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The next decade will bring new 
tests to insurance sector 

Over the past decade, Uganda's insurance industry has 
undergone a quiet but profound transformation. What -
was once a small, misunderstood sector is now a growing 

. pillar of financial stability for households, businesses and 
the wider economy. 
Between 2Q.14 and 2024, gross written premiums more 

than doubled,reaching about Sbs1.8 trillionin 2024, up 
from Sbs1.6 trillion in 2023. Life insurance has been espe­
ciallydynamic,expandingfusterthannon-life.Yetbehind 
these numbers is a deeper story: a decade of deliberate in­
vestment in operational resilience. 
For years, success was measured mainly by premium 

growth. That lens is no longer enough. As products-be­
come more sophisticated and risks more complex,insur­
ers must answer tougher questions: Can we pay claims 
quickly and fairly in the face of shocks? Can our systems 
withstand cyber-risks,frauii and operational disruptions? 
Are we building trust in a nuuket where penetration still 
hovers around 2-3 percent ofGDP? 
eovid-19 pandemic, currency volatili~ climate-relat­

ed losses and medical inflation have all tested the sector. 
Medical insurance has recorded high loss ratiOs,showing 
how thin InGgins can be. These pressures have pushed a 
shift from chasing volume to building resilient, efficient 
operations that can sbstain growth. . 
Regulation and risk management have tightened,push­

ing insurers to strengthen governance and adopt da­
ta-driven decision-making. The product mix has evolved, 
with life and health gaining ground and providing house­
holds with better tools to withstand shocks.Bancassur­
ance, agency networks and digital channels have broad­
ened access, but also demand stronger systems,cyber­
security and integration with banks and mobile money 
platforms. 
Inside companies, automation and analytics are gradual­

ly replacing paper-heavy processes. Policy approvals that . 
once took weeks are moving towards hours; claims are 
becoming more transparent, traceable and timely. At the 
same time, investment in people, actuaries,risk managers, 
data experts, and frontline staffis reinforcing a culture of 
ethics and customer focus. 
The. next decade will bring new tests: climate risk,med­

ical inflation, and cyber threats in an increasingly digital 
landscape. To navigate this, the sector must double down 
on operational resilience: sustained investment in tech­
nology and cyber-security; responsible use of data to price 
risk and detect fraud; stronger collaboration among in­
surers,regulators and partners; and relentless focus on 
the customer. . . 
lfUganda maintains this trajectory,future growth figures 

will reflect more than commercial success. They will sig­
nal an insurance sector capable of protecting people, sup­
porting businesses and underpinning long-term develop­
ment,a sector whose operational resilience turns risk into 
a platform for shared progress. 

8rendaNagudi 
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Talent: .Are we reskilling leaders to work 
with AI~ or just deploying new tools? 

The past decade in Africa was 
rightly celebrated for its digital 
leap. Mobile money platforms, 
like M-Pesa, propelled financial 
inclusion from 23 percent in 
2007 to over 60 percent today in 
Sub-S$aran Africa, connecting 
millions to the formal economy. 
However, this revolution was 
largely one of efficiency digitiz­
ing existing processes to be fust­
~ and more accessible. 

As we enter the next decade, 
a more profound transforma­
tion is emerging, one that will 
redefine the corporate land­
scape: the shift from simple dig­
itization to the era of Agentic 
AI. These are not mere tools for 
automation but systems capa­
ble of strategic reasoning, com­
plex decision-making, and au­
tonomous execution within de­
fined parameters. This evolu­
tion demands a complete strate­
gic rethink, moving beyond stat­
ic five-year plans to dynamic, 
adaptive models of governance 
and growth. 

Many African corporates have 
embraced digitalization, but ~ 
critical gap remains in strategy. 
A 2023 African Development 
Bank report found that while 
over 70 percent of large enter­
prises use AI, mainly for chat­
bots and analytics, fewer than 
'15 percent apply it to strategic 
decision-making. 

Too often .... AI is viewed as a 
cost-saving tool rather than a 
transformative capability, cre­
ating"islands of aup>Ination." A 
logistics firm may" save 15 per­
cent-{)n fuel using AI, but with­
out linking it to inventory or 
forecasting, it misses bigger 
opportunities. The real value 
lies in system-wide AI integra­
tion, which drives exponential 
growth, agility, and market re­
silience. 

Agentic Ai's value lies in its 
ability to move organizations 
from reactive problem-solving 

to proactive guidance. For in­
'stance, a study by McKinsey es­
timates that AI-driven dynam­
ic pricing and promotion mod­
els can increase revenues by 
2-5 percent in retail and tour­
ism sectors-key growth areas 
for Africa. An Agentic AI system 
wouldn't just suggest a price 
change; it would autonomous­
ly execute it across thousands of 
products in real-time, respond­
ingto competitor moves,inven­
tory levels, and demand signals, 
all within gross margin guard­
rails set by management. 

This fundamentally redefines 
leadership. Executives are freed 
from operational fire-fightingto 
focus on higher-order strategy: 
defining the Ai's objectives, in­
terpreting its nuanced insights 
into market shifts, and manag­
ing the ethical boundaries of its 
autonomy. The essential ques­
tion for a chief executive officer 

(CEO) evolves from "How do we 
fix this bottleneck?" to "What 
mission should we set for our AI 
capabilities to enter a new mar­
ket or design a more resilient 
supply chain?" This requires in­
tentional organizational rede­
sign, building workflows where 
AI agents manage core func­
tions and human capital is up­
skilled to collaborate, challenge, 
and oversee these systems. 
True transformation in this 

new age cannot be purely 
technological; it must be hu­
man-centered. For African cor­
porates, this is both a strate­
gic and an economic necessi­
ty. Firstly, building trust starts 
in the boardroom. A PWC sur­
vey found that 85 percent of CE­
Os believe AI will significantly 
change their business over the 
next five years, yet fewer than 
halffeel prepared for the asso­
ciated risks. This gap in strategic 

literacy is a direct threat to gov­
ernance and competitiveness. 

Secondly, the benefits of AI 
must be architected for inclu­
sivity from the start. With over 
60 percent of Africa's popula­
tion under the age of 25, and 
women constituting a grow­
ing entrepreneurial force, AI 
strategies that fail to include 
these demographics risk exac­
erbating inequality and miss­
ing massive economic oppor­
tunities. The World Bank esti­
mates that closing the gender 
gap in Africa could add $316 
billion to the continent's GDP 
by 2025. AI-driven platforms 
that provide women entrepre­
neurs with personalized access 
to credit, market linkages, and 
skills development are not just 
ethical-they are powerful en­
gines for growth and social sta­
bility. 

The path forward demands 
more than adopting technolo­
gy, it requires transforming..the 
entire organization. This begins 
with a strategic audit: 

Talent: Are we reskilling 
leaders to work with AI, or 
just deploying new tools? 
Strategy: Is our plan adap­
tive, using real-time insights, 
or locked in static models? 
Governance : Do we en­
sure ethical AI use, data pri­
vacy, and stakeholder trust? 
The African companies that 
will thrive are those that fuse 
human intelligence, cultural in­
sight, and ethical leadership 
with the power ofAl. Their ad­
vantage won't just be speed, it 
..... 1l1 be re~ilience,foresight, and 
relevance, creating lasting val­
ue across the continent's evolv­
ing nuukets. 

Nesta Paul Katende, Strategic 
Foresight Advisor specializing 
in Artiflciat Il'Itelligence. 

What should be done to improve the tourism industry? 

IreneW~ 
Certificate in Hotel Mgt 
We should be morewelcom­
ing, open to exchange of re­
sources with neighbouring 
countries and build better 
social connections across our 
borders. 

JosephManianku,Peasant 
I know that as a country; we 
are known for our hospital­
ity, warm welcoming peo­
ple.niave never been a tour­
ist but I have participated in 
protecting wildlife 

Emmanuel Kiiza, 
Certificate in Food Pro­
ductionTheMWmsttyof 
Tourism needs to come up 
with policies that enable 
communities near the tour­
ism attractions to under­
stand h.ow they can make 
money off the tourists. 

Nancy otengo Ajwarig, 
Certificate in Hotel 0per­
ations: We need to train the 
media to package our tour­
ism attractions,especial­
lythe game parks.Govern­
ment should invest in devel­
oping the tourism roads. 


