
IN THIS ISSUE: How any company can transform, 
explode the status quo and create huge,

positive change.

Build a strategy for exciting, disruptive growth
— and execute a masterplan to seize new markets.
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Every discovery starts with a question. 
Ours was simple: ‘Find out why people get medical aid’. It seems obvious if you’ve ever stayed awake nursing 
an ill child. But how about everyone else? Soon we learned that people want medical aid for ‘different 
reasons’. So we grouped those reasons into Tribes. 

HAPPINESS+HEALTH

This tribe was made of the ultra 
fit individuals to whom optimal 
physical and mental performance 
was key. 

Thrive Tribe

This tribe had those who sought 
the peace of mind that comes with 
the assurance of a medical aid 
safety net - ‘just in case’. 

Assurance Tribe

These were value hunters seeking 
to extract as much benefit(s) as 
possible from their medical aid 
subscriptions. 

Value Tribe

Tribe members were those whose 
health condition dictated that 
they lean on the cover afforded by 
medical aid constantly in order to 
live.

Cover Tribe

This discovery transformed us. It has now become the purpose we hold close to our hearts. The new 
brand purpose has propelled us to the very heart of medical aid and to becoming a passionate facilitator 
of Health and Happiness for over 85,000 lives. 

HEALTH & HAPPINESS

HEALTH & HAPPINESS

But we went further and asked ourselves what is common in these ‘different’ tribes and we uncovered 
this truth - You and I don’t buy makeup for makeup’s sake. We buy it because it allows us to express 
our beauty differently depending on our mood. Similarly, we want medical cover because deep in all 
of us is the common need to live a full life. Simply put, we all want to be Healthy and Happy. Because 
after all, what is life without health, and what is health without happiness?
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TOO SMALL TO FAIL
Small businesses work anywhere, any time. 
It’s easier than you think: just be yourself.

The majority of new entrepreneurs 
genuinely believe that bigger is be	er. 
Prevailing wisdom is that ‘small is too 
risky’. Well, prevailing wisdom is o�en 
wrong — and definitely so in this case.

If you have a niche you can define, 
a customer need strong enough, a 
marketing strategy targeted enough, a 
product good enough, then people are 
going to buy — no ma	er how well or 
badly the economy is doing. 

If you want a big business overnight, 
then the only thing on your horizon is 
disappointment — not wealth. 

You will certainly fail. You will 
need a massive budget on all fronts, 
co-operation from many people you 
haven’t even met or hired, a huge 
market, external investors who don’t 
know any be	er, and of course, 
competitors you can actually beat.

But if your goal is to run a smaller 
operation and be independently 
wealthy, the game changes. When you’re 
operating in that way, you don’t need to 
spend a lot of money to get noticed. 

You know what your customers need 
and you know where they can be found. 
Casting your net is easy and cheap. For 
a small, focused niche, you can, quite 
quickly, become Botswana’s go-to expert 
in a short space of time. And if you keep 
improving, you’ll make it harder and 

harder for any new entrants to even 
consider chasing you. 

You can also delight your customers 
one by one. Your personal touch makes 
it more likely that they spread the word. 
You can quickly amass testimonials that 
sell your products and services be	er 
than any brochure possibly could. It’s 
easier than you think. Just be yourself.

And recessions — like this one — 
simply don’t hit as hard. Your existing 
customers have a personal relationship 
with you and are less likely to buy from 
companies they don’t know in tough 
times. 

Remember too, that because of your 
small size, 99 percent of your customers 
are still in your future, so there are 
always new buyers to discover. It’s nice 
when the sky’s the limit.

And, of course, being small keeps 
your costs rock bo	om. Minimum 
payrolls, minimum rent, minimum 
sunk costs. You’re lean and mean. In the 
morning, open your eyes and open the 
business. You’re simply too small to fail.

In recognition of the positive social outcomes we deliver and the pride we instill in 
our community, WEALTH Botswana is the first publication in the country to receive 

the National Pride Mark. We live by the essence of Brand Botswana.

DISCLAIMER: WEALTH BOTSWANA 
considers its sources reliable and verifies 

as much data as possible. However, 
reporting inaccuracies can occur, 

consequently readers using this information 
do so at their own risk. Each business 

opportunity and/or investment inherently 
contains certain risks. It is suggested that 

prospective investors consult their attorneys 
and/or financial advisors. 

WEALTH BOTSWANA is sold with the 
understanding that the Publisher is not 

rendering legal services or financial 
advice. Although persons and companies 

mentioned herein are believed to be 
reputable, neither the Publisher, nor any 

of its employees, sales executives or 
contributors accept any responsibility

 for their activities.

For enquiries about marketing 
your business in Botswana’s #1 
local magazine, please SMS or 

Whatsapp the word ‘Advertising’ 
to +267 72 865 825. 
We will call you back.

Wealth Botswana is published 
right here in Botswana by 

Easy Tiger (Pty) Ltd.

Setlhoa Office Park, Unit 2
Phone: +267 390 6987

ADAM JONES

Founder & Managing Editor
adam@wealthbw.com

IN THIS ISSUE: Energise your customers. 
Inspire your team. Build unrivaled mental strength.

U

And make serious growth happen now 
— even in this time of uncertainty.

They call it ‘the new normalthe new normalthe new .’

However, leaders who stick to business-as-usual 
are dramatically reducing their life expectancy.
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DIAMOND REPORT
GEMIST  |  ANTWERP  |  DEFERRALS |  ANGOLA

Online jewellery brand Gemist has 
announced that they have recently 
received a significant investment 
from De Beers.

The Gemist platform allows users 
to design their unique dream piece 
using a fully-customisable online 
environment from a wide variety of 
stones, settings and metal.

Price sensitive yet quality 
conscious, Gemist primarily targets 
millennial buyers, offering them 
another important selling point: the 
ability to try before you buy. 

Once the user’s design is complete, 
Gemist will actually send them a 
no-cost replica of the jewelry. If they 
decide they like it once they’ve tried it, 
they can then return to the website to 
purchase the actual piece.

It’s easy to see why this kind of 
business model might be attractive to 
De Beers.

‘De Beers has an extraordinary 
legacy of authenticity, quality and 
sustainability, which are also key 
features of our brand,’ said Gemist 
CEO Madeline Fraser. ‘We look forward 
to working together to develop and 
grow the Gemist business.’

De Beers backs
online innovators
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De Beers has temporarily 
shi�ed its sight viewings 
from Gaborone to Antwerp, 
Belgium. This move is 
designed to make it easier for 
international buyers to view 
the diamonds available for 
sale. The invoicing processes, 
however, will still be handled 
in Botswana. 

Since the pandemic broke 
out, sightholders and clients 
of the mining giant have been 
unable to travel to Gaborone, 
where De Beers sells 90 
percent of its production. 

‘The temporary measure 
will enable us and our 
government partners to 
generate some revenue in this 

difficult period,’ says De Beers 
Executive Vice President, 
Diamond Trading, Paul 
Rowley.

Although the move enables 
the government of Botswana 
to continue to benefit from 
diamond sales as worldwide 
markets gradually re-open, 
the country’s budget deficit is 
expected to more than double 
in the face of severely reduced 
export revenue.

Furthermore, an entire 
ecosystem of local businesses 
are reliant on the arrival of 
overseas diamond buyers. 
SMEs eagerly await the return 
of the sightholder sales to 
Gaborone. 

DIAMOND REPORT

De Beers sets 
sights on Antwerp

Angola plans US$77M 
diamond center
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De Beers is 
also curbing 
output in the 
current climate. 
It has revised 
downwards its 
2020 production 
guidance by 7 
million carats.

Angola is halfway through the 
construction of a $77 million diamond 
hub with the vision to create revenue 
sources beyond the sale of rough 
diamonds.

‘The hub aims to bring together 
companies related to the mining sector, 
focusing not only on the diamond value 
chain, but also in providing adequate 
and necessary infrastructures for the 
promotion and development of related 
activities,’ said Sodiam, Angola’s state-
owned diamond company.

The company also has plans to 
open a bourse at the hub, designed to 
welcome international diamond buyers.

Sodiam is planning to divide the hub 
into three main parts. A commercial 
area, open to the public — including 
banks, insurance companies, tax offices, 
shopping, restaurants and a convention 
center. Meanwhile, the industrial zone 
will contain 26 lots of varying sizes, 
which will house factories and logistics 
platforms for the diamond industry. 
The third section will comprise the 
main cu	ing and polishing facility.

Angola has in total 14 mining 
projects. It is estimated that only 40 
percent of the country’s kimberlite has 
so far been discovered, while experts 
believe that there is a high potential for 
more.

De Beers is allowing 
sightholders unlimited 
deferrals at upcoming 
rough-diamond 
sightholder sales. Up 
until now, sightholders 
would agree on a 
supply program for 
a one-year contract 
period and were 
expected to adhere 
to those agreements, 
with limited flexibility.
By deferring these 
allocations amid the 
industry slowdown, 
De Beers is giving 
sightholders 
unprecedented 
concessions — 
allowing them to 
purchase later in the 
year instead of now, 
as previously agreed.
This measure 
prevents the prices 
of both rough and 
polished diamonds 
from dropping too low, 
avoids flooding the 
market with unwanted 
goods and gives the 
market what it needs: 
more time to recover.



LEADERSHIP
WORKFORCE STRATEGIES FOR POST-COVID RECOVERY - A REPORT FROM DELOITTE

Tough decisions,
strong recovery

An estimated 2.7 billion people — 
more than four out of five workers 
in the global workforce — have been 
affected by lockdowns and stay-at-
home measures.

Most organisations’ first priority 
has been crisis response: emphasising 
health, safety, essential services — 
and the virtualisation of work and 
education.

Now, as we all begin to emerge from 
this response phase, leaders are focusing 
on the next set of workforce challenges 
as they plan for the recovery.
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LEADERSHIP

COVID-19: Moving from 
responding to thriving

In looking at the new realities of a post-pandemic 
world, enterprises can use this as an opportunity
to re-think and reconfigure their workforces and 
balance ongoing and evolving business needs. 

t is important to recognise 
that Botswana’s recovery 
from the economic 
effects of COVID-19 is 
not something that can 
be scheduled. Business as 
usual will not return on a i

specific date. Given the lack of available 
therapeutics and the uncertain 
prospects of a vaccine, nobody knows 
how long we will be dealing with this.

Many organisations in all industries 
are therefore planning for multiple 
scenarios — mild, harsh, or severe — as 
they shi� from crisis response to the 
next stage: recovery. 

As a result, we expect it will be a 
gradual transition from the response 
phase to a new reality.

Resilient leaders view their recovery 
as a journey for their organisations,  journey for their organisations,  journey
teams and stakeholders. 

There are five imperatives within 
the recovery phase which, if followed, 
can help a company to thrive in these 
uncertain times.
• Understand the required mindset 

shi�
• Identify and navigate the 

uncertainties and implications
• Embed trust as the catalyst to 

recovery
• Define the destination and launch 

the recovery playbook, and
• Learn from the success of others.

Author

CECILIA RAMATLAPENG
T: +267 395 1611  |  E: cramatlapeng@deloitte.co.za

It’s not simply a return to the old ways 
of doing business

The Lockdown has created an 
imperative and an opportunity for opportunity for opportunity
organisations to re-engage with staff 
and reinvent their workplaces.

The biggest challenge that 
management teams will likely face 
at this time is the tension between 
preparing for a return to previous 
activities and routines — ge�ing back 
to work— while also embracing a new 
reality — re-thinking work. 

While many workforces have 
demonstrated resiliency in the face of 
crisis, it is important to remember that 
transformative change can be difficult 
and unse	ling for many individuals. 

Some staff may prefer operating 
from home. Others may be 
uncomfortable or unproductive outside 
of their normal office environment. 
How leaders accommodate and balance 
these differences will help define the 
future of trust in their companies.

One thing remains clear: everyone 
is watching. How organisations handle 
the recovery will define their brands 
— both in the eyes of their employees, 
their customers, and their stakeholders. 

The ability to cope well in a 
pandemic will establish their 
reputations for years to come, 
determine their future competitiveness, 
and ultimately justify whether they are 
truly relevant in the new marketplace.
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RE-BOOT
HR function and people 

operations with the most 
pressing business and 

workforce priorities
and pivoting towards 

exponential HR

REFLECT
on what has worked, 

what has been learned, 
and what has been 

missed in the response 
— bringing in di�erent 
perspectives and voices

RE-THINK
work, workforces, and 

workplaces to leverage 
the experiences of the 

COVID-19 response and the 
opportunity to accelerate 

the future of work

RE-ENGAGE
and redeploy the 

workforce
to maximise their 

contribution and potential 
for rapidly evolving 

organisational priorities

RE-COMMIT
to workforce wellbeing and 
purpose through a focus on 
physical, psychological and 

�nancial concerns — at home
and in the workplace

A working model
for the future

We believe workforce-related strategies in the recovery are best 
orchestrated through five critical actions.

These actions can help organisations bridge the crisis response to the new normal and 
lay the foundations to thrive in the aftermath of the crisis.

Create the time to reflect
A key difference between crisis 

response — which is largely about 
reaction — and recovery, is making the 
time, and taking the time, to reflect on 
what’s next.

This starts with reflecting on what 
has worked, what has been learned and 
what has been missed in the response. 
Reflection also involves making the 
time to bring in different perspectives, 
voices, and leaders at different levels as 
inputs to charting what comes next. 

Re-commit to wellbeing and purpose
Leaders must recognise the diversity 

of workers’ individual circumstances 

and support them through the crisis 
and the transition to recovery.

Employees are looking for meaning 
as individuals in terms of their career 
development, meaning for their 
customers, and meaning for their 
communities. 

This heightens the need for regular, 
high quality communication from the 
leaders who supervise them directly. 
This will help to continually outline the 
company’s mission and priorities, and to 
connect business goals and outcomes. 

The workforce must feel connected
to the mission. Management teams 
must recognise that performance likely 
takes on new meaning in the post-

COVID workplace: this effort is about 
enabling workers to thrive, rather than 
to simply deliver on objectives. 

Re-engage the workforce
Organisations should provide 

employees with the skills and 
capabilities they need to make a strong 
comeback — whether they return 
onsite,  or continue to work remotely. 

This includes making infrastructure 
and technology available, such as 
bandwidth and tools for virtual work, 
as well as the critical knowledge 
resources and digital access they need 
to meet both immediate and future 
work requirements. 

Re-engaging and re-deploying 
the workforce will involve creating 
meaningful and impactful 
opportunities for workers, as well as 
engaging them to apply their potential 
and capabilities. 

As we have broadly witnessed 
in crisis response, we are all — as 
individuals, teams, and organisations 
— capable of much more than we have 
been traditionally asked to do.

Teams will play an increasingly 
important role and should be designed 
and configured for shi�ing business 
priorities. Team leaders will be critical 
to the short-term success of re-
engaging the workforce and driving 
business results. 

Reinforcing the role of teams and 
team leaders will help foster a sense 
of agility — and ultimately, lasting 
resiliency.

Re-think work, workforces and 
workplaces

LEADERSHIP

‘The coronavirus — 
and its economic 
and social fallout — 
is a time machine to 
the future. 
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This is how Anne-Marie Slaughter, 
president of the New America 
Foundation, has summarised the 
COVID-19 moment. 

This is especially true of the future 
of work. We have seen rapid shi�s to 
virtual and remote work and education, 
new levels of partnerships within and 
across ecosystems, and unprecedented 
levels of flexibility, teaming, and 
adaptability.

In looking at the new realities of a 
post pandemic world, enterprises can 
use this as an opportunity to re-think 
and reconfigure their workforces and 
balance ongoing and evolving business 
needs. 

It’s important that management 
communicates how and how and how why staff are why staff are why
being re-deployed. 

They must identify their new 
business priorities and where new job 
descriptions are required. 

Re-thinking work, workforces, 
and workplaces involves a shi� in 
perspective — challenging leaders 
to be bold in the face of uncertainty. 
This perspective will be even more 
important as we push forward in the 
workforce recovery. 

During the initial phase of crisis 
response, some organisations began 
to review where digital technologies, 
automation, and AI could make 
work safer, faster, be	er — and more 
innovative. 

This will likely need to continue 
as companies re-engage and re-think 

LEADERSHIP

their work, workforce, and workplace 
priorities and opportunities.

How will the organisation perform 
with a more dispersed workforce? 
It’s also important to note that some 
cultures may be less a	uned to remote 
work. 

For example, being stationed at 
home may require changes in worker 
education, performance management, 
organisational structures, and cultural 
beliefs or stigmas around not being in 
the office.

Re-thinking work also means re-
thinking the workforce — composition, 
and compensation and performance 
management. Changing workforce 
composition creates the opportunity for 
wholesale reinvention.

Organisations will likely need to 
reconsider their workplaces as well, 
redesigning them around the best 
impulses that are in play right now 
in response to the crisis, including 
provisions for sanitation, distancing, 
and psychological safety. 

Many workplaces today are 
structured around rigid routines and 
structures — top-down, command-and-
control structures, with standardised 
shi�s and hours. As enterprises shi� 
from crisis response to recovery, we 
expect leaders will be more willing to 
take risks. 

This gives them an opportunity 
to adopt new talent practices such 
as non-linear career progressions — 
careers built around a portfolio of 
assignments — and opportunity and 
work experience marketplaces.

As a part of this process, leaders 
should also re-assess and explain 
compensation, reward programs, and 
promotion plans for the short-term — 
the next year or two — while managing 
expectations through the recovery 
process and toward sustainable 
operations.

Workers are looking for job and 
financial security and direction around 
career opportunity and growth.

A critical goal is to use the recovery 
to pivot towards a more resilient
workforce. This will involve fostering 
a new, dynamic environment that 

moves with a clear focus on mission, 
connecting the contributions and 
well-being of workers with the 
organisation’s purpose: greater speed, 
more adaptability, a heightened team 
focus — and new priorities. 

These are key ingredients in the 
resilient workforce. Leaders must find 
ways to capture the energy and the 
rhythm of the recovery, se	ing a new 
pace, maintaining it, and instilling it at 
all levels.

Re-boot — HR and people operations 
priorities

This part of the recovery process 
pertains directly to realigning the 
HR function and people operations 
with the most pressing business and 
workforce priorities. 

The recovery process may not 
succeed if the HR function does not 
embrace a redefined role, one that 
anticipates and orchestrates the 
organisation’s new priorities. 

HR leaders are uniquely positioned 
to prepare, support, and leverage their 
workforce through the recovery and 
position the organisation for a new era 
of resiliency and sustainability.

But for many this requires a pivot 
towards exponential HR — designed for 
speed, new ways of working, embracing 
digital technology, teams, adaptable 
organisational strategies, and changing 
business requirements.

In many enterprises, HR teams, 
policies, and employee reward programs 
are not prepared for the realities of the 
recovery. 

HR leaders should reassess, in a 
timely manner, total rewards and HR 
programs. 

The HR function will need to focus 
its expertise on critical compensation, 
performance management, and 
promotion realities specific to the 
recovery period. 

HR leaders should ensure they have 
a thorough understanding and timely 
access to expertise on the complex legal 
labour requirements and changes in tax 
rules around the world, as well as the
dizzying array of government programs 
and subsidies. 

Changes that many 
of us predicted 
would happen over 
decades are instead 
taking place in the 
span of weeks.’
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A Bachelor’s degree (at least 2:2) or equivalent with at 
least 2-3 years relevant managerial work experience.

PROGRAM DURATION: 24 Months
COMMENCEMENT DATE: October 2020
MODE OF STUDY: Part-time (4 days block release, 
Thursday - Sunday, every 8 weeks)
LOCATION: Gaborone Campus
TUTITION FEES: P72 000.00 for the 24 month duration, 
with flexible payment options. 1st installment is 
P21 600.00 followed by P2 191.30 per month

Quality and Supply Chain Management
Finance
Corporate Governance and Ethics
Procurement Management
Global Logistics
International Strategic Management
Global Sourcing
Botswana Contracts Law for Procurement and Logistics
Research Methods; Dissertation

+

+

+

+

+

+

+

+

+

Download application form: https://www.bac.ac.bw/-
ma-procurement-and-logistics-management

Completed forms can be submitted to spgadmin-
@bac.ac.bw or hard copy to the Gaborone Campus, 
SPGS, Botswana Accountancy College, Fairgrounds 
Office Park, Block D, 2nd Floor, Academic wing, or at the 
Francistown Campus, Plot 31403, Moffat Street.

Indicate/Label Postgraduate - Master’s - on your 
application envelope

A Bachelor’s degree (at least 2:2) or equivalent with 
professional qualitification with at least 2 years related 
experience, or significant managerial and operational 
expeerience.

PROGRAM DURATION: 24 Months
COMMENCEMENT DATE: October 2020
MODE OF STUDY: Part-time (3 days block release, 
Friday - Sunday, every 8 weeks)
LOCATION: Gaborone Campus
TUTITION FEES: P148 000.00 for the 24 month duration, 
with flexible payment options. 1st installment is
P22 200.00 followed by P7400.30 per month

Managing Strategy
Business Operations and Process Management
Managing Financial Resources
Strategic Marketing Management and Decision Making
Strategic Global HRM and Decision Making
Leadership and Managing Change
Developing  Personal and Professional Leadership Practice
Strategic Project Management
Research Methods; Dissertation

+

+

+

+

+

+

+

+

+

Download application form: https://www.bac.ac.bw/-
ma-procurement-and-logistics-management

Completed forms can be submitted to spgadmin-
@bac.ac.bw or hard copy to the Gaborone Campus, 
SPGS, Botswana Accountancy College, Fairgrounds 
Office Park, Block D, 2nd Floor, Academic wing, or at the 
Francistown Campus, Plot 31403, Moffat Street.

Indicate/Label Postgraduate - Master’s - on your 
application envelope

Closing Date for Applications: 31st August 2020 

Closing Date for Applications: 31st August 2020 

MBA (EXECUTIVE)

Closing Date for Applications: 31st August 2020 

An honours degree (2:2 or above) in any subject or an 
HND with substantial experience.

PROGRAM DURATION: 24 Months
COMMENCEMENT DATE: Jan 2021
MODE OF STUDY: Part-time (5 days block release, 
Wednesday - Sunday, every 6 - 8 weeks)
LOCATION: Gaborone Campus
TUTITION FEES: P90 000.00 for the 24 month duration, 
with flexible payment options. 1st installment is
P13 500.00 followed by P4 500.00 per month

Project Management and Control
Commercial & Contractual Issues in Project Management
Understanding Organisation and Systems
Leadership and the Management of Project Risk,
Quality and People
Project Delivery and International Project Management
Dissertation

+

+

+

+

+

+

Applications are only submitted via On-line apply through 
the University of Sunderland website.

A link will be provided when the application cycle 
commences in July.

For more information, call the Postgraduate Office at;
+267 395 3062 or +267 241 0558 or email:
spgsadmin@bac.ac.bw

MSc PROJECT MANAGEMENT



CHANGE

Appetite for

Some organisations will transform themselves in the 
face of this pandemic, while others will fail.

isruptive growth requires companies 
to make tough decisions in the face of 
daunting uncertainties. Should you bet 
your future on the next generation of 
customer needs or double down on what 
has worked so far? Should you abandon 
your current business model for an 

d
entirely new one? Making these wholesale 
changes demands bold leadership and 
massive cultural transformation. You don’t 
have to be a technology company or have 
the latest innovations to transform. The 
primary ingredient is a disruptive mindset that 
permeates every aspect of your organisation.
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CHANGE
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Lease it. 
Drive it.
You can have your very own fleet, 
no matter the size of your budget 
right now.
Lease chauffeur-driven or self-driven vehicles
for up to 36 months. Choose from a wide range
of brands from leading local dealerships.

City tours
Corporate lease
Private lease to own or buy
Staff transport
Airport pick-up and drop-off
Cross border transfer
Transport for special events and occasions 
Chauffeur services
Tailor-made transport solutions

+
+
+
+
+
+
+
+
+

www.leasedriveafrica.co.bw

info@leasedriveafrica.co.bw+267 393 2350 www.leasedriveafrica.co.bw+267 7660 0030



It’s this disruptive mindset 
which inspires leaders at all levels 
to answer the call to lead disruptive 
transformation in their organisations, 
communities, and society. 

Now, in a post-COVID marketplace, 
this willingness and ability to challenge 
the norms will differentiate brands and 
win the admiration of their customers.

Disruption is not about creating new 
technology from scratch. Instead, it’s 
the application of existing technologies 
in new ways. 

Uber, for example, is an extremely 
simple app. It matches available 
drivers with people who need to 
get from A to B. This simple idea 
transformed the customer experience 
using GPS tracking and seamless 
account payment. While each of these 
technologies had existed for years, it 
was bundling them together that was 
unique and changed the entire taxi 
industry forever.

So what is disruptive 
transformation? Transformation is 
the process of changing from one 
state to another. You can go through 
that change in a gradual, incremental 
process that causes as li	le discomfort 
as possible. 

Or you can tackle it head-on, bravely 
bearing the stress and strain of the 
change, bringing your horizons closer 
to you and capturing the opportunities 
sooner. 

Today, let’s examine the la	er 
approach because in these times of 
extreme turbulence there is too much 
at stake, and too many problems and 
issues to address, to se	le for the slow 
path.

Start with three 
essential ingredients
Companies that thrive with a disruptive mindset have 
three three foundational qualities in abundance.

A strategy inspired by 
future customers

To create disruptive 
transformation, you need a 
strategy — a plan of what 
you will do and won’t do — 
to achieve your objective. 
Remember: you can do 
anything, but you can’t do 
everything. 

A disruptive 
transformation strategy 
requires that you anticipate 
where your customers are 
going to be in the near 
future, where the growth 
and value potential will be 
for your industry. 

Historically, customers 
almost always move faster 
than the organisations 
chasing after them. It’s a 
constant game of catch-up. 
You and your team need to 
�ip this on its head.

Leadership that creates a 
movement

Disruptive change 
requires a special kind of 
leadership. 

It demands that leaders 
actively and systematically 
create a movement within 
the company to achieve the 
future desired state. 

There will be times 
when the route forward is 
obscured by a heavy mist, 
even for you. 

Being part of a 
movement energises 
people to �nd a way and 
persist into the face of 
uncertainty. 

Being part of something 
bigger than themselves, 
they set aside their personal 
pain and discomfort to 
achieve that shared goal.

Culture that thrives with 
disruption

To execute your 
disruptive growth strategy, 
you need to nurture a 
culture that thrives at the 
edge of disruption — one 
where everyone is focused 
and collaborating every day 
to make that transformation 
happen. 

The problem for most 
businesses is that culture 
takes years to set in, and it’s 
incredibly di�cult to shake 
up. You’d be surprised how 
hard people cling to things 
— even and especially 
when they’re not working. 

For most well-
established brands and 
businesses, there’s just one 
problem: your familiar, 
historically-pro�table, 
existing customers. 

CHANGE

IN THESE TIMES OF EXTREME TURBULENCE 
THERE IS TOO MUCH AT STAKE, AND TOO MANY 
PROBLEMS AND ISSUES TO ADDRESS, 
TO SETTLE FOR THE SLOW PATH.
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MODE OF ATTENDANCE: Part time, Block Delivery (four days, Friday-Monday, every six weeks) 
PROGRAMME COMMENCEMENT: September 2020
PROGRAMME DURATION: 18 months
ENTRY REQUIREMENTS: BA (Honours) / Bachelor’s degree or equivalent in relevant subject or CIPS Level 6 
diploma. English Proficiency 
LOCATION: Institute of Development Management (IDM), Gaborone, Botswana 
TUITION FEE: P70 000 with flexible pay mode 

The University of Bolton’s MSc Logistics and Supply Chain Management is accredited by both the Chartered 
Institute of Logistics and Transport (CILT) and Chartered Institute of Purchasing and Supply (CIPS). By studying this 
course you will develop a knowledgeable and professional approach to the management and development of 
supply chains, specialising in procurement, information systems, physical logistics and operations management. 
The programme is to equip you with the knowledge and skills to contribute significantly to the operation and 
improvement of contemporary supply chains. It will enable you to successfully respond to the demands of a 
wide range of supply chain environments. All modules are relevant to international, Sub-Saharan Africa and 
Botswana context. The programme is offered through a distance learning virtual learning platform. Delivery 
involves University of Bolton (UK) flying faculty to give an international flavour and IDM (Botswana) subject 
expects to give local a flavour. In between workshops, students will be actively engaged with subjects and 
others via a virtual online learning platform.

PROGRAMME MODULES;
• Study Skills for Masters
• Research Methods
• Supply Chain Strategy
• Logistics Management
• Strategic Leadership
• Finance and Decision Making
• Dissertation

CONTACT DETAILS: Further information can be obtained from IDM using the following contact details: IDM 
Botswana Campus, P.O. Box 1357, Gaborone, Botswana Plot no: 21222, 21254, Village Tel: +267 361 2102/21/00, 
email: boltonadmnistration@idmbls.ac.bw; kranku@idmbls.ac.bw 

CLOSING DATE: 31st JULY 2020

          Institute of Development Management                    www.idmbls.com

MSC LOGISTICS AND SUPPLY CHAIN MANAGEMENT
THE 

CHARTERED INSTITUTE OF 
PURCHASING & SUPPLY ®   
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LEARN WHILE YOU EARN WITH IDM BLOCK 
RELEASE PROGRAMMES AT IDM GABORONE CAMPUS

CLASSES

FEES

Institute of Development Management www.idmbls.com

CONTACT US

CLOSING DATE : 

APPLY NOW!

PARTNERSHIP DELIVERY BY THE UNIVERSITY OF BOLTON (LTON (L UK) AND THE INSTITUTE OF DEVELOPMENT MANAGEMENT

Growing Great Minds

AND ONE OPTIONAL MODULE FROM;

• Procurement and Operations Management

• Sustainability in Business Operations



Focusing on your 
customer’s future needs
To build disruptive growth strategy around future customers,
you need to systematically and intentionally build an obsession
about your future buyers.

Put customers in your dashboards 
Take a look at your company 

dashboard, and see where and how 
customers are represented. 

Do you have mainly ‘vanity 
metrics’ — things like counting 
revenues, products sold, and number 
of customers? Or do you include 
meaningful ‘relationship metrics’ — 
things like lifetime value, customer 
satisfaction, and loyalty? Finally, is 
your future customer represented on 
your dashboard?

Spark curiosity about customers
Your employees (especially those 

who interact with customers every 
day) have �rsthand knowledge of 
what’s really going on in their hearts, 
minds — and wallets. 

Ask your team to gather examples 
of what customers say, do, think, and 
feel in your interactions with them. 

You can collect these examples 
from formal interviews, focus group 
sessions, or informal observations 
from listening in on call center calls.

CHANGE
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UNDERSTANDING TOMORROW'S
CUSTOMER NEEDS.
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Despite the recessionary impact of 
COVID-19 and the host of shocks to the 
system that have accompanied it, your 
customers of today still look pre	y 
good — even if they’re not buying like 
they used to. 

Why on earth would you divert 
your a	entions from them to go a�er 
another group of customers, especially 
if it’s not clear what the value of this 
new segment may be? This is why 
disruption scares executives. It’s much 
safer and be	er to stay with what you 
know.

Careful. The ‘safer’ option could 
kill you. You don’t know how long 
the current slowdown will last. You 
don’t know if we will go into another 
Lockdown scenario. Or how long it 
will take for normal consumption 
pa	erns to resume, or if they ever will. 
That’s why disruptive, exponential 
growth comes only from uncovering 
tomorrow’s customer needs. 

It is extremely difficult to accurately 
predict and define the future. But 
you don’t need to predict the future. 
Instead, make an educated guess about 
one thing and one thing only: what you 
think your future customers are going 
to need. 

The more confidence you have in 
your understanding of those future 
customer needs, the more likely you 
will be to choose to chase a�er them 
effectively, even at the expense of 
yesterday’s business model which has 
served you so well up until now.



MODE OF ATTENDANCE: Part time, Block Delivery (Four days, Friday - Monday, every six weeks) 
PROGRAMME COMMENCEMENT: September 2020
PROGRAMME DURATION: 18 months
 ENTRY REQUIREMENTS: B  ( onours)  Bachelor s degree or equivalent in relevant subject. English Proficiency 
TUITION FEE: P70 000 with flexible pay mode 

This programme will give you a broad understanding of Project Management and the knowledge and expertise 
to carry out project management design, planning, execution and delivery on time and on budget. The objectives 
of the programme are fourfold;
• To provide you with a comprehensive and up-to-date knowledge of project management, including key 

principles and practices and ability to apply a significant range of professional and business skills and 
techniques in Project Management 

• To develop your ability to work effectively within a project using skills for communication and teamwork 
• To enable you to initiate, manage and drive change through the application of sound financial and business 

competence on projects Programme 

ll modules are relevant to international, ub aharan frica and Botswana context. The programme is offered 
through distance learning through a virtual learning platform. Delivery involves workshops with University of 
Bolton (UK) flying faculty to give an international flavour and IDM (Botswana) subject expects to give a local 
flavour. In between workshops, students will be actively engaged with subjects and others via a virtual online 
learning platform.  

PROGRAMME MODULES;
• Research Skills for Masters Programmes 
• Project Management Principles and Practice 
• Managing Risks and Solving Problems 
• Research Methods 
• Strategies for Quality Management in Projects 
• Finance & Decision-Making 
• Dissertation  

CONTACT DETAILS: urther information can be obtained from IDM using the following contact details  IDM 
Botswana ampus, P. . Box 7, aborone, Botswana Plot no  , , illage Tel  7  0 00, 
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CHANGE

he major reason people 
do not buy into a coming 
change is that they feel 
uncertain and unsure of 
what this will mean to them. 
If they can’t understand the 
change, why it’s happening, 
T

and how it might affect them, you need 
to have that discussion with them on a 
meaningful level. 

Look at the values of your 
organisation. How can they be of 
service in the journey ahead? It will be a 
long, tough road, and being able to link 
the changes you are making back to the 
core values of the organisation will be a 
significant asset you can draw on.

Imagine that a year from now, you 
are holding a meeting with those most 
involved in your movement. Who is in 
the room? Who’s running the meeting? 
How are decisions made? How much 
are you talking during that meeting?

You only need one or two people 

to get started, but don’t jump at the 
first person who raises a hand. Take 
a moment to define who your ideal 
first follower will be — not so much 
in terms of a specific person but the 
capabilities and resources that person 
or persons would bring to kick-start the 
movement.

What’s in it for them? How will 
followers feel about their relationship 
with you a year from now? Trust 
and relationships cannot flourish in 
a vacuum; they are built with each 
successful interaction between people.

Write a manifesto that inspires action
What single sentence can you write 

down that will serve as a shorthand 
way to capture where you want to be in 
the future? 

The problem is that a single 
sentence leaves much to interpretation. 
Manifestos, however, paint a picture 
of the future in bold, vivid detail. A 

manifesto is a public declaration of 
the objective and intentions of the 
organisation. 

It is wri	en with future customers 
in mind, telling them why you exist and 
documenting what your organisation 
believes in. The manifesto also a	racts 
people — employees and customers — 
who want to be part of your movement.

To write a manifesto, start with a 
good old fashioned rant. Identify what’s 
wrong with your industry. How could 
things be changed if everyone worked 
differently and elevated their game? 
Now, turn each negative rant into a 
positive statement. Then, explain in 
detail what you and your team are 
going to do to act on that belief. 

A manifesto is a playbook that lays 
out how those beliefs will ‘manifest’ 
in the real world. Follow this simple 
template: ‘We believe in these truths and 
that’s why we will aggressively take the 
following courses of action.’

Recognise the key traits of disruptors
Change is hard work, and disruptive 

transformation is exhausting and 
lonely. Find the key people in your 
organisation who will help you carry 
the torch of change, because you will 
need a break to recover.

That’s why you need disruptors 
sprinkled throughout your 
organisation. Out of necessity, you must 
identify and nurture them out of their 
comfort zones. There’s no place for 
managers here. Everyone needs to be a 
leader.

Encourage dreaming. You won’t try 
new things if you don’t believe that 
things can be be	er. Dreaming is the 
first step to identifying possibilities.

Mirror back their deepest desires. 
What employees desire the most is 
meaning. They want to know that 
in the time they spend on this earth, 
they have made a difference. Can you 
harness these emotions and create a 
compelling call to action for them?OPQ

INTERNET 
BUSINESS 
& HOME

for 

Unit 6 | Plot 168 
Gaborone International 
Commerce Park 

tel  (+267)  397 3945 

info@opq.co.bw

www.opq.co.bw

Get essential buy-in



CHANGE

he beauty of worst-case 
scenarios is that they give 
a name to the unspeakable: 
the idea that you might fail, 
and spectacularly so. 

By anticipating and 
preparing for what could 

t
very well go wrong, you’re visualising 
you and your team in these stressful 
situations. 

This allows you to understand the 
signals, pre-empt the dangers and 
focus on weighing which risks are 
worth taking.

Conduct a close audit of your 
company. Dig down to find where 
the disconnects are between your 
organisational structure and how work 
really gets done. 

Uncomfortable truths will surface 
quickly. Take that reality into account 
and make adjustments which support 
the future desired state.

Create accountability for 
consistently high standards. By being 
clear about ‘what good looks like,’ you 
are defining the parameters of great 
performance.

But standards alone aren’t enough: 
you also need the grit to follow through 
with consequences if they are not met.

Practice optimism. People 
who survive are the ones who are 

constantly looking for the next step. 
Forward motion is everything. If you 
are not wired to see the glass as half-
full, partner with a compatible optimist 
so you can share your different 
perspectives of the same situation. 

Exposure to a different mindset 
helps to change your own perceptions.

Create a safe and inclusive 
environment with regular 
communications programme that 
includes like all-hands-on-deck 
meetings, email updates, weekly 
conference calls — even a braai at 
month end. 

Show your commitment to including 
people’s ideas in a way that does not 
jeopardise their employment status. 

Identify crucial places where trust is 
low, and address them with openness. If 
malaise hangs over your team, go right 
to the core of the problem. 

Where would increased levels of 
trust make the biggest impact? Work 
with the affected teams to deepen a 
belief in openness and develop be	er 
ways of sharing.

When you are pursuing disruptive 
transformation, openness is especially 
important because it creates 
accountability, it forces difficult 
conversations, it removes fear of failure, 
and it creates opportunities for diverse 

perspectives to filter up.
Business owners who believe in 

giving all their employees agency 
— that is, the capacity to act 
independently, make their independent 
choices and own them — teach each 
and every person too see themselves as 
leaders of the transformation strategy.

When they identify a need for 
change, they make it happen, doing so 
regardless of their actual title or role.

If you want people to feel 
comfortable taking risks, you have 
to clearly define which mistakes and 
failures are tolerable and which aren’t. 
Define the boundaries of the field they 
are playing on, explaining that as long 
as they stay on their field, they are 
free to go anywhere the customer and 
market may take them.

In the midst of this worldwide 
panic and economic crisis, disruptive 
transformation is a light in the dark for 
every business owner: it shows a way 
out. 

It’s up to you as a leader to change 
things for the be	er. To heed the call. 
To step forward. And be crazy enough 
to believe that a different way of 
business exists. 

May you have success in creating the 
exponential change that your company 
and our society so desperately needs.

Prepare for worst-case scenarios



bread and butter

Money ma	ers: staying 
calm and focused in 
this crisis
To make it through COVID-19 in a strong financial 
position, keep your head, stick to the basics — and 
take action. 

hese uncertain times can 
be a blessing in disguise, 
presenting you with the 
perfect opportunity to 
scrutinise your financial 
affairs.t

Review your budget
Identify your real financial needs 

and wants, then cut out all unnecessary 
expenses. This exercise will help you 
understand exactly where your money 
regularly goes — and crucially, how you 
can cut back. 

Remember, reviewing your finances 
honestly will help you get a clearer 
picture of your financial stability. 
Planning, budgeting and saving will 
put you at a be	er advantage in the 
event that these uncertain times are 
prolonged. 

Keep an eye on your debt
Maintain regular payments on 

all your premiums, loans and other 
recurring bills. Your future self will 
thank you for it.

Continue contributing to your 
investment plans

Do not neglect the savings or 
investment plan you started. Due to 
the market fluctuations, continuing to 
invest aggressively during uncertain 
times will work in your favour when 
markets stabilise once again. 

Remember to look at the bigger 
picture. Times may be tough now, but 

things change. 
What were your goals when you 

started investing? Markets go up 
and down — these fluctuations are 
expected: do not pull out of your 
investments during a period of decline. 
One rash move could cost you decades 
of growth.

Imagine what will happen if you 
abandon your investment strategy just 
before the markets start to rebound.

Stay financially productive
Ensure you remain productive (and 

proactive) in your professional work. 
By keeping motivated, you play your 
part in ensuring that the company you 
have built and work for continues to 
generate revenue and stay afloat. 

Build an emergency fund
If this pandemic has not underlined 

to you the significance of having money 
put away for a rainy day, nothing will. 
Having access to liquid funds in the 
event that your finances are abruptly 
reduced, or halted altogether, is a core 
component of financial wellbeing. 

Start pu	ing aside 10 percent of your 
monthly income in a savings account 
and build that balance up.

How do you know you have enough 
set aside for emergencies? 

Your emergency fund should be 
a serious priority until you have 
accumulated enough to cover six 
months worth of your regular 
expenses.

Seek out a professional financial 
planner you can trust

This is a good time to review your 
financial goals. An expert financial 
planner will help you examine your 
emergency fund, savings, education 
plans, life insurance and retirement 
plan. 

Don’t believe everything you read or 
hear

In times like this, less news is 
certainly be	er than more. News media 
survives on doom and gloom stories. 
Don’t let yourself be sucked into the 
bad news cycle.

The rebound will come. Turn off the 
TV and stick to your plan.

TakinTaking stock of your money
To upgrTo upgrade your savings and investment strategy; 
set up a will or trust to protect your family’s wealth; set up a will or trust to protect your family’s wealth; 
start an education fund for your children and plan start an education fund for your children and plan 
a financially free retirement, contact SCI WEALTH a financially free retirement, contact SCI WEALTH 
today.today.

Call: +267 318 0111 +267 318 0111
Email: Email: advice@sci�nancial.com

Up until now, have youUp until now, have you
really put away enoughreally put away enough
for emergencies?for emergencies?

What is your net worth What is your net worth 
right now?right now?

Are you any better o� than 
you were �ve years ago?

Are your dependents 
protected if you pass away?
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BancABC’s Premier
Online Corporate Banking
Platform

BancOnline

We understand your focus is on 
sustainable business growth. That is 
why we have a platform to manage 
your transactions from anywhere, which 
allows you to view Real-time Balances, 
execute Bulk Payments and Collections, 
Manage Payroll as well as View and 
Download User Audit Trails.



and keep you there. 
Also: you’re never 
alone, so always
ask for help.

PAULINE MOTSWAGAE
Head of Commercial Banking
BancABC

FAST THINKING,
FASTER GROWTH

The COVID-19 pandemic has entrepreneurs in Botswana
searching for survival strategies that actually work. 
But you can do more than ride out this crisis — you can grow.

with

I
n times of immense 
uncertainty, SMEs need to 
be able to pivot swi�ly. In 
the face of rapidly-evolving 
customer needs and a trading 

environment that changes from 
one day to the next, an open mind is 
essential. 

However, this kind of agility 
doesn’t come naturally to everyone. 
Can you create the conditions 
necessary for success?

Traditional thinking says that 
entrepreneurs in their early stages 
of growth need to hasten from 
the comforts of their offices, ‘hit 
the pavement’ and meet as many 
potential customers as possible. But 
what happens when your prospective 
customers are working from home 
— or hesitant to entertain anyone 
outside of their close circle?

Thankfully, the internet is still 
very much open for business. 
There are ways for you to find new 
customers, learn about their needs 
and test the viability of your ideas 
using online channels — and it’s your 
responsibility to find (and master) 
those channels. 

Embarking on a regular, high 
quality content marketing plan 
using your company blog is a solid 
start, along with seriously increasing 
the frequency and quality of your 
social media posts. Online ads, using 
Facebook especially, will help drive 
traffic to your website, giving you 
the perfect opportunity to gather 
customer contact details, run online 

surveys and host live Q&As.
COVID-19 is not an excuse to 

stop learning about your customers. 
Whether remote or face-to-face, seize 
this opportunity to sharpen your 
information-gathering and problem-
solving skills.

With this knowledge now in your 
hands, the question becomes: ‘Do 
we persist with our existing business 
model, or do we pivot?’

To pivot effectively, entrepreneurs 
must bring more to the table than 
ever before. How can you make use 
of the skills you already have — indi-
vidually and collectively — to deliver 
greater levels of value to your cus-
tomers? What new income streams 
can you generate 
to comple-
ment 
and 
enhance 
your core 
offering?

The emphasis 
here is on devel-
oping ideas which 
you can roll out quickly, 
cheaply — and at low risk. 
It’s a three-step process: build 
your concepts, test them immediate-
ly — and measure your results in real 
time. 

This environment of rapid change 
will present a stern challenge even 
to the most creative and energetic 
of teams. Encourage your best and 
brightest to embrace this fight. It will 
be worth it. 

ONPOINT

Focus on 
sustainability. When 
faced with any 
business decision, 
remember that 
‘short-term fixes’ can 
deplete resources 
that you could apply 
better elsewhere. 
Think of running 
your business like 
a marathon, not a 
sprint. Focus on what 
will get you 
to your destination — 

BancABC’s Premier
Online Corporate Banking
Platform

BancOnline

We understand your focus is on 
sustainable business growth. That is 
why we have a platform to manage 
your transactions from anywhere, which 
allows you to view Real-time Balances, 
execute Bulk Payments and Collections, 
Manage Payroll as well as View and 
Download User Audit Trails.



TOURISM
RECORD LOSSES  |  CITY MEWS

The hospitality and tourism 
industry missed out on an estimated 
P2.3 billion in revenue from 
accommodation and meals alone in 
the months of March, April and May 
this year.

‘Even though occupancies for our 
members are at zero (or almost zero), 
we are confident that the industry 
will bounce back,’ says Hospitality 
and Tourism Association of Botswana 
CEO Lily Rakorong.

‘We are down, but not out,’ she 
continues.

‘Proactive operators such as 
hotels, camps and lodges are 
developing their hygiene protocols 
in conjunction with doctors and 
authorities to ensure that when 
guests return, we can guarantee their 
wellbeing while here in Botswana.’

‘Additionally, we are working 
with our stakeholders route tourists 
through Namibia, instead of South 
Arica, where the spread of the 
pandemic is showing no signs of 
slowing down. This moves our 
dependence away from Johannesburg 
as our primary point of transit for 
guests.’ 

‘The sentiment among our 
members is one of resilience: we 
want to show our internal and 
external markets that we will be 
back,’ she says.

Record Losses
‘Down, but not out’
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Work or play,
a central getaway

ocated in the heart 
of Gaborone are the 
townhouses and 
apartments known as City 
Mews on Independence. 
Chic, modern, extremely 
comfortable and centrally 
located — these self-L

catering flats are available for short and 
long term stay. ‘We wanted to create a 
place that is a comfortable, home away 
from home for guests. Quality is always 
of the highest importance, so we did 
not compromise on this at all,’ says 
owner, James Briscoe.  

‘There are eight apartments here, all 
of which are built and furnished with 
great a	ention to detail and to address 
the needs of the kind of guest we 
welcome here.’

The spacious town houses have both 
one and two bedroom studios. Fully 
equipped, the kitchens offer coffee 
machines for caffeinated bean lovers. 
The apartments’ living and lounge areas 
are equipped with DStv and of course 
Wi-Fi connectivity.

In terms of the ever-evolving 
COVID-19 situation, Briscoe says the 
team is keeping a close eye on what’s 
happening on the ground so they can 
fully reopen their doors for patrons and 
see more activity on site at the earliest 
opportunity.

Typically accommodated by 
international visitors, mostly 
arriving on business, its location on 
Independence Drive means they have 
close access to both the old and new 
central business districts.

Reservations to stay at City Mews 
can be made on booking.com, which is 
primarily why the establishment has 
a	racted an international audience. 

The business understandably took a 
hit when the borders closed.

‘Rather than staying open and 
operating at a loss, we have made the 
decision to stay closed until there are 
be	er prospects for arrivals into the 
country. I don’t want to make any 
compromises which affect the quality 
of our delivery to paying guests.’

WALKABOUT
The National Assembly building, Office 
of the President and National Library 
are all in close walking distance.

CLOSED FOR NOW
‘I don’t want to make any compromises 
which affect the quality of our delivery,’ 
says owner James Briscoe.

ON A MISSION
The project is driven by a passion for 
hospitality — and for quality, says Briscoe.
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Let's shine a light on

very leader dreads the 
moment they realise that 
someone needs to be 
fired. In addition to the 
unpleasantries involved, 
ge	ing rid of someone you 
hired in error is awfully 
expensive, ranging from 

Author
...

LAURIE JAMES,
 Forensic Pro�ling - Cybareti 
laurie@expert-pro�ling.comlaurie@expert-pro�ling.com

What’s the most dreaded managerial task in business today? 
In my experience, hiring and firing win this un-popularity contest 

hands down — and for good reason. Using psychometrics
can make this headache go away.

P30 000 for an entry level employee to 
hundreds of thousands for a top level 
executive.

People ge	ing fired hurts the whole 
team. It shakes their morale, disrupts 
projects, and drains productivity. It 
makes the whole workplace smell like 
failure.

But the truth is, moving bad hires 
on is part of business. An acceptable 
level of employee turnover creates the 
opportunity to introduce new blood: 
energetic people with fresh ideas and 
perspectives. 

Fantasies, 
embellishments 
— and just plain lies
How do candidates present their skills 
and achievements in their CVs?

Polishing up their academic records

Taking substantial credit on big-name 
projects they played only a minor role in

Extending employment time periods to hide 
job-hopping or being �red

Creating additional job responsibilities for 
previous positions

Exaggerating technical skills or language 
pro�ciencies.

e
However, if your turnover rate is 

high and your organisation feels like a 
revolving door, you have a problem that 
needs to be addressed immediately. 

You keep hiring the wrong people. 
Why?

Recruiting new team members also 
creates substantial pressure on you and 
your HR department. You si� through 
hundreds of résumés that all look the 
same. You move onto the next stage, 
trying to make informed judgements 
about complete strangers based on 
quick interviews. It’s an exhausting 
process and your information is limited. 

To add further uncertainty to an 
already wild guess, most CVs are at 
least partially fraudulent — and being 
on their best behaviour, very few 
candidates show their true colours in 
the interview. Even for experienced 
hiring managers, it’s a minefield.
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Unlocking higher
job performance
Job seekers spend a lot of time and effort mastering the art 
of a face-to-face interview. It’s a performance designed to 
maximise their qualities and hide their flaws. For employers, 
relying on interviews as the only source of assessing 
candidates is not a great idea.

An interview process can be too subjective, leaving much to gut instinct. 
Does this candidate really share your values? What you need is objectivity: 
this is where psychometric testing really starts to shine.

The value of psychometrics
Psychometrics is the science of 

measuring mental capacities. If you 
are responsible for hiring or leadership 
development, psychological assessment 
tools can make the process much easier 
for you. 

In fact, they can become your 
ally and one of the best sources of 
information and insight, not only for 
hiring decisions, but also for training, 
development and succession planning. 
The potential uses of testing are 
countless in managing, motivating, 
mentoring and nurturing talent in your 
organisation.

Psychometric tests can uncover what 
drives, motivates, and even upsets a 
person. They can reveal an individual’s 
values, ambitions, and underlying 
concerns. 

They can help you understand a 
person’s state of mind and how he 
or she interacts with the world and 
the people in it. When you are able 
to ask people the right questions, 
you can make amazing insights into 
their thoughts, feelings, a	itude, and 
behaviour – insights that standard 
hiring procedures, like interview 
questions and reference-checking, are 
not able to access easily.

Having this type of information at 
your disposal as an HR manager will 
allow you to recruit optimally and play 
a more meaningful role in the personal 
and career development of your 
employees. 

Psychometric testing has the 
power to increase your productivity 
substantially with happy and healthy 
employees functioning in roles that are 
a good fit for them. What be	er way to 
promote the growth of your business?

Psychological competency
assessments
These evaluate skills and abilities that 
are essential to social and professional 
success. These tools can measure 
emotional intelligence, leadership 
skills, management capabilities, coping 
strategies, communication patterns and 
assertiveness.

Personality and attitude
assessments tests 
Allows you to delve into the core of who 
a person is. Personality doesn’t just de�ne 
who we are – it is who we are. For an 
employee to thrive, his or her personality 
needs to be a good match to the 
position, company culture and the work 
environment.

Aptitude, IQ and achievement 
assessments
Enable recruiters to guage speci�c 
competencies, or skills that are requisites 
for success in a specialised area of 
expertise. Examples include mechanical 
reasoning, analytical reasoning, verbal 
reasoning skills, negotiation skills and sales 
aptitude.

Multi-rater assessments
and 360 feedback systems 
Comprehensive tools to evaluate the 
participant by several people who regularly 
interact with them at di�erent levels of 
the organisation. They o�er invaluable, 
insightful, and sometimes eye-opening 
information on the performance of both 
employees and managers. The �ndings 
can help develop a person’s potential way 
beyond the limits of standard, one-on-one 
feedback approaches.

PSYCHOMETRICS
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‘Follow your Heart’
Bomaid CEO MORAKI MOKGOSANA
explains how a new corporate tagline
must go way beyond its words.

What does the new corporate tagline 
Health and Happiness at Heart mean Health and Happiness at Heart mean Health and Happiness at Heart
to you as CEO of Botswana’s longest-
running medical aid provider?
MM: We want to give our members 
genuine companionship over the 
longest possible horizon. We want 
to help them experience a sense of 
fullness, happiness and completion
thanks to the coverage we provide. 
Being by their side as their lives 
(and needs) evolve — a lifelong 
partner in their physical and 
emotional wellbeing, that’s what 
drives us. 

Health and Happiness at Heart
is also a strong call to action for us 
as a team: reminding us why we do 
what we do — and reconnecting us 
with our values.

What were the in�uences 
that motivated you to make 
adjustments to your brand 
identity?
MM: This has been a journey 
that dates back to 2016. Our 
research was showing us that 
although we had a very strong, 
stable and loyal customer 
base in the more mature 
demographics, we needed to 
make changes in the way that 
we interacted with younger 
members. Particularly 
young up-and-comers in the 
professional ranks. 

By adjusting our messaging 
and visual identity gradually 
— not overnight — we 
have been able to have that 
conversation with a more 
youthful audience, while 
staying true to the values 
which have been the 
foundation of our success.

How was the new Thobo system 
born and in what ways does it 
change the way the business 
creates value?
MM: The Thobo system 
represents a complete 
technology overhaul for 
Bomaid and the culmination 
of a rigorous 18-month process 
of change and development 
for my team and I. We had 
three main gaps to close in a 
short space of time. 

Firstly, we wanted to 
massively improve the 
customer experience using 
technology and online 
platforms. Today, they hear 
from us more frequently — 
which leads to stronger bonds 
between us and them. Thanks 
to a variety of self-service 
channels members can easily 
access important information 
about the status of their 
accounts, reducing the need 

for time-consuming, in-person 
visits.

Secondly, we needed to give 
staff an up-to-date set of tools 
to do their jobs be	er and 
enjoy their work more. That’s 
key, because customers can 
easily tell when the workforce 
is frustrated or overwhelmed. 

Backed by a more 
responsive and dynamic 
platform, our people can shine.

And finally, from a systems 
perspective, Thobo gives 
Bomaid a more robust control 
environment with be	er 
processes that improves our 
efficiency as an organisation.

How do you believe the 
COVID-19 pandemic will 
shift the way Batswana make 
decisions about their health and 
medical aid?
MM: We can see that events 
unfolding around the world 
(and in our own back yard) are 
causing people to evaluate the 
decisions they make about 
healthcare in general — and 
medical aid specifically.

We’re also observing a shi� 
in the way our corporate and 
public sector clients evaluate 
medical aid partners. Today, 
they place heavier emphasis 
on governance and financial 
stability: evidence that you can 
weather a storm. 

Institutional clients want 
to see a capable board of
directors with a good track 
record, rigorous management 
structures — and a very strong 
balance sheet position. All of 
which we have.

The lesson: in a crisis, 
people focus less on the 
promises you make in your 
marketing. What they deeply 
care about is your ability to 
fulfill.

YOU’RE THE BOSS
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