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1be unspoken tnlth about 
managing influencel'S in Uganda 

Working with influencers in Uganda looks simple on pa­
per. You briefthem,they show up,they post,the campaign 
runs. 

However, anyone who has actually handled them knows 
it never works like that There is a whole layer ofpersonal 
management, ego management,hand-holding and rela­
tionship work that you never see in the reports. 
. Peoyle think influencers behave like celebrities. The 

truth·is they actually see themselves that way. Whether 
we like it ornOt, that is their reality. You can fight it oryou 
can learn how to work within it. 

I have seen both sides. Some agencies treat influencers 
like they own them. They dictate; correct, scold and ex­
pect military discipline. When that fails, they blame the 
influencer.lIJ. my experience, that approach never deliv­
ers. You do not control these people. You ride the wave.A 
good surfer studies the water, understands its rhythm and 
moves with it Try to fight the wave and it will throw you 
off every time. 

Influencer management is exactly the same. You learn 
the person. You learn how they work. You understand 
their strengths, their blind spots and their realities. When 
you get that right, the output improves and the relation­
ship becomes productive for everyone. 

One example. We had a TVC shoot for a bank Call time 
was 6am. The studio was fur. The influencer lived even fur­
ther.IfI had assumed they would showup on time out of 
pure professionalism, we would have been late and the 
client would have cancelled the shoot.Instead,I spoke to 
him like a big brother.! told him the campaign mattered 
to the client, to the ageh~ to me and to his brand. I asked 
him to pick me up so we go together. He was outside my 
gate at Sam. By sunrise, he was already on set,even before 
the team. Thatone decision turned into a long working re­
lationship.IfIhad tried to boss him around, I would have 
losthiin . 
. Manyfunes influen~ do not come ready for real cor­
porate work. Some do not evenhaveTINs.Otherswant to 
be paid via mobile money for a contract worth millions 
of shillings because they have no bank account. You find 
yourself teaching them how withholding tax works,help­
ingthem open accounts, explaining why some things 
need a contract and why timelines matter.It is noS part of 
thejob description but it is part of the job. 

And yet when you manage them right, they deliver.Not 
because you forced them but because you understood 
how to balance guidance and respect. You cannot treat 
them like employees. You also cannot treat them like un­
touchable stars. You find the middle ground. 

. People who struggle with influencers usually get stuck 
on their egos. To me, that is proof that they failed to un­
derstand the assignment Influence is not in the follow­
er count.Influenceis in the impact the brand actually re­
ceives.IfYour strategy depends on the audience size in­
stead of the value the person brings, you will always be 
frustrated. 

Influencers are not the enemy. They are'a different type 
of worker. A different rhythm.A different reality. When 
you understand that, you stop fighting them and start get­
ting results. 
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LETTER OF THE DAY 

Should we let our children 
embrace AI in their daily lives? 

Technology has quietly be­
come part of our children's 
everyday existence. From the . 
moment they wake up to the 
time they go to bed, Artifi­
cial Intelligence (AI) influenc­
es how lhey learn, play, and in­
teract. Whether it's a voice as­
sistant answering their ques­
tions, a learning app adjusting 
to their pace, or a video plat­
form recommending content, 
AI is everywhere. The question 
fortoday's parents is not wheth­
er it exists, but whether our chil­
dren should fully embrace it, 
and how. 

Our children are growingup in 
a world very different from the 
one we knew. We usedto search 
for information in books and li­
braries; they simply ask an app 
or a chatbot. AI can now ex­
plain complex concepts, gen­
erate essays, or create artwork 
in seconds. It's almost imp os-

. sible to keep children away 
from it because it is embed­
ded in education, entertain­
ment, and daily communica­
tion. The challenge for parents, 
teachers, and faith leaders is to 
guide children to use AI wiSely, 
without losing their humanity. 
As with any powerful tool, 

there are risks. AI can help our 
children learn faster, but it can 
also tempt them to stop think­
ing independent1¥- When they 
rely on AI to write essays or 
solve problems, they might 
lose the ability to reason crit­
ically or develop orfginal ide­
as. What begins as convenience 
can easily turn into dependen­
cy, stifling creativity and effort. 

Another concern is accura­
cy. AI systems, though intelli­
geI'i.t,are not perfect. They some­
times presenf wrong or biased 
information with great confi­
dence; and if children accept 
everything they uncritically 
read or hear without discern-

ment, they may absorb errors, 
and they may grow up lacking 
critical thinking and judgment. 
Many AI tools collect personal 
data from users that can be mis­
used. A child may unknowing­
ly share sensitive information 
that could be exploited by evil 
people, and this can land your 
child in trouble. 

AI can also affect emotional 
and social development. Most 
importantly, overexposure 
to technology can lead to 
emotiona1 detachment. 
When screens replac~ face­
to-face interaction and real 
relationships, empathy. and 
compassion can fade. Children 
risk becoming isolated or 
indifferent to-Qthers' feelings. 

The Bible cautions us in 
Proverbs 4:23: "Above all 
else, guard your heart, for 
everything you do flows from 

still comes from reflection, 
practice, not automation. 

Using AI to cheat on 
assignments or copy other 
people's woIt.is still dishonesty. 

Teach children to apply the 
same moral values online that 
you expect offline. They should 
not use AI to create data that 
is to destroy one's life. Remind 
them that then- creativity and 
originality are gifts from God, 
and AI should help them ex­
press those gifts, not suppress 
them. 

Schools and universities hold 
a critical role in preparing the 
next generation for a future 
shaped by AI. They must move 
beyond simply banning or ig­
noring it and instead teach dig­
ital ethics, critical thinking, and 
responsible innovation. 

Churches and schools should 
not remain silent in this con­
versation. They can become 
centres of digital discipleship; 
places where children learn 
to think critically, use technol­

it." We must help our children ogy responsibly, and uphold 
guard their hearts even as truth in a world of automation. 
they embrace innovation. As the Apostle Paul wrote, 
Their hearts must remain "Everything is permissible, but 
compassionate, humble, and , not everything is beneficial" (1 
teachable,notmechanicaland ~ Corinthians 10:23). The same 
by the coldness of algorithms. ' principle applies to technology. 

Parents cannot stop AI from Access does not equal approval 
entering their children's lives, Jus t b e c au s e s 0 me­
but we can shape how it is used. thing is available doesn't 
The first step is to be informed. mean it's good for the soul. 

Many parents fear technology . AI is here to stay, and it will on­
because they don't understand ly grow smarter. Our responsi­
it. Take time to explore AI bility is to raise children who 
tools yourself, so you can are not enslaved by it but em­
guide your children with powered to use it wisely. They 
confidence and curiosity. must be taught to think criti-

Children need to know that cally, act etliically, and remain 
AI should supplement effort, rooted in timeless values even 
not replace it. Encourage them in a world driven by machines. 
to use these tools to clarify 
concepts or inspire ideas, and 
enhance understanding, but Dickson Tumuramye, 
not to do the work for them_ tumudickson@gmail.com 
Let them know that wisdom 
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What do you think about the relationship betlVeenAfrican Union and the European Union? 

Karolina Hedstrom,EU 
European Union is not just a 
donor,European Union con~ 
sumes 70 percent ofUgan­
da's coffee. 

AmbJohnMugerwa, 
MOFA 
Mutual.accountability is the 
bedrock of any partnership, 
currently, Uganda is the big­
gest producer of coffee in Af­
rica, and we will be worried 
if Ugandan coffee isn't al· 
lowed into Europe. 

ProfDavid Begum.ya 
Mugisha,IUEA 
The EU global gateway is be· 
ing channelled in tandem 
with AU Agenda 2063,but 
many ordinary Ugandans 
and students are not aware 
of Agenda 2063, whose vi­
sion this was and for who. 

Chartrain Guillaume, 
DeputyEU Amb 
Since 2007,European Union 
has been funding Amisom 
until 2015 when there came 
need for more support for 
peace operations elsewhere 
in the region and this was 
not sustainable. . 


