.3%
during the financial year.

There is a strong noticeable improvement in our debt
collection as a consequence of stepped up debt collection
activities. We will continue to pursue this strategy and
ensure that cash due to the company is collected timely.

Country-wide, more individual post offices are becoming
profitable. For example, only 3 post offices out of 32 in the
North-west Postal Region are loss making and only 2 post
offices out of 25 in Erongo Postal Region are loss making.
However, we face significant challenges in the South
and North East Postal Regions due to limited economic
activities in some of the towns in which we operate. We
will continue with strategies that will ensure that all post
offices maximise revenue within their communities.
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We continued to deploy technology to facilitate the
business. For example, the global monitoring system (GMS)
and track and trace technology have been successfully
implemented. These are facilitating mail services enabling
NamPost to more accurately measure the efficiency of
mail delivery.

NamPost Courier remains the premier parcel delivery
entity in the country reaching all the corners of Namibia
where we have post offices. We are enhancing our Courier
product offering and look forward to offering more
convenience to our customers.

Our savings products continue to grow and attract both
high income and the lowest end of the market. The
biometric enabled technology SmartCard remains very
popular as a means of accessing savings and transactional
facilities. The SmartCard is loved not only because of its
security aspects but also due to affordability, accessibility
of post offices country-wide and convenience. To make it
easier for our customers to transact at shops, we increased
our point of sales by 51% during the financial year.

Looking forward:

* We will continue to focus the institution's energy in
transforming the post office and position it to be a beneficial
presence in each community in which it operates, and to
enhance shareholder value.

+ Seek to position NamPost to dynamically respond to
customer needs and to the changes in the market place.

Continue to pursue a strategy aimed at bringing more and
more financial services to the people and foster the ideals
for financial inclusion of all Namibians.

Leverage off technology and mitigate the threats of
digitalization



To the 743 employees of NamPost, | say thank you for your
efforts, diligence, and team work in the push towards the
realisation of the strategic objectives of NamPost.

Lastly and most importantly, thanks to our customers for
their belief in the Post Office, its products, and its services.
| can assure you that we aim to be the best at what we
do and | look forward to a continued, mutual beneficial
relationship into next year and beyond.

&
“

~ 2 D | Festus Hangula |
(7S s/ . | Chief Executive Officer |

/
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CORPORATE FINANCE

The Company performed very well during the 2010/11
financial year and achieved its best financial results since
commercialisation in 1992.

Revenue of the Group increased by 32% from N$511 million
in 2010 to N$677 millionin 2011. NamPost, its joint venture,
SmartSwitch Namibia (Pty) Limited and its subsidiary,
NamPost Financial Brokers (Pty) Limited (PostFin), recorded
good growth in their respective areas of operations.
Contribution to group results from the International Mail
Processing Centre (IMPC), the cooperation arrangement
with DHL/ Deutsche Post, however remained insignificant
mainly due to unforeseen external factors.

All the business units, namely Savings Bank, Postal Services,
Agency Services and Courier Services performed very well
during the 2010/2011 financial year.

Operating expenses decreased from N$227 million in 2010
to N$220 million in 2011.

Operating income of the Company increased by 98% from
N$13,7 millionin 2010 to N$27,1 millionin 2011 and that of
the Group increased by 108% from N$14,6 million in 2010
to N$30,4 million in 2011.

Two important aspects should be highlighted; namely, the
impact of unrealised adjustments on total comprehensive
income of the Company and the Group and the early
adoption of IFRS 9.

a.Unrealised positive adjustment of available for sale financial
assets in 2010 amounted to N$18,6 million and a negative
unrealised fair value adjustment in 2011 amounted to
N$12,5 million.

b.The Group opted to early adopt IFRS 9 in 2010/11 and the
impact of this is the recognition of realised and unrealised
fair value adjustments in the statement of comprehensive
income as per the Director's Report and the Financial
Statements.

Total comprehensive income (after net unrealised
adjustments) of the Company and the Group decreased
from N$17,0 million in 2010 to N$10,5 million in 2011 and
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from N$17,8 million to N$12,7 million, respectively.

Total Group assets grew by 39% from N$1,8 billion in
the previous financial year to N$2,5 billion in the current
financial year. Investmentin property, plantand equipment
and intangible assets amounted to N$13,7 million (2010:
N$14,0 million).

It is expected that the positive trend in the performance
of the company will continue in the new financial year, but
that challenges will be faced due to a highly competitive
environment and the fluctuations in the financial markets.
This may make the performance of the Group relatively
unpredictable.
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| Norman Cloete |
| GM: Corporate Finance |
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POSTAL SERVICES

Operational Overview: The financial year ended 30
September 2011 witnessed important events in the Postal
Service business unit as the business unit started to realise
the fruits of implementing the business plan.

Postal services reported a revenue of N$338m which is a
N$44m increase from the previous year. Operating income
for the business unit was N$54.7m against N$52.4m
from the previous year which is a 4% increase. Despite
stiff competition, loss of some key business to electronic
mailing and loss of business to La Post in France, Postal
Services performed well.

Postal Service business unit encompasses the following
Business Divisions:

+ Domestic and International Mail Services Division
* Hybrid Mail Services Division

* Post Offices Division

* Agency Services Division

* Philately Services Division

The chart below shows actual profit before tax vs the
previous year in millions.

58.00

56.00 +

54.00 +

52.00 +

50.00 ~

48.00

Actual Baseline

Postal

In 2011, we embarked upon a Post Office Transformation
Project, setting an exciting new direction towards
customer-driven, sustainable growth for the business
unit. During the financial year, we took strides in meeting
this objective, as we stabilised the business and laid a solid
foundation for a better future.

As the population and economy grew, so too did postal
services' core business. But over the past years, the
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rapid shift by consumers to digital communications and
transactions sharply eroded letter volumes and put stress
on the cost base of traditional mail delivery infrastructure.
It was apparent that a new direction was essential, not only
to survive but also to thrive in the era of digital economy.

Postal Business Prospects: The continued profitability
of the business unit demonstrates that it continues to be
relevant to Namibia and that the strategy of diversifying
revenue streams is bearing fruit. The contribution of
the agency business (bills payment, phone cards and
other services) to postal services' revenue has grown
proportionally and has enabled it to perform well.

Cost Containment: Reducing costs in line with possible
future decline in revenue assisted in achieving the budget
in a challenging economic environment. The postal tariff
increases were kept in line with inflation.

NamPost continued ploughing resources into IT and
physical infrastructure as expected in its mandate of
providing communication infrastructure and in support of
the Government's Vision 2030 of making Namibia a leader
in the development of the postal sector and the use of ICTs
for socio-economic development.

Domestic and International Mail Services: In spite of
digital communications alternatives, NamPost continues
to deliver on its mandate. The Mail Business unit continues
to be the key revenue generator for the Namibia Post
Limited.

The core business of NamPost mail showed a decline in
the inbound mail volume as compared to the mail volume
in 2010. A combination of factors such as the impact of the
recession and customers choosing other communication
means are responsible for this trend.



Graph A
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Graph A above illustrates Inbound and Outbound Mail
handled as from 2000 to 2011. The following can be noted:

+ Despite an increase in domestic mail of 28% from 2009 to
2010, the mail volume decreases by 11% in 2011 due to a
decrease in business to business mail (B2B) and business
to consumer (B2C) mail.

International inbound Mail decreased by 10% in 2011
from the volumes of 2010, due to global economic
recession and consumers opted to utilise other means of
communications.

Graph B above shows Outbound and Inbound Parcels
handled as from 2000 to 2011.

* Parcels posted declined by 16% primarily due to security
enforcement by the US Post on direct and transit parcels.

+ Aslightincrease of 1.6% was noticed in inbound parcels.

* ATrack and Trace System was installed to allow customers
to keep track of their parcel and record items posted.

* A Global Mail Monitoring Services was deployed to
ensure effective monitoring of turnaround times of the
international mail. This system monitors letters posted by
local and international anonymous panelists to determine
how long it takes for the mail to reach its destination.

+ Robust control measures also played a major role in
ensuring the increase in the Mail Business unit's operating
profit.

Hybrid Mail services: Hybrid Mail Services combines
electronic transmission and a physical delivery utilising
state of the art integrated mailing technology to expedite
invoices or statements on behalf of high volume mailers at
an affordable price.

2006 2007 2008 2009 2010 2011
47,09 61,41 104,7 1041 95,51 80,29
83,92 90,81 7829 1031 1215 1196

+ Hybrid Mail Services' client base grew from 20 to 28, an
increase of 40%.

+ Documents printed at the Hybrid centre increased from 5
million in 2010 to 8 million during 2011, an increase of 60%.

*+ Revenue from Hybrid mail services increased by 35%.

Impact of e-commerce on Postal Services Globally: The
core postal business will for a long time still remain the
delivery of paper-based traditional products. Namibia
Post being part of the Universal Postal Union realises
the benefits of applying information and communication
technologies to improve the quality of service to its
stakeholder’s expectations.

Digital migration creates challenges on physical
communications, reducing the rate of growth in mail
volumes. The communications and information revolution
is affecting every area of human life, in every part of the
world and have enormous potential to reshape and
transform the ways in which people of the world interact
with each other and participate in the various spheres of
society. While embracing both challenges and opportunities
brought by these developments, effective strategies were
developed to mitigate the risk over this area.

However, the future holds that substantive and sustainable
development in the information society of the 21st century
cannot be conceived and achieved on a worldwide basis
without integrating all existing and future communication
infrastructures and services, including postal and other
physical communication services. In this context, postal
services are not part of a sunset industry, but shall continue
playing a significant role in domestic and world economy,
as well as the world's information society.
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Trust: In fulfilling Universal Postal Service Obligation,
NamPost has securely and confidentially delivered
information to all corners of the world. NamPost will
continue to play that role through innovative and secure
products, with a special focus on quality of service delivery.

Post Office Access: The primary goal of the postal network
is to ensure easy access by all citizens. The network is
relatively developed compared to other countries in the
region, but the average post office density (i.e. the number
of people to a post office ) remains high at 18 000 as
opposed to international standard of 12 000 people per
post office.

* Over 35 000 clients are served at our 135 Post offices
weekly.

* 100 000 postal boxes are installed countrywide of which
96% were rented out in 2011, compared to 95% in 2010.

The following new post offices were opened in line with
the National Development Plan (NDP3) target, bringing the
total of post offices from 128 in 2010 to 135 in 2011.

+ Osire Post Office - Otjozondjupa Region
+ Omatjete Post Office - Otjozondjupa

* Ongha Post Office - Ohangwena Region
+ Rocky Crest Post Office - Khomas Region
+ Auas Valley Post Office - Khomas Region
+ Klein Kuppe Post Office - Khomas Region

* Onaanda Post Office - Omusati Region

Agency Services: The Agency division's strategy resulted
in an increase in the sale of prepaid airtime. We shall
continue to build on our successes during 2011.

Two new agency agreements were concluded during the
period under review, with the following entities:

+ Universal Sounds
* Estate Tracing Agency

* Mobipay

Philately Services: The following commemorative stamp
and personalised stamp series were issued during period
under review:

+ On28January 2011 stamps commemorating the Big Five of
Namibia were issued.

* On23March 2011, stamps celebrating the Frogs of Namibia
were issued.

+ Stamps launching Decade of Action for road safety 2011-
2020 of Namibia were issued on 11 May 2011 and officially
launched by Honorable Minister Erkki Nghimtina.
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On 30 September 2011 special stamps were issued
celebrating the Grasses of Namibia.

Stamps celebrating the endangered marine life of Namibia

were issued on 16 May 2011. * NamPost Philately introduced and launched the
personalised stamps successfully. As per sheet example
below.

+ Stamps for the Aloes of Namibia were official launched on
21 June 2011.

Grebes wemss

The Nairobi Postal Strategy of 2009-2012: The Nairobi
Postal Strategy of 2009-2012, lays solid foundations for
global, regional and national designated postal operators.
The four pillars of strategy are structured to respond to

18.07.201

(\q:\’ Q specific global, regional and national challenges:
e e -

« Improving the interoperability, quality and efficiency of
the three-dimensional postal network in order to keep the
sector relevant to market and customer needs;

* On 18 July, stamps were issued commemorating the + Stimulating a universal postal service that is adapted to the
Grebes of Namibia. social, economic and technological environment and its

economy;

* Promoting the sustainable development of the postal
sector and its economy;

* Fostering the growth of the postal markets and services.
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The above pillars of strategy presents an opportunity to
reflect on the possibilities of what the postal services can
do to boost the economy in our country and more so the
greater regional economic block and beyond.

Pan African Postal Union (PAPU):

Namibia is a proud member of PAPU, a specialised agency
of the African Union (AU) mandated to spearheading the
development of postal services in Africa.

Southern Africa Postal Operators Association (SAPOA):
The Southern Africa Development Community Ministers
of Information and Communication Technology (ICTs)
approved the SAPOA four year 2008 - 2012 strategic plan
aimed at addressing key policy decisions affecting the
postal sector in SADC. NamPost will continue to support
SAPOA and foster greater regional cooperation in postal
operations.

| Ambrosius lipinge |
| GM: Postal Services |
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The Courier department had another strong year in
both operating income and volume growth during a very
challenging time for transport companies.

Courier revenue increased by 14% and operating
income by more than 200%. This was achieved through
a combination of revenue growth, close control in
expenditure and focusing on service improvement. There
was also an improvement in our debtors' collection days
which currently stands at the lowest level it has been since
the inception of the Courier department.

Strategic investments were made in the areas of staff, fleet
and fleet management systems, debtors and document
processors, and package management. All of which have
further broadened Courier's platform to improve on
service offering to the market.

The focus for the next year will be on enhancing product
offerings and to introduce Customer Relationship
Management systems that will make us understand our
customer needs even better. We will continue to focus on
finding ways to make it easier to do business with NamPost
Courier.

| Wilmarc Lewies |
| GM: Courier |
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Courier revenue
increased by 14%
and operating
income by more
than 200%.




SAVINGS BANK AND TREASURY

During the year in review the Savings Bank continued its
strong growth and registered a 28% increase in operating
income.

The depositbook grew by 39% compared to a growth of 25%
the previous financial year. The number of retail investors
increased by 13.2%, the number of SmartCard transactions
by 9.6%, and the number of accounts by 12.4%. In the
year to come we will concentrate on creating awareness
among the public at large concerning the various usages
and enhanced safety features of the biometric solution
used within the Smartcards. We will also concentrate
on increasing the average number of transactions per
cardholder. Our product remains the most secure and
preferred bank account among Namibians. The cards can
be used at any of our 135 Post Offices throughout Namibia
or at any of our Point of Sales devices at retailers. In the
near future, NamPost will remain focused on providing
banking services to the unbanked and under-banked.

During the financial year, we successfully implemented the
remaining part of the new investment system. Our focus
will now be on entrenching the level of knowledge and
ability to operate the system to its full potential.

During the financial year we also commenced with the
Know Your Customer project to adhere to and comply
with the Financial Intelligence Act. We made substantial
progress and will continue with the drive to obtain
customer information in the new financial year.

We expect the low interest rates to prevail for the larger
part of the financial year, which should make it a very
challenging but also an exciting year.

Global economy

The recovery in the global economy continued during the
second quarter of 2011, although the pace of growth has
slowed somewhat. Key factors which contributed to slow
growth included sovereign debt problems in the Euro
Area as well as fiscal challenges in the US which affected
consumer and business confidence.

Onthe monetary policy front, most central banks continued
to maintain accommodative monetary policy stances, while
a few others, especially in the emerging market economies
raised their policy rates during 2011.
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Domestic Economy

As a small open economy, Namibia's performance is
linked to that of the global economy, so that 2011 brought
contagion to Namibia with a consequent slowdown in
growth to an estimated 4.2%. Growth would have been even
lower if Government had not adopted an expansionary
fiscal and monetary policy.

* Inflation: The annual rate of inflation increased
to 5.41% in August from 4.77% in July. However, in
September the annual rate of inflation decelerated to
5.29%

* Repo Rate: Bank of Namibia decided to keep the
Repo Rate unchanged at 6%. We expect the Bank
of Namibia to keep the rate unchanged due to the
current turbulent global economic environment and
the fear of renewed global financial instability.

*  Currency: The Namibian Dollar depreciated by 19.6%
against the US dollar over the third quarter, from
6.77% in June to 8.10% in September.

Treasury

The Treasury continued to perform satisfactorily under
current volatility in the financial markets. Both income
and profit before tax experienced higher than expected
growth.

Total funds under management from clients (wholesale
and retail) have increased above the N$2 billion mark.

Numerous benefits have been derived since the
implementation of SAP Treasury System last year in terms
of segregation of duties, efficient work processes, dealing
and reporting.
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Savings Bank|

|GM

27

Annual Report 2011



CORPORATE MARKETING

Branding

The Branding and Standardisation of NamPost Post Offices
kicked off when the Board of Directors approved the new,
stylised logo for the company in September 2011. The logo
will be launched during the financial year commencing 1
October 2011, starting with the branding of the Head
Office and Courier trucks.

The next step in terms of branding will be the
standardisation of the look and feel of our post offices
during 2012.

Market Research

NamPost participated in the first ever Deloitte’s Best-
Company-to-Work-For survey. Even though the company
was not in the first three Best Companies, valuable
information was obtained to guide it in managing staff
issues and perceptions.

A second run in the customer satisfaction survey for 2011
indicates that NamPost's position from the previous year
had been maintained with a slight improvement of 1% on
the overall rating, totaling an 84% satisfaction rating by
various customers.

Corporate Social Investment

On the Social Investment Portfolio, various key
organisations have been assisted either financially or by
means of offering NamPost products and services.

* Apple Cancer Project: Free delivery of apples by
NamPost Courier across the country in support of the
annual Cancer Apple Project.

Northern Flood Victims: Donation of 2 000 blankets to
the northern flood victims.

+ Southern Pensioners: Free blankets and soup were
handed out to all pensioners in the Aus area who
faced an extremely cold winter.

+ Winter Nights: NamPost manned one of the busiest
intersections in Windhoek to raise funds and collect
blankets for the needy in support of the Round Table
Winter Nights Project.
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+ Bible Society of Namibia: Free distribution of all
entry forms and leaflets into selected post boxes
countrywide, promoting various fund raising events
throughout the year for the Bible Society.

* Breast Cancer: 150 NamPost staff members
in  Windhoek, Swakopmund and Otjiwarongo
participated in the march to raise funds for Breast
Cancer Awareness.
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HUMAN RESOURCES

Internal Customer Support and Services: Several trips
took place where the General Manager together with
the Chief Executive Officer visited post offices. Other
Human Resources Managers in coordination with other
departments also visited Post Offices all over the country.
Employees expressed appreciation for these visits and
these will continue in 2012.

SAP Performance Management System (PMS): In order
to make the performance review exercise more objective,
the NamPost invested in SAP software which will assist
the company in its evaluation process without any bias.
The programme was launched recently and is still in pilot
phase, where after it will be implemented during the
current financial year (mid April 2012).

Employee Relations Information Link: A database was
developed to allow NamPost employees quick and easy
access to NamPost policies. Linked to this will be the
applicable legislation to support policy requirements and
statements.

Recognition and Procedural Agreement: The Company
and the recognised Union, NAPWU reviewed the
Recognition and Procedural agreement between the
parties, and a new agreement was signed during the
financial year ended 30 September 2011.

Substantive Wage Agreement: Wage negotiations were
concluded in good spirit and time, and wage increases
were implemented on 1 October 2011 for the financial
year 2011/12.

Policies Reviewed: Several policies were reviewed during
2011 and approved by the NamPost Board of Directors. This
is a process of continuous improvement. Policies reviewed
include S & T Policy, Disciplinary Code and Procedures,
Performance Reward Policies, Housing Allowance Policy,
Recruitment and Selection Policy and Insurance Assistance
Policy.

Job Requirements Review: All job requirements were
reviewed and approved during 2011, which will result in
the employment of suitable people as part of the NamPost
team.

Review of Remuneration Practices: NamPost
remuneration structures were reviewed in partnership
with Pwc, in order to ensure that NamPost remuneration
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remains in line with the market. The new structures and
practices were approved for implementation on 1 October
2011.

Training & Development: The Training and Development
schedule for the year was executed while several additional
training courses identified during the year were also
attended by NamPost employees. During the financial year
392 employees were trained in different disciplines. The
training and development of our people is critical to our
business plan and strategy. We also commenced with Sign
language courses in order to assist the hearing impaired.

The impact of the recently approved business strategy
could be seen through the implementation of some of its
phases, which contributed to improved revenue streams.
NamPost continued to make substantial efforts and
investments in the fields of training and development.
Training and developmental focus particularly concerned
operational training and computer literacy training, which
was done with the assistance of other partners like KFW.
This ongoing training is aimed at achieving the set national
policies.

Employee Wellness: NamPost embarked on an Employee
Wellness programme in order to ensure employees
are aware of their wellness status, and have access to
information that enables th