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If we want visitors, 
we must close the 
deal at home 

~ 
or many Ugandans, it was 
an llllexpected moment 
of pride, spotting our 
very own 'Explore Ugan­
da'on the back of a bus in 
Italy. I received COlllltless 

messages across social media 
sharing the moment. 

It may seem small, but it is 
powerful.It signals a bigger 
shift: Uganda is no longer just 
telling its story at home. We 
are showing up in the every­
day spaces where travel de­
cisions are made. That is not 
happening by <;hance.. . 

The Uganda Tourism B93ro 
has been steadily position­
ing Uganda in global markets 
through international expos, 
partnerships and campaigns 
that place the destination di­
rectlY in front oftour opera­
tors, arrlines,media and trav­
ellers. 

But being seen is only one 
part ofthejob.What comes af­
ter is where the work becomes 
more delibefate. 

In recent weeks, we have 
hosted delegations of tour op­
-erators,media and content 
creators from markets such 
as Turkey, China,Egypt and . 
Canada: Familiarisation trips 
like these remain one of the 
most effective tools we have. 

We have to 
inake it easy 
and compel­
ling for people 
tocomeand 
to want to stay 
longer. 

Julianal\agwa 
-Tourism 

When someone experienc-
es Uganda for themselves, 
whether it is standing at the 
edge of Murchison Falls, track­
ing gorillas in Bwindi,or sim­
ply driving through our land­
scapes;it changes how they 
speak about us and, ultimate­
ly,howthey sell us: that trav­
el to Uganda is a once-in-a-life­
time adventure. 

I have seen it time and again. 
Uganda has a way of sur­
prising people. We saw it re­
centlywhen the actress who 
played Arya Stark in Game of 
Thrones spent time here and 
shared her experience. 

Those moments matter not 
because of who is visiting, but 

because of what they reveal: 
that Uganda is not just a des­
tination you read about, but 
one you feel. 

We are connecting these ef­
forts more intentionally. Work­
ing with our foreign Illissions 
and government partners, we 
are using diplomacy to open 
doors, strengthen relation­
ships and bring the right peo­
ple closer to the destination. 
At the same time, we are cre­
ating opportunities here at 
home to convert that interest 
into real business. 

That is where the Pearl of Af­
rica Tourism Expo (pO ATE) 
comes in. Uganda partici­
pates in tourism expos across 
the world, competing for at­
tention alongside other des­
tinations. The expo allows us 
to do something different,it 
brings the world here.As Gen 
Z would say,here, we become 
the main character. -

It is where conversations 
that begin in Berlin, London 

- or South Africa continue on 
Ugandan soil Where buyers 
meet operators, ideas become 
itineraries, and inspiration 
translates into travel bookings. 
In simple terms,internation­
al expos help you get noticed. 

• This gives you the chance to 
convert. 
And that is an important 

shift. If tourism is to deliver re­
al value for Uganda, we cannot 
only show up in global expos; 
we must also build one of our 
own. Our expo has the poten­
tial to grow into East Africa's 
leading tourism marketplace. 
Vje have seen how platforms 

like ITB Berlin, World Trav-
el Market London and Cape 
Town have grown into global 
meeting points for the indus­
try. OUr opportunity is to build 
something that works for us, 
one that brings together buy­
ers,investors, airlines, creators 
and destinations not just to 
showcase, but to do business. 
For that to happen,it cannot 
just be about institutions.It 
has to be about all of us. 
It is about how we tell 

our story, how we host, and 
how we show up when vis­
itors come to Uganda It is 
about recognising that tour­
ism is not just an industry; it 
is a shared opportunity that 
touches hospitality,transport, 
agriculture, culture and the 
creative economy. 

For us, the focus is clem: We 
must continue to showup 
globally, engage the right mar­
kets intentionally, and build 
the platforms at home that 
turn interest into action. 
It is not enough for Uganda 

to be seen. We have to make it 
easy and compelling for peo­
ple to come and to want to 
stay longer. 

I JuUana Kagwa, CE~, ugan_da T~rism Board 
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Victims vs culprits: The 
two types of journalists 

TI Sllllday,May 3, will be World 
Press Freedom Day.As always, it is 
an opportunity not just for jour­
nalists but for all who care about 

journalism and communications to reflect 
on where we are, where we have been, and 
where we are going as a sector. 

This year's theme, "Shaping a Future at 
Peace: Promoting Press Freedom for Hu­
man Rights, Development, and Security,"is 
particularly important and opportune be-

. cause it s~ directly to the events in the 
world today, particularly the conflict in the 
Middle East, wherejournalismhas become 
both a victim and a culprit. 

According to the Committee to Protect 
Journalists (CPJ),"As of early 2026, over 260 
journalists and media workers have been 
killed in Gaza since October 7,2023,rnaking 
it the deadliest conflict for the press in dec­
ades." 

It has not been any better across in leba­
non, where"at least 27 journalists have been 
killed in Israeli attacks since March 2, along 
with many others wOllllded,"according to a 
statement by the Lebahese Press Syndicate 
Editors issued on April 23.Ms Amal Khalil, a 
43-year-old Lebanesejournalist for AI-Akh­
bar being the latest. She was killed by an Is­
raeli airstrikein southern Lebanon on April 
22. 
. This year alone, at least 15 journalists and 
media workers have been killed between 
January and late March 2026, according to 
CPJ. Overall, at least 368 journalists were 
killed in the last three years: 129 in~025, 124 
in 2024,99 in 2023, and about 17 this year. 
These are victimjournalists, the collateral 

damage of wars and conflicts. 
The state of Israel that has orchestrated 

genocide against Palestinians in Gaza, also 
stands accused-of"journocide" - the delIb­
erate killing of journalists - with atleast 273 

.. .it is important that 
we collectively and in­
dividually reflect on the 
theme and ask ourselves 
whether our journalism 
builds peace or feeds wID: 

. Odoobo t.i..Il.1£lllacJllI 

journ~ killed,primarily in Gaza, with 
some in Lebanon, Yemen, and Iran. 

Where are the culprit journalists? There 
are many ofus ensconced in air-condi­
tioned newsrooms, in peaceful capitals of 
the world - particularly in the West - that 
continue to repOrt on conflicts in a manner 
that fuels the violencejustifies wars, and 
covers up war crimes, shields perpetrators 
from accolllltability, whitewashes wanton 
tragedies, are ambiguous in coverage of con­
flicts, etc. 

We use phrases like"llllprovoked invasiOn! 
attack","right to self-defence", selectively de­
pending on who the aggressor and victims 
are. We mock victims of war and praise their 
malevolent abusers/attackers. 
We are thejournalists who have joined the 
real culprits [politicians] to sanitise evil, 
wars, lawlessness, etc. The famous adage 
about~ournalisrncomfortingtheafflict­
ed and afflicting the comfortable"has been 
lost. We shield the powerful and condemn 
the weak. We praise the rogues and de­
nOllllce their victims. 

Wejournalists in Africa are culprits by as­
sociation, thanks to "innocent" actions of 
simply lifting"western"wire stories and 
serving them to our audiences complete in 

Opinions 

• their skewed frames. If you have read a sto­
ry in your local newspaper lifted from any 
of the Western agencies about the conflict in 
the Middle East, then you know what I am 
talking about. 
BeCause mainstreamjournalism's cover­

age of conflicts is largely wanting, citizen 
journalists ~ filling the gaps on social me­
dia,particularly YouTube, where robust 
presentations of different topical events are 
bringing perspectives that would otherwise 
be buried. 

So, as we mark this year's World Press free­
dom Day, it is important that we collective­
ly and individually reflect on the theme 
and ask ourse1veswhether our journal-
ism builds peace or feeds war. Whether we 
speak for human rights or for abuse ofhu­
man rights. Whether our journalism fos­
ters development or feeds anarchy. Wheth­
er we are for the powerful or for the vulner­
able.Etcetera! 

Readers have their say 
Bainomugisha Godfrey: Thank you for 
your efforts in providing balanced informa­
tion.It is truly appreciated. However, I would 
like to highlight a few areas that could ben­
efit from more attention. There has been 
limited coverage of schools serving learners 
with disabilities, such as Bushenyi Primary 
School in Ruhandagazi, and their need for a 
platform to share their experiences. '. 

Additionally,more space could be given to 
yOllllg people aspiring to leadership at both 
district and national levels, so they can ex­
press their ideas and perspectives. There al­
so appears to be minimal focus on environ­
mental issues, particularly in terms of in­
depth reporting and support for scaling up 
innovations in this space. 
Public Editor: Thank you for your feed­
back and the issues you have raised therein. -
I have shared them with the editors for con­
sideration. 

Send your feedback/complaints to public­
editor@t/g.nationmedia.com or calVtext 
on +256 776 500725. WhatsApp +256 752 
500725 
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Gender-bal~ced leadership is good for business 
~ 

have spent my career in financial servic­
es watching institutions chase growth 
while overlooking one of the most pow­
erfullevers available to them: putting 

women in leadership. Not to tick a diversity 
box. Not to meet a reporting threshold. But 
because women leaders produce banking 
that works for customers, for communities, 
and for t;he bottom line. 

For too long, financial product design has 
assumed a single, universal customer usu­
ally male, usually formal sector employed, 
usually urban. Women leaders challenge 
that assumption from the first meeting. 
When I sit in a product development ses­
sion,I am thinking about the market trad­
er whose cash flows are daily and irregular, 
the caregiver whose schedule is llllpredict­
able, the rural smallholder who has a mo­
bile phone but limited connectivity. These 
are not edge cases. They are the majority of 
'the market. Designing for them is not chari­
ty; it is accuracy. 

But leadership is not only about product 
design. Women in senior roles serve as con­
nectors - between institutions and com­
munities, between policy and practice. I see 
it every time we engage government-spon­
sored initiatives: women leaders within 
banks are the ones who know how to trans­
late a subsidy scheme into a usable prod­
uct and ensure it reaches the women it was 
meant for. When I prioritise outreach to a 
community clinic or a savings circle, that de­
cision can extend financial access to hllll­
dreds of people who would otherwise re­
main invisIble to the formal banking sys-

... give women deci­
sion-making authori­
ty and the resources 
to pilot and scale wo-
men-centred initiatives. 

LauraBahemuka ""'''!Iiiii~_ 
Equity 

tern. 
Digital tools matter enormously - but on­

ly when they are built arolllld real users .. 
Women-led teams are more likely to insist 
on that user-experience rigour - and to in­
sist that digital solutions sit alongside, not 
replace,physical touchpoints.A branch vis­
it, a community clinic, a trusted relationship 
manager: these are not legacies of an old 
model. For many of our customers, they re-
main essential, -

None of this happens by accident.Institu­
tions that are serious about this work must 
be intentional. Appointing women to visi­
ble roles is necessary but not sufficient. We 
must give women decision-making authori­
ty and the resources to pilot and scale wom­
en-centred initiatives. We must set measur­
.able targets - not just headcollllt, but out­
-comes: improved livelihoods, strong repay­
ment perforrnance,increased digital adop­
tion.And we must ensure that female voices 
are in the room at every stage of the product 

development cycle, not invited in at the end -
to review a finished design: 

Policymakers and funders also have a part 
to play. Government programmes targeting 
women work only when information reach­
es the laSt mile. Women are the natural -
bridge; they can translate policy into prod­
ucts, direct subsidies and guarantees toward 
intended beneficiaries, and build the collab­
orative infrastructure betw~n banks,reg­
ulators,and community organisations that 
makes financial inclusion durable rather 
than episodic. 

What I want the sector to llllderstand is 
that the framing of women as beneficiaries 
of better banking gets it backwards. Women 
are the architects of better banking. When -
institutions tap into women's perspectives, 
they build superior products. The case for 
gender-balanced leadership then becomes 
obvious: it is good business. Deeper custom­
er loyalty. Better portfolio perforinance.A 
more resilient institution. 

Therefore,ifwomen are empowered to 
take up leadership roles, it reorients finan­
cial services arolllld actual human needs 
and unlocks sustainable growth. Invest in 
women leaders, listen to what they see, and 
let customer-centred d~ign lead the way. I 
have built my career on this belief The re­
sultsspeak for themselves. -

I Ms Laura Bahemuka, Head MSME and 
Retail Products,Peari Bank. . 
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