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“SATISFIED employees mean satisfi ed customers, which 
leads to profi tability,” says Anne Mulcahy, the chief exec-
utive of Xerox.
 HelloSign’s Gina Lau says the “secret weapon to build-
ing the best culture is open and honest feedback.”
 Econet’s management believes in both statements and 
has strived to implement them with vigour.
 Leading the initiatives to keep employees satisfi ed is 
‘Matli Lesitsi, Econet’s General Manager - Human Re-
sources. 
 Lesitsi attributes Econet’s turnaround to a change in 
culture. 
 “We have a highly motivated team that is in sync with 
the values and goals of the company,” Lesitsi says. 
 “The culture change has helped the company turn 
around its fortunes and achieve profi ts. Human capital 
has been one of the signifi cant drivers of recent growth 
and key enablers of our strategy.”
 But he is quick to point out that the culture change did 
not come easy.
 Lesitsi says what helped change the culture were small 
but crucial changes.
 “It began with the understanding that staff  welfare and 
performance were too complex to be adequately handled 
by the human resources offi  ce.” 
 The solution, Lesitsi says, was to overhaul the human 
resources department and broaden its scope to deal with 
emerging challenges in managing human capital.
 So the personnel offi  ce was transformed into a full-
fl edged human resource department and Econet Tele-
com Lesotho Leadership came on board to facilitate 
and support the change.
That change set the tone for the eventual 
transformation of the corporate culture.
 First to go was the top-down approach that 
managers used to engage their subordi-
nates. They were replaced by routine town 
hall meetings where employees talk freely 
and frankly about their challenges.
 “That created a transparent system for 
managers to get feedback from their 
subordinates. The staff  would also speak 
openly about their pain points.” 
 There are also informal events where 
employees can interact and share ideas.
 Those town hall meetings and informal 
events have helped make the team strong-
er.
 Lesitsi says apart from building a strong 
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corporate culture the company has also worked on empow-
ering the team members with appropriate skills.
 The company is sponsoring staff  for the Executive Devel-
opment Programme and New Manager Programmes at 
one of the best universities in South Africa.
 Those who want to pursue postgraduate qualifi cations are 
also assisted 
 “We are ‘up skilling’ our employees so that they perform 
to their optimum in the current positions and are ready for 
the next positions. We have a strong management bench 
and ready-made managers who can be elevated to new 
positions,” Lesitsi says. 
 Econet also has a comprehensive talent retention strategy 
that has helped reduce brain drain. 
 “Apart from the competitive salaries and benefi ts, we are 
also looking into other incentives to retain talent.”
 There are also eff orts to empower women and young 
people in the organisation. 
 “The number of women in management and senior man-

agement has been increasing steadily over the 
years and we want that trajectory to continue.”
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Changing lives
YOU can have great products and services but 

they will remain worthless unless you deliver 
them to the customers.

No one understands this better than Lebo-
hang Ramaisa, Econet’s General Manager – Sales and 
Services.

The question foremost on his mind is how 
customers can access Econet’s products and 
services. It’s not a unique problem but one that 
has vexed sales and distribution managers for 
centuries.

For Ramaisa it all boils down to getting the last 
mile correct. He says in order to successfully ex-
ecute and achieve the turnaround strategy goals, 
it had become clear for Econet Management that 
there was need to reorganize the commercial part 
of the business. 

“The Sales and Services division was born out 
of this exercise with two key functions.  One 
section focused on the optimal execution of the 
‘Go to Market’ strategic initiatives. The other 
focused on creating value for growing and 
retaining the Business to Business market 
segment,” Ramaisa says. 

The ultimate goal, he says, was to bring 
value to both the business and customers.

The idea is to reduce the distance that 
a customer has to travel to get Econet’s 
products. 

For Ramaisa, the answer was partner-
ships with Basotho communities.

“We decided to build and maintain strong 
relations with Basotho Micro, Small and Medi-
um Business communities, who operate small 
shops, hawkers, garages and other business-
es. Further, we recruited an army of mobile 
ambassadors empowered with entrepreneurship 
and sales skills to help us reach all corners of the 
country and educate Basotho about the value of 
Econet products.”

This strategy not only helped ETL grow its mar-
ket share but also created employment.

Econet has gradually improved its brand visibil-
ity in villages while bringing products closer to the 
customer. But Ramaisa is also proud of another 
result.

“We are helping to empower the local busi-
nesspeople at the village level. That is the real 
value that changes lives. It means we are sharing 
our success with the communities that use our 
services and products.”

The focus now is on fi nding ways to empower these 
partners with technology that improves the convenience 
and speed of serving the customer. 

Anchoring on the ‘Win with Data’ strategic pillar, the 
Econet Business division has accelerated the fi bre net-
work expansion in response to the changing lifestyle and 
business dynamics. The mission is to give Internet access 
to more businesses and homes across the country.

Econet Fibre has been growing in leaps and 
bounds as the network coverage expands in major 
urban areas and suburbs.

“The mission is that every home and business 
must be connected to fi bre,” says Ramaisa.

It’s an ambition based on the reality that the 
internet is no longer a privilege but a necessity and 
that the era of the internet of things is always in full 
swing.

Over the last 12 months, Econet has managed 
to expand fi bre coverage in Roma, Abia, Motheo, 
Matala’s (Phase 1 and 2), Foso, Marabeng and 
Green City.

New areas in Masowe 3, Mabote Maqalika and 
Lekhaloaneng have been covered.

“To continue creating value for these partners, 
we are diversifying our off erings to provide ser-

vices that are in line with Econet’s transforma-
tion from being a telecommunications com-

pany to a technology company,” Ramaisa 
explains.

“We have begun off ering ICT consul-
tancy and cloud services to the market. 
We want to be the best provider of 

technology solutions to both our 
individual and corporate clients.”

Of paramount importance now, 
is putting the customer fi rst in 
everything.

“We believe in the value of listen-
ing to the voice of our customers to 
continually optimize and improve the 

quality of our services. We are enhanc-
ing our channels and developing platforms 

that enable us to reach our customers where they 
are, physically and digitally.”

Ramaisa strongly believes Econet will deliver on 
its mandate while also creating value for share-
holders.

LEBOHANG Ramaisa
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HigherLife Foundation Lesotho
SINCE 2011 Higherlife Foundation Lesotho has 

transformed the lives of thousands of students 
through scholarships and other interventions. 

Funded by Econet, the foundation is a social impact or-
ganisation that invests in human capital to build thriving 
individuals, communities, and sustainable livelihoods. 

It is founded on the belief that given the right opportu-
nities, people have unlimited potential to transform their 
communities and ultimately their nations. 

“We believe investing in education will create well-round-
ed future leaders with integrity and entrepreneurial skills. 
We are educating people who will have a positive impact in 
all spheres of life,” says ’Masetona Matsau-Oguntoyinbo, 
the Country Manager.  

The scholarship focuses on orphaned and vulnerable 
students. The support is in the form of tuition, livelihood, 
mentorship, educational tools. Psychosocial support is 
also an integral part of the programmes. The target group 
is secondary students who are assisted up to tertiary level. 
Over the years, HigherLife Foundation Lesotho has helped 
thousands of Basotho students to attain secondary and 
tertiary education. 

The number of benefi ciaries has been rising over the 
past ten years. 

“We started with 257 students in 2011 and this year we 
have just over 520,” Matsau-Oguntoyinbo says. 

Higherlife Foundation Lesotho helped students attain 
degrees, diplomas and post-graduate qualifi cations in col-
leges in Lesotho, South Africa, Eswatini, Zimbabwe and 
the United States. 

Others have attended universities in Africa. 
“These are full scholarships that cover tuition, subsist-

ence, air travel, medical aid and learning materials,” says 
Matsau-Oguntoyinbo.

This year the foundation has 416 students in local high 
schools, 90 in local colleges, three at Waterford College 
(Eswatini) and six in US universities. 

’MASETONA Matsau-Oguntoyinbo

There are also seven doing Advanced Level in Zimba-
bwe and Lesotho. 

The interventions are however now limited to education.
Over the past decades 171 600 students have gone 

through mentorship programmes funded by the foundation.  
Two learning hubs have been established in Roma and 

Mazenod. 
There are 12 Young & Dynamic mentorship centres 

across the country. 
The foundation has also distributed 55 000 sanitary pads 

to 3015 students in secondary schools under the Queen’s 
Hlokomela Banana initiative.

This is in addition to helping 11 children’s homes keep 
their doors open. 

Matsau-Oguntoyinbo says the foundation is now “inten-
tional about investing in the academically talented students 
to pursue courses that the country desperately needs”. 

These include medicine and engineering. 
“We are talking about courses relating to mathematics 

and science subjects. We will be giving scholarships to ten 
best LGCSE students from 2022.” 

The foundation is also giving scholarships study through 
Akello, a digital learning platform.
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Shared values
THERE was a time when internal auditors at Econet 

were seen as the corner offi  ce people waiting to 
pounce on their colleagues for fraud, corruption 
and other fi nancial misdemeanours.

They were viewed as the internal police on the prowl, dig-
ging for the slightest mistakes for which to haul colleagues 
to the coals.  A call from internal auditors would send shiv-
ers down the spines of many.
That reputation was not without justifi cation, their work had 
claimed the scalps of both junior and senior managers.
Thato Matsoso, Econet’s General Manager - Internal Audit 
and Risk, recalls how colleagues referred to internal audi-
tors as “those people from fi nance”.
“We were seen as some kind of enemies,” says Matsoso.
That perception has however changed over the years. In-
ternal auditors are now seen as crucial members of the 
team.
“We are now embraced as business partners and advi-
sors,” says Matsoso.
Three things, according to Matsoso, explain this shift in 
attitudes.
The fi rst is that her department’s role is to look at how op-
erations of the whole enterprise aff ect the business.
“The internal audit and risk management department now 
takes a holistic approach to the business,” Matsoso says.
The second is that internal auditors have become more 
proactive than reactive.  
“We are forever looking for weaknesses in the whole busi-
ness chain so that we can deal with them before they lead 
to problems.”
The third is that audit and risk management have been 
built into the fabric of the company and its operations.
“Everyone now understands that certain behaviours have 
implications on the business as a whole.” This includes 
how Econet employees behave in public, interact with 
customers and relate to each other.
The department’s role has also become more crucial be-
cause of the tightening regulatory environment triggered 
by the increasing centrality of the telecommunica-
tions industry to the economy and people’s lives.
The risk has increased as the infl uence of the 
business’s products and services expands.
“We are no longer dealing with one or two prod-
ucts but the whole business and its systems.”
Instead of watching out for simple fraud, Mat-
soso’s department has to deal with cyber 
security, regulatory concerns, sophisticated 
white-collar crimes, environmental issues, 
political risk, foreign exchange volatility, debt 
management, human capital management, 
customer service, brand management and the 
supply chain.
“We are looking at the business in terms of 
keeping our systems up and running at all 
times. The idea is to have proper testing of 
the business and implement proper 
backup measures to ensure 
continuity”.

THATO Matsoso
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Because of the complex nature and depth of its role, the 
department now hires people from other fi elds previously 
considered unrelated to fi nance.
“We realise that our role is no longer to look at the fi nancial 
side of the business alone. We are managing risk in all 
facets of the business, so we need expertise from diff erent 
areas to be eff ective.” Matsoso says.
The team has to continuously improve its knowledge and 
skills through internal training programmes or continuous 
professional education through professional bodies to 
which the team subscribe.
“We have to keep learning because standards and trends 
are changing,” Chale says.

In recent months the department has zeroed 
in on customer experience, a new area 

that speaks to how the company takes 
care of its customers’ needs.
“This buttresses the idea that we 
have to look at every facet of the 
business to ensure that it remains 
strong,” Matsoso adds.


