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ABSTRACT 

The objective of this study was to investigate the potential for expansion of the insurance distribution 

options in Uganda. A contextual analysis was used to analyse qualitative data collected from a sample 

of 295 insurance players. A comparative study to examine the best practices on insurance distribution 

from both developing and developed markets was applied. The agency and broking were revealed to 

be the major channels of insurance distribution in Uganda, in addition to direct sales by individual 

insurance companies.  This study presents useful alternative channels for insurance actors to exploit 

in order to cover the untapped potential markets by aligned segments. An extensive analysis of the 

current legal requirements for all the insurance players were examined.  The study recommends 

distribution channels integrated with digitalization as viable options for enhancing insurance 

deepening and widening in Uganda. 
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1.INTRODUCTION 

 Insurance contributes significantly to the general growth of every economy through provision 

of stability to its functioning. Therefore, effective distribution which is a key determinant of successful 

insurance operations is also critical to a stable economy. As competition in the insurance industry 

intensifies, cost savings and customer retention have become critical, forcing insurers to look for ways 

to drive sales and customer convenience while keeping costs low and maintaining profitability 

(Ntikalai Naserian & Tari Justus, 2019). Distribution is a much wider concept than simply sales channel. 

In a broader sense, distribution refers to activities beyond the actual purchase/sale transaction to 

include the provision of and access to information on products and prices, negotiation between 

insurer and consumer, purchase and sale completion.  In other words, insurance distribution entails 

all interactions that have to take place between the underwriter of the risk and the ultimate client. 

This includes policy origination, premium collection and policy administration, as well as all marketing, 

sales and claims payment activities. Enhanced insurance distribution is central to providing access to 

suitable insurance coverage to low-income earners, the vulnerable poor and the currently excluded 

populations.  

The insurance penetration in Uganda remains low (0.84%)1 with only 1 percent of Ugandan adults 

aged 16 years and above having an insurance cover, 51 percent of whom having access to medical 

insurance (FinScope, 2018). This finding shows stagnation in uptake looking at the figures of the 

previous FinScope survey which was conducted in 2013.  In 2013 the insurance penetration stood at 

0.81 percent. Interestingly, overall use of informal insurance mechanisms grew between 2009 and 

2013. About 44 percent of those who were using informal insurance indicated that it was easier to 

bring together informal groups for a common cause; 15 percent stated that formal insurance was 

beyond their means and 11 percent had never heard about formal insurance (FinScope, 2013). 

 FinScope (2018) further revealed that there was dismal uptake of crop and livestock insurance 

even though most adults earn money from farming. Trading goods insurance cover stood at 4 percent, 

vehicle third party was at 6 percent, motor comprehensive was 7 percent, life insurance was 10 

percent and loan protection was at 14 percent.  These percentages are the distribution of 1 percent 

of the total population who have formal insurance cover in Uganda. Although the uptake of formal 

insurance products is low, Ugandan adults protect themselves through informal means such as 

membership to community health schemes, burial societies and community-based savings groups that 

offer financial assistance to members in times of need.  

                                                           
1 IRA, 2018 Annual Insurance Market Report 
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The global insurance market environment is undergoing a transformation that may eventually 

contribute to significant alterations in how consumers buy insurance products. A number of 

distribution channels are currently in use in the market environment and some insurers apply a 

combination of distribution channels.  These comprise of the Internet-led channels, company-led 

channels, bank-led channels, and agent-led channels. Among these distribution channels, the most 

talked about and anticipated channel is the Internet-led channel. The prevalent diffusion of the 

Internet has produced an explosion in the development of electronic channels, including direct 

channels (that is, individual company websites), electronic markets or “electronic intermediaries” over 

which numerous buyers and sellers do business (Malone et al., 1987), and other cybermediaries 

(Sarkar et al., 1995). Before the coming of the Internet, most purchasers of insurance products used 

traditional agent-led distribution channels such as direct writers or independent agents. The insurance 

marketplace in Uganda has just lately started to reflect the broader growth in electronic channels. The 

Internet innovation has caused a major impact on the traditional agent-led distribution channel. 

However, consumers have not discovered a pronounced fondness for purchasing insurance product 

via the Internet (Trembly, 2001). 

 While it is true that insurance buyers today have more choices available than they did years 

ago, it is glazed over if and when these channels will dominate existing insurance distribution channels. 

Several noticeable factors that impact on a channel’s adoption are consumer attitudes and tastes.  

Specifically, it may be that consumers consider insurance products to be more complex than other 

services. The technological progress and changing customer preferences, regulations, and market 

conditions are driving significant shifts across the insurance distribution landscape.  The need for 

insurance to be sold more directly and at a lower cost is required. Alternative distribution channels 

operating as client aggregators include all forms of non-traditional intermediation modes such as 

mobile money providers or non-financial intermediaries such as retailers, utility companies or Mobile 

Network Operators (MNOs). Some of these are licensed as intermediaries, often using call centres and 

own sales staff or agents for distribution. This results in a more complex value chain with a variety of 

insurance and non-insurance stakeholders involved and assuming different roles. 

1.2 The research problem 
 Insurance Penetration and density stagnated at 0.84% and UGX 19,330 (USD 5.3) respectively. 

This is against the African average of 2.96% and USD 54 respectively (IRA, 2018). The low penetration 

and density represent a big opportunity for the sector to re-engineer processes and tap into the 

untapped markets. The public has largely remained apprehensive about the operations of the 

Insurance Industry which has to be considered seriously at both policy and tactical levels. Entrenching 



3 
 

reputation for trustworthiness should be a focus for all players for meaningful advancement. This will 

be accomplished through creating robust governance structures that encompass culture, people, 

procedures, and practices that entrench the principles of honest governance in everyday operations 

of every insurance player. The main thrust of the study was to investigate the inhibitors responsible 

for the low insurance uptake so to come up with the alternative distribution channels to drive the 

growth of the insurance industry in Uganda. 

1.3 The purpose of the study 
 The primary objective of the study was to examine the current insurance landscape and assess 

the existing insurance distribution channels in Uganda through a detailed analysis of each current 

distribution options with a view of making proposals for strengthening them and also explore the 

innovative alternative distribution channels that will ultimately benefit both insurance players and 

insurance consumers. This is anticipated to widen and deepen insurance in Uganda.  

1.4  Understanding Insurance Distribution Channels 
 A distribution, or marketing channel, is a network of organizations or institutions that, in 

combination, perform all the functions required to link producers with end customers to accomplish 

the marketing tasks (Bowersox, et al., 2002). In the perspective of insurance products, the distribution 

channel exists to complete and/or to facilitate a transaction between the insurer and its customers. 

There are a number of insurance distribution channels which allows insurance products to reach the 

potential customers at their base. 

 Agents remain the primary distribution channel for insurance products. While the adoption 

rate of the Internet as a distribution channel has been low, there is a large spread of the Internet as a 

support channel. Insurers are using the Internet to provide general information on financial services 

products (e.g., insurance, investments) and planning involving the use of these products, to provide 

specific information on the insurance company. The plausible example was revealed by Celent 

Communications (2001) where major U.S. property/liability insurers regarding Internet usage were 

surveyed. The usage areas were discovered to be (1) policyholder account access (2) agent access to 

quotes, (3) agent extranet, (4) customer live quotes, (5) customer quote request, and (6) agent locator. 

Out of these six, the two most frequently used were the agent locator (over 60%) and the agent 

extranet (approximately 40%). These findings clearly indicate that for property or liability insurers, the 

web is being used as an information or communication tool, as well as a prospecting tool for insurer’s 

agents. Therefore, there is widespread diffusion of the usage of the Internet in both the travel and 

insurance industries; however, the adoption patterns have been quite different. The capability to 

decrease the transaction costs of interaction between buyers and sellers has always been 

acknowledged as a central motivation for the use of the web (e.g., Birkhofer et al., 1999). The internet 
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spread is still limited in rural areas of Uganda as well as urban areas. The majority use the internet for 

social interactions rather than for business undertaking. 

1.5 Innovation Adoption in Insurance Distribution 
 Distribution channels spread the desired intensity of information among the customers 

and help them to choose an appropriate service provider. An insurance intermediary brings 

innovative marketing practice, creates awareness, builds confidence among the buyers, helps to 

minimize the risk, lowers the cost to the insurers, and prevents adverse selection. This helps to 

enhance the insurance markets by increasing consumers’ awareness (Grazy, L. Terina &  

Parimalarani, G, 2020). 

 Rogers (1995) provides five attributes of innovation (relative advantage, compatibility, 

complexity, trialability, and observability). The relative advantage has been shown empirically to 

consistently be the best predictor of adoption or usage. Choudhury et al. (2000) carried out a survey 

of auto insurance consumers to examine the relative advantage of the agent-led channel compared 

to the Internet-led channel. They discovered that relative advantage is a multi-dimensional attribute. 

Given the transaction costs, the relative importance also includes the dimensions of trust and 

knowledge. The purchase process for some consumers was a two-stage process. The consumers first 

use the Internet to collect information on products or services and then they return to the agent to 

complete the purchase. This consumer behaviour highlights the current role that the Internet plays in 

providing support to the agent-led channel. 

 It is vital to note that cost differences do exist between traditional distribution systems, and 

internet led channel and yet these channels continue to co-exist. Posey and Yavas (1995) show that 

insurers using the independent agency system have higher costs than those employing a direct writer 

system. This study suggests that competition in insurance markets should have eliminated the 

independent agency system. They demonstrate that an equilibrium exists in which the independent 

agency and direct writer marketing systems can co-exist. 

 The concept of differential services explains why different distributions systems co-exist. 

Barresse et al. (1995) analysed the issue of property or liability insurance setting. They observe that 

prior research suggests that insurers using independent agency distribution systems have higher 

expense ratios than insurers using other distribution systems. A reasonably expected outcome for the 

more expensive distribution system is a loss of market share in a competitive market.  

 According to Barresse et al., (1995), the proponents of the independent agency system argue 

that higher expense ratios are attributable to a difference in the level of services offered to consumers. 

Conversely, the higher demand for services than in personal lines insurance, the greater complexity 
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of commercial lines insurance over personal lines results in a greater demand for services provided by 

the independent agency channel. Query and Hoyt (2002) supported this concept of differential 

services. This was specifically true after controlling for whether or not the respondent had a prior 

insurance claim experience. 

 Regan (1997) analysed the distribution channel choice from a transactions cost perspective. 

She established that independent agents are used more often by insurers that sell more complex 

insurance products, while exclusive agency insurers use their agents to market more standardized 

products. She characterized these transactions based on the frequency of exchange, the complexity 

of the contracting environment, exogenous uncertainty and the importance of relation-specific 

investments that cannot be transferred to other users without the loss of value. 

 The preference of distribution channel within the context of complexity and search cost 

examined by Mayers and Smith (1981) reveals that the insurer’s distribution channel choice varies 

with the market segments and they suggest that more complex products require higher levels of service 

since high price reflects the types of insurance products that will be best distributed by an independent 

agency channel. Equally, insurance products that are more standardized may require lower levels of 

service. These types of products are best suitable for a direct writer type of channel. 

The general explanations for why multiple distribution channels exist include imperfections in the 

markets and differences in product quality. Market imperfections are a result of price regulation, slow 

diffusion of information, and search costs differences. The concept of differential values shows that 

the difference in product quality creates a demand for different levels of service from the distribution 

channel. Higher value (or price) insurance products require greater service and one would expect a 

more costly, service-rich distribution channel to be utilized for these types of products (Dumm and 

Hoyot 2002). 

 The results of the survey conducted by of an American Bank Insurance Association shows that 

banks are increasing their marketing efforts, but that insurance still represents a very small percentage 

of bank revenue. The banks which participated in the survey were very large financial institutions and 

they represented only 4% of financial institutions, with 41% of total bank assets. According to the 

survey, the percentage of banks engaged in some form of general lines insurance activity grew from 

40.4% in 1999 to 45.7% in 2000. However, the revenues generated from their insurance marketing are 

still not substantial (Dumm and Hoyot 2002). 
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2.METHODS AND PROCEDURES 

2.1 Study area 
The study was conducted within Kampala where the insurance activity is concentrated. 

2.2 Research Design 
 A cross sectional research design was used to survey insurance and reinsurance companies, 

health membership organisations, insurance and reinsurance brokers, loss assessors/ adjustors/risk 

managers, and insurance agents. 

2.3 Sample size 
 Purposive and Simple random sampling techniques were applied. The sample size formula 

simplified by Yamane (1967:886) was used to select the insurance players in Uganda (31 insurance 

companies, 5 health membership organisations 36 brokers, 23 loss assessors, 1 Reinsurance Company, 

2 reinsurance brokers) purposively. The remaining (2332 insurance agents) were picked through a 

simple random process. We set the confidence level at 95%. The formula is given as;  

2)(1 eN

N
n


  

Where n is the sample size, N is the population size (2430), and e is the level of precision, when this 

formula was applied, a sample of 344 insurance players was determined. 

344
075.7

2430

)05.0(24301

2430
2




n  

2.4 Sampling procedures 
 The study used a mixed method of census and simple random techniques in selecting 

respondents for the study. These procedures were applied in order to ensure that the findings are 

unbiased. A census technique was applied for 31 insurance companies, 5 health membership 

organisations 36 brokers, 23 loss assessors, 1 Reinsurance company, 2 reinsurance brokers and 16 

banks that were available during the survey. A census was used because the players in these categories 

were few. A simple random sampling technique was used to select a sample of 227 insurance agents 

from a population of 2332 agents available in the insurance industry during the time of survey. The 

techniques used were superior because they allowed each player to be given an equal chance of being 

sampled but also took into account the proportions. 
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2.5 Response rate 
The response rate was 100 percent (114 questionnaires returned) from the census because 

they were few and rigorous follow ups were made. We achieved 80 percent response rate for the 

insurance agents, that is to say, 181 agents returned their questionnaires out of a total of 230 Agents 

sampled. The relatively lower response rate was due the fact the agents were scattered and difficult 

to trace. Therefore, a total of 295 questionnaires were returned and analysed for this study. Since the 

selection was unbiased, the realised response is generally a very good representation of the industry.  

2.6 Data Analysis 
Tables and graphs were used to present the information obtained from the field. A contextual 

data analysis technique was applied for this qualitative study. A comparative analysis of the best 

practices of insurance distribution from other developing as well as developed markets was 

undertaken. This allowed for identification of useful alternative channels for insurance to cover the 

untapped potential markets. 

2.7 Limitations of the study 
The study focused on the insurance industry but did not cover the perspective of the general 

public who are the direct users of insurances services. Their perspective ought to be considered as 

well. Nevertheless, the gravity of this limitation has been reduced by the fact that the industry players 

are also part of the public because they are also, in many instances, direct users of insurance services. 
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3.FINDINGS AND DISCUSSION 

3.1 The market trend for the insurance Uptake in Uganda 
The survey shows that uptake is slow but steadily picking with a great potential for growth. 

The Insurers and HMOs are optimistic that the insurance industry in Uganda has a bright future when 

the challenges the industry is facing are addressed by the players themselves, the regulator and the 

government.  

3.1.1 Factors affecting the insurance uptake  
Several factors were identified during the survey that are considered to affect the 

performance of the industry. The industry players themselves acknowledge that “Negative perception 

and mistrust of insurance industry by the public tops the list. The public believes that insurance 

business is a gamble, and a game of chances. They don’t see the actual benefits they can get from the 

insurance. The insurers also make it hard when it comes to the payment of claims. Insurers are always 

reluctant to pay claims to the insured when the risk insured occurred coupled with the ignorance of 

the insured. Table 1 shows that, 50% of those surveyed indicate that the negative perception of 

insurance industry is a major cause of low insurance uptake in Uganda.  41.6 % of the respondents 

believe that high taxes mainly VAT and Stump duty are key impediments of the insurance up take in 

the country. High taxes cut down on their profits and their ability to create more businesses. These 

factors were mainly identified by the insurers, and HMOs and they are summarised in Table 1 below. 

Table 1: Factors affecting Insurance Uptake 

SN Factors Affecting the Insurance Uptake Percentage Response by 

Insurers and HMOs 

1 Negative perception and mistrust of insurance industry by the 

public 

50 

2 High taxes 41.6 

3 Low level of product and distribution innovation 33.3 

4 Low disposable income and poor economy 25 

5 Low level of customer awareness and education 25 

6 Low investment in R &D by companies 8 

7 Lack of noticeable value addition benefits to customers 8 

8 High advertisement cost 8 

9 High regulation 8 
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Table 1 above shows that 33% of the players believe that, the low level of product and distribution 

innovation is critical in explaining the low uptake of insurance in Uganda. The products created by the 

insurance firms are similar and are standardised. There is no perceived product differentiation to drive 

uptake.  

 Another factor which is important for the uptake but not highly rated in developing countries is low 

disposable income in the poor economies. This factor can be expounded through detailed analysis of 

Maslow’s hierarchy of needs. This is illustrated in figure 1 below. 

Figure 1: Maslow's Hierarchy of Needs: A threshold for Insurance Penetration 

 

 

 Maslow’s hierarchy of needs is a basic representation of the needs of human beings. These needs 

start from the bottom upward and dictate human behaviour. The need for safety and security only 

arises when physiological needs have been met. To estimate at what income point this is, we can look 

at the cost of living. When the income per capita crosses the cost of living by a fair margin, 

physiological needs will have been met and inhabitants will start to strive for safety and security. One 

way of obtaining safety and security is by getting insurance. The preference of insurance over other 

means of obtaining safety and security will be determined by the reliance that can be placed on the 

financial services industry. The impact of insurance might even impact needs further up the pyramid. 
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For example, life insurance is driven by self-actualization - the legacy left behind. Regardless, insurance 

will only be sought once physiological needs are met.  

 

3.1.2 Challenges facing the insurance players in marketing their products 
The survey reveals that mistrust by the public on the payment of claims ranks as number one challenge 

facing the insurance industry. The public is not contented with how insurers pay claims, and the speed 

of handling claims. Other important challenges in the order of ranks are Insurance apathy, Low 

disposable income by the general public, Fraud and dishonesty by clients and some agents, Prohibitive 

taxes such as VAT, stamp duty, Training levy, High level of regulation almost at par with the first world 

economies, inability to use technology to integrate insurance services at one touch point, cash and 

carry policy yet people need credit and others as depicted in Table 2 below. 

Table 2: Challenges facing the insurance players in marketing their products in the order of importance 

SN Challenges facing the insurance players in marketing their products in the order of ranks 

 

1 Mistrust by the public on the payment of claims 

2 Insurance apathy 

3 Low disposable income by the general public 

4 Fraud and dishonesty by clients and some agents 

5 Poor enforcement of laws on mandatory insurance e.g. marine, Motor Third Party, Workers 

Compensation. 

6 Prohibitive taxes such as VAT, stamp duty, Training levy 

7 High level of regulation almost at par with the first world economies. This implies that the 

regulation are so stringent for the success of insurance in a developing economy. 

8 Inability to use technology to integrate insurance services at one touch point 

9 Cash and carry policy prohibit taking insurance on credit and yet but people need credit 

10 High operating cost 

11 Limited skills for sales agents 

12 Underdeveloped saving culture 

13 Limited underwriting information at quotation level affecting risk premium 

14 Product marketing versus behavioural change approach 

15 High turnover in agency channel 

16 Default on premium payment and unwillingness to pay premium upfront 

17 Reliance on other coping mechanism/informal insurance competition 
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The challenges in Table 2 above, call for concerted efforts of government, the insurance regulator and 

all insurance players. The key role of government in the insurance space is setting laws and policies 

that allow the insurance industry to thrive without compromising standards and exploiting the public. 

The regulator has a key role of enforcing standards and enhancing public awareness. The insurance 

actors are to maintain professional standards and conduct their business in a manner that is 

transparent and unquestionable. They should enhance the quality of their workforce because they are 

the image and the brand of their companies. The regulator is doing a great job to improve the image 

of insurance industry and increase the insurance uptake in Uganda. However, periodically they should 

conduct research to ascertain the impact of the policies they implement in as far as their implications 

on the industry is concerned. 

3.2 Current Distribution Channels in Uganda 
Effective distribution of insurance is key in determining the success of all insurance companies.  Better 

management of a distribution channel has a likelihood of improving the performance of a company in 

the long-run. Currently, insurance distribution in Uganda is through both direct and indirect channels.  

The direct channel deals with direct marketing interface. Direct marketing refers to the selling of 

products by dealing directly with consumers rather than going through intermediaries. Indirect 

channels on the other hand involve interface with customers through intermediaries which include 

individual agents, corporate agents, Bancassurance agents, and insurance brokers among others. 

Figure 1 shows the current distribution channels as licensed by the insurance regulatory Authority 

by number. 

Figure 2: Insurance Distribution Channel for both Life and Non-Life 

 

Source: IRA website 2020 

Insurance Brokers (39)

Reinsurance brokers (02)

Insurer-client interface

(21 Non- life, 9 life insurance companies 
and 5 HMOs)

Agents - Individual & Corporate (2332)

Bancassurance Agents

19 banks

Insurance distribution 
channel for both life 

and non-life
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The number of insurance sales agents with inadequate knowledge and training in insurance is 

worrying. The danger is that they may cause distortion in the market. The Regulator should therefore 

examine the proficiency of the agents that are in the market beyond the requirement for the 

certificate of proficiency. 

Moreover, the alternative of requiring evidence of enrolment with the Insurance Training College for 

licensing purposes lacks merit since the agent will not have acquired the requisite knowledge for the 

role by simply registering. 

 

3.2.1 Bancassurance  
The term Bancassurance was used, for the first time, in France and reflects the simple 

distribution of insurance products by and through bank branches. The channel currently constitutes 

the dominant model in a number of countries. Bancassurance refers to the process of using a bank’s 

customer relationships to sell life and nonlife insurance products and it is emerging as a natural 

pathway for the effective growth and development of insurance (Gonulal S., Lester R., Goulder N., 

2012). According to Shah H. A., Salim M., (2011) Bancassurance is a system in which a bank has a 

corporate agency agreement with one or more insurance companies to sell its products and in turn, 

earn revenue in form of commissions. 

In Uganda, there are nineteen (19) Bancassurance agents that have been authorised by the Insurance 

Regulator to sell insurance (at the time of this report). They have expertise in the financial services, 

saving patterns and life stages requirements of the customers they serve. A bank also has much lower 

distribution costs than insurance companies and this is the fastest emerging distribution channel. For 

insurers, tying up with banks provides extensive geographical spread countrywide to customer access 

and is the logical route for insurers to take. The evolution of the concept of Bancassurance and its 

practical implementation in various parts of the globe has resulted in a number of opportunities. To 

the banks, it implies product diversification and a source of additional income.  While to the Insurance 

companies, Bancassurance is a tool for increasing their market penetration and premium turnover. 

Among the bank customers, Bancassurance is beneficial in terms of reduced price, high-quality 

product, and delivery at doorsteps. The coverage of Bancassurance as a tool for insurance distribution 

and penetration in Uganda is however yet to be widespread. 

3.2.2 Insurance Brokers 
 Brokers are intermediaries between the insurance company and the insured. Lester (2009) 

stated that brokers assess the risk profiles of individuals and companies, and then advise them on the 

most suitable insurance product for their needs. Thereafter insurance brokers facilitate the actual 
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insurance cover for policyholders. Insurance is complex and it is a product that one may not just go 

and buy off shelf, but requires advice hence the need of these intermediaries. 

 Brokers search the market in the interest of clients, not insurance companies. Brokers are 

guided by regulations issued by the Insurance Regulatory Authority of Uganda (IRA) and the various 

aspects relating to working of the channel. There are 39 insurance brokers in Uganda. The image that 

‘broker’ carries in the mind of the customer is not very favourable. Therefore, the new breed of 

insurance brokers encounters the challenge of establishing credibility and building a brand.  The 

brokers in the urban areas can attract the elite and the upper-middle-class customer. Brokers 

represent the customer and are not tied to sell the product of one company. The cardinal role of 

brokers is selling the product that is best fit for the clients’ needs and can effectively address the mind 

block faced by the public about the various companies.  

 Insurance brokers are professionals who assess risk on behalf of a client, advice on how to 

mitigate that risk, identify the optional insurance policy structure, and bring together the insured and 

insurers. Brokers by definition are not tied to any one insurer and have a chance to present as many 

options as possible to clients. In addition, brokers have a unique advantage since they combine the 

life, non-life and health insurance requirements of a client. This allows them to work with even 

relatively small clients in a profitable manner which may not be applicable to Individual insurers. 

Brokers who participate in the training programmes will always harness information to create deep 

market expertise. Such expertise has three main benefits. First, brokers educate clients about product 

options and then push insurers hard to develop the appropriate products. This will normally result in 

a steady improvement in product quality; secondly, brokers can express a client’s case in a language 

that insurers understand and thirdly, brokers bridge the gap between the insurer and the insured 

(Singh, P. M, et. al, 2011). 

 Clients who have consumed insurance for a longer period prefer going though Brokers 

because it provides high levels of customer service. They find that the broking route provides them 

with excellent opportunities to receive quality service. The broker has to therefore build customer 

servicing capability. Thus, the ability of a broker to retain a client, quite often, rests on its servicing 

strengths. When an insurance claim is made, it is the broker who is always the customer’s champion 

and pushes the insurer towards timely and appropriate claim payment. Professionalization of brokers 

is of paramount importance. In this regard, IRA has a significant role to play in regulating the conduct 

of the brokers in the market. 
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3.2.3 Agency Channel 
 Agency is the largest distribution channel of almost all insurance companies, comprising a 

large advisory force that targets various customer segments. The strength of agency channels lies in 

an aggressive strategy of expanding and procuring business. The agency channel has emerged as a 

robust, predictable and sustainable business model. Most insurance companies have an agency-

building distribution strategy under which they recruit, train, finance, and supervise their 

agent/advisers. For years, the agency was the only distribution channel for life insurance in Uganda. 

But even to date, a large percentage of insurance products both life and non-life are sold through the 

insurance agents. With the agency channel, personal contact and relationship can easily be 

established with the customer. The individual agents are a major source of both pre-sales and post-

sales services to clients since it has a direct relationship with customers. As a result of personal contact, 

it can provide valuable feedback about the needs and expectations of consumers. However, currently, 

it is being considered by many as an old fashioned channel and not fully up-to-date with the latest 

technologies. Thus, today’s insurance agents have to know which product will appeal to the client, 

and also know their competitors’ products and have the capability of selling their company and the 

products to the clients with minimum effort. 

3.2.4 Direct Marketing Channel 
 Direct marketing deals with direct selling of products to consumers rather than through 

intermediaries. Telemarketing, marketing brochures, radio and Television advertising, and online 

shopping have emerged as alternative ways of customer engagement. Insurers have resorted to direct 

marketing wherein insurance companies get in touch with the customers without the aid of an 

intermediary. In many instances, a separate marketing department is set up with officers given targets 

to source for insurance businesses. The advantage of this system is the reduction of the cost incurred 

by the agency channel. The company-owned sales team concept is now employed by a majority of 

new players and has proved more effective in customer creation and retention. However, as compared 

to the system of agents, the contribution of direct marketing is relatively low. 

 The different distribution channels of insurance companies available have been developed. 

Intelligent segmentation of these channels to match the market segmentation is something 

indispensable that will help the companies to move towards the appropriate direction. The choice of 

the right channel lies in the hands of insurance companies, to make sure that they have fulfilled the 

demands of their customers. These channels are identified as the prime drivers for growth. 
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3.3 The Contribution of the Current Distribution Channels and SWOT Analysis 

3.3.1  The contribution of the current distribution channels to Gross Premium Written 
 Unsatisfactory customer segmentation and targeting together with some continued 

operational ineptitudes has resulted to the low insurance uptake in Uganda. The inquiry is whether 

the current face to face distribution models cost more than the value they provide. Whereas higher 

net worth persons may value the advice they receive for longer-term insurance products, certain 

clients may not. Subsequently, there is a value mismatch between the clients and the agents, and the 

growing number of customers will turn to other channels (phone, branch, and internet) to make their 

insurance purchases.  The current percentage contribution of different distribution channel to the 

gross premium written is shown in figure 3 below: 

Figure 3: Alignment of the Distribution Channels by Market Segmentation 

 

Source: IRA Annual Market Report; Primary Data 

 Agency is the largest contributor to annual gross insurance premium in Uganda and standing 

at 46.22% followed by broking at 39.14%. Other channels are Bancassurance, direct sales, facultative 

as shown in figure 2 above.  
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3.3.2 SWOT Analysis of the Current Distribution Options 
 The various dimensions in form of Strengths, Weaknesses, Opportunities and Threats of the 

current distribution channels are analysed in the matrices below: 

Table 3: Matrix of Strengths of the Current Distribution channels in Uganda 

Agency Brokers 

a) Reliable, sustainable  

b) Agents are dedicated and self-motivated 

c) Good retail portfolio 

d) Favourable claim ratio 

e) Door to door distribution 

f) Customer interface 

g) Extensive B2C reach 

h) Easy to expand 

i) Loyalty since agents are tied 

j) Easy to control agents 

a) They have expertise in the field and 

therefore give professional risk 

assessment and advisory services  

b) They have high level of retention 

c) Reliable on corporate businesses 

d) They give referrals /repeat business 

e) Strong internal synergies 

f) Solid business partnership 

g) Large network of B2B clients 

 

Bancassurance Direct Selling  

a) Partnerships and specific tailor made 

products to meet customer needs 

b) Known customers and therefore easy 

risk assessment  

c) Strong relationships 

d) Prospects under one roof 

e) Well respected and trusted by customers 

f) Easy access of customers 

g) They are efficient 

h) Less procurement costs 

i) Extensive customer reach 

 

a) More profitable due to low acquisition 

costs 

b) Delivers unique customer experience 
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Table 4: Weaknesses of Using the Current Distribution channels in Uganda 

Agency Brokers 

a) High turnover of agents 

b) Fraud in form of issuing fake policies and 

not remitting clients premiums 

c) Some lack detailed product knowledge 

and end up Mis-selling insurance products 

which discourage the public from buying 

the insurance. 

d) High distribution costs 

e) Difficulty in finding the right calibre of 

agents 

f) Lack of trust from clients 

g) Prone to fraudulent practices /dishonesty 

h) Non-satisfactory skill set in the market 

i) Being subdued by some brokers with the 

help of insurers 

a) Not fully developed risk management 

competencies 

b) Hard to impress 

c) Not loyal or divided loyalty 

d) Request for unrealistic terms 

e) Aid undercutting 

f) They are selective when placing 

business to various insurance 

companies. 

g) Unpredictable therefore uncertainty 

of business retention 

h) Overspecialisation in short term 

products 

i) Aging workforce 

j) Low product innovation 

k) Lack of awareness of the brokers roles 

among government entities 

l) Mistrust between brokers and 

underwriters 

Bancassurance Direct Selling and bidding 

 Relatively new concept to consumers 

 Unrealistic turnaround times 

 Banks have difficulty in finding time for 

COP courses 

 High business acquisition costs 

 Confusion due to competing products 

from different insurers 

c) Cannibalism from other channels since 

clients need kickbacks and 

commissions 

d) Highly competitive bids 
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Table 5: Opportunities of Using the Current Distribution channels in Uganda 

Agency Brokers 

a) Ability to reach untapped markets  

b) Flexible regulatory requirements 

a) Emergence of large investments in 

infrastructure and Oil and Gas 

b) Emerging technologies provide a platform 

for brokers to leverage on. 

Bancassurance Direct Business and Bidding 

a) Leverage on huge customer retail data 

base to increase insurance penetration 

and sensitization 

b) Taking advantage of digitalization 

c) Introduction of call centres  

d) Still a new channel which excites 

customers 

e) Existence of commissionable products 

f) Cross-selling 

a) Easily understand the needs of the 

customers because of being directly in 

touch with them 

b) Low penetration presents a good 

opportunity for increasing uptake 

c) Cross-selling 

d) Open competition leads to better product 

propositions to clients 

 

Table 6: Threats of Using the Current Distribution channels in Uganda 

Agency Brokers 

a) Digitalization through FinTechs are seen 
by some non tech-savvy insurance players 
as a threat due their wider distribution 
coverage.  

b) Distribution of insurance through mobile 
money platform 

c) Independent nature of agent work lead to 
monopoly of clients engagements to a 
specific individual and could lead to loss of 
business portfolio if at all the agent cease 
to participate 

a) Uncertainty 
b) Reduced market share by other 

channels such as Bancassurance, 
mobile money platforms, internet 

Bancassurance Direct Business and Bidding 

a) High taxation 
b) Creation of captive insurance products 
c) Cannibalisation of business by other 

channels 
d) Stiff competition from other channels 
e) Insurance not yet recognised as a strategic 

line of business 

a) High cost of doing business 
b) Fraud 
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3.4 Measures to strengthen the current distribution channels 
 

 Key measures have been suggested to strengthen the current distribution options.  The 

insurance actors blame high taxes and cash and carry policy which has made it very difficult for their 

clients to pay for insurance services upfront.  The summary of the measures to strengthen insurance 

industry by the key players are presented in Table 7 below: 

Table 7: Measures to strengthen the current distribution channels, according to the players 

Regulator (IRA) Government 

a) Strengthen regulations through penalties, 
and possibly publicising culprits of bad 
practices. 

b)  Ensuring that banks have only 
Bancassurance as prescribed in the 
Regulations. 

c) Build the capacity of underwriters to assess 
risks. Require certificates of Continuous 
Professional Development (CPD) 

d) Enforce commission rates  
e) Strengthen the qualification framework for 

agents. 

a)  Review taxes on individual policies such as 
VAT, Stamp duty, etc. 

   Agents  Brokers 

a) Improve their skilling levels through training, 
and professional development.  

b) Specialisation of field agents under different 
insurance classes to improve business 
efficiency 

 

a) Diversification into risk management 
opportunities through training in life 
insurance and long term agreements 

b) Merging of some brokerage firms to create 
bigger brands that are more visible in the 
market 

c) Specialization of brokerage firms. 
d) Joint prospecting , tripartite meetings and 

attractive incentive plans 

  Bancassurance  Direct business  

a) Developing new unique products to survive 
from cannibalisation 

b) Creating attractive incentive plans 

a) Attractive value prepositions and improved  
customer engagements 

 

3.5 The current clientele served by the Insurance Industry 
          The study revealed that insurers, HMOs, Corporate agents and brokers concentrate in serving 

the corporate clients while individual agents have concentrated on individual clients. Few players are 

dealing with government and its agencies. The choice of the clientele is based on premium 

affordability. Corporate clients are ranked number one as the priority client among the insurance 

players.  These categories served are mostly in urban areas. The rural population are scarcely served 

due to lack of affordability of the insurance premium. 

Table 8: Current clientele served in order of ranks 
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SN Clientele served 

1 Corporate clients 

2 Individuals 

3 SMEs 

4 NGOs 

5 Government Agencies 

6 Construction firms 

7 Service provision companies 

 

The rationale for serving the mentioned clientele base are impinged on the volume measured in terms 

of   Gross Written Premium (GWP), high insurance uptake among corporate clients, and Individual life 

clients who are more loyal due to their long-term contracts with the insurers. 

3.6       Future clientele base 
Insurers and HMOs have a futuristic view of covering government business and assets, low income 

earners through micro-insurance, agricultural sector, oil and gas sector, informal businesses and the 

student population.  Table 9 provides the detailed future clientele base in order of ranks. 

Table 9: Future clientele base for some Insurers and HMOs in order of ranks 

SN Nature of clientele 

1 Government business and assets 

2 Low income earners 

3 Agriculture 

4 Oil and gas 

5 Informal businesses 

6 Student population 

 

3.7       Uninsured/underinsured market 
The insurance players advanced reasons why there is underinsurance amongst mainstream 

government, low income earners, agricultural sector, oil and gas sector, individual SMEs and High Net-

worth individuals (HNI). The reasons for Insurance not being extended to some market segments are 

summarised in Table 10 below: 

 

Table 10: Reasons why Insurance is not extended to some market segments 
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Government Micro- users/ low income earners 

a) Unethical behaviour (unreasonable demands 
for kickbacks) 

b) Absence of an explicit policy of insurance of 
government assets and personnel 

a) Not sustainable because the cost of 
distribution is prohibitive 

b) Not able to maintain consistent premium 
c) Some think insurance is a scam 

Agriculture Individual SMEs 

a) Limited availability of reinsurance capacity. 
b) Perceived ‘low premiums high risk’ keep 

away some players from the agriculture 
insurance consortium 

a) Lack of dynamic agency force 

Emerging Markets (Oil and Gas sector) High Net- worth 

a) Still in the early stages and players are 
positioning themselves 

a) They perceive insurance to be for the poor 
b) Some are unaware of the benefits of 

insurance  

 

 

3.8 Proposed Alternative Distribution Channels for Uganda 
 For the purpose of this study, alternative distribution was loosely defined as insurance models 

utilising partnerships with institutions traditionally not in the insurance space. Examples of this type 

of model include retailers (furniture marts, supermarkets, and hardware shops), utility companies, bill 

payment networks and cell phone airtime providers. 

The model for alternative insurance distribution channels are based on the following salient 

features: 

a) Scale through aggregation: Ability to achieve scale by targeting large client concentrations i.e. 

specific non-insurance client groups such as clients of retailers, cell phone companies, and 

utility companies.  

b) Presence of infrastructure footprint: When entering into partnerships with organisations with 

large client concentrations, alternative distribution models typically rely on the presence of 

an infrastructure footprint that is larger than what could be achieved by an insurance 

company in isolation. The infrastructure could be physical (e.g. store buildings) or virtual (e.g. 

a cell phone network).  

c) Transaction platform: The sales channel typically doubles as a premium collection platform 

for example adding premiums onto a utility bill.  

d) Standalone voluntary product: Models distribute insurance products sold on an “opt-in” 

rather than “opt-out” basis. That is to say, buying insurance is an explicit choice by the 

customer, rather than an automatic addition to another product or service.  
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e) Trusted brand: The majority of models rely on a distribution partnership with a well-trusted 

brand. Models that lack brand reputation may actually impact on the demand for insurance 

negatively.  

The probable antidote is that insurers have to adopt a multi-channel strategy that develops new 

alternative channel formats and drives out inefficiencies in traditional channels. These channels must 

be supported by simplified products and unbundled advice. There are a number of distribution options 

that we have proposed to be used by the insurance actors for the purpose of increasing the insurance 

penetration and density in Uganda. They include among others, Cell Phone, Internet, Worksite 

Marketing, Direct Marketing Interface, and Supermarkets and other retail outlets, Insurance specific 

debit/credit cards, and Call Centres among others. 

3.7.1 Internet, mobile device and telephone led distribution channels  
 Technological innovations are breaking up the traditional insurance distribution processes and 

re-configuring standard intermediary functions. Distribution has progressively broadened from an 

own-sales force versus agent/broker paradigm to a wide variety of direct and indirect channels 

between insurers and existing and potential customers. The newest direct sales channels – the 

internet and mobile devices – currently in Uganda and over the world command a small portion of the 

market in terms of premiums. Agents and brokers continue to dominate sales. The internet is 

fundamentally affecting customer buying behaviour, from preliminary insurance information search 

to other pre-sales activity such as soliciting advice and obtaining personalised quotes, to policy 

issuance and post-sales services for the policyholder. Likewise, mobile technology and telematics are 

changing both the location and timing of interactions between insurers and their customers, allowing 

the retrieval and dissemination of information from almost anywhere at any time. New technology 

will eventually enable customers to arrange almost all of their insurance needs through remote digital 

channels. This evolution of distribution will probably continue gradually, at least for the majority of 

business lines.  

 Technology-led shifts in distribution increase transparency, empower customers and lower 

barriers to entry in some markets, which can lead to further commoditisation of insurance products. 

Successful insurers in the more price-competitive market will be those who can build trusted brands 

and reputations for good service. Additionally, telematics and a shift to more usage-based insurance 

will allow insurers to provide personalised cover and more risk-based pricing to further differentiate 

themselves from their competition. Therefore, as competition intensifies, insurers with strong brands 

and technological know-how will thrive. 

 Distribution innovation can help to meet demand from some customer segments for targeted 

but limited interaction with their insurers. It can also make insurance viable for low-income individuals 
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currently underserved by insurers. However, successful innovation requires a culture that fosters 

experimentation and accepts failure during the early stages. The key is to harness the insights from 

data and analytics to not only improve risk selection and pricing, but also to use the technology to 

make insurers’ products and services more customer centric. 

 Technological innovations are breaking up the traditional insurance distribution process and 

re-configuring standard intermediary functions. The digitalisation calls for flexibility in how insurance 

business are done by both the regulator and the industry. It is strongly believed that adopting 

technological innovation like FinTechs will greatly increase the insurance penetration and uptake in 

Uganda. An enabling regulatory framework should be fast-tracked to enable digitisation of the entire 

process.  

3.7.2 Microinsurance Distribution innovation channels 
 

 Achieving cost-effective insurance distribution is one of the biggest challenges facing insurers 

in low-premium environments where customers are typically unfamiliar with insurance products and 

often sceptical of providers. In an effort to effectively reach large clientele base, the emphasis should 

be placed on new innovative distribution models based on Microinsurance distribution approaches, 

which typically rely on distribution through micro institutions such as Microfinance institutions, e.g. 

Savings and credit cooperatives (SACCOs), churches and mosques, established village 

Associations/organised groups, established wholesale/retail shops, supermarkets and hardware 

shops. This will generally involve utilisation of partnerships with organisations that are not 

traditionally in the insurance space. However, care must be taken to ensure that they meet the 

minimum standards established by the regulator. Generally, four categories of alternative 

distribution channels of Microinsurance are proposed: 

i. Cash-based retailers such as supermarkets and clothing retailers offering simplified personal 

accident and life (funeral) insurance products; Credit-based retailers, e.g. furniture and 

electronic goods stores offering credit, extended warranties, personal accident and life 

insurance products; 

ii. Utility and telecommunications companies, such as electricity, fixed-line and cellular 

telecommunications companies offering personal accident covers for benefits in case of 

disability, unemployment, etc. 

iii. Third-party bill payment providers offer personal accident and life insurance products. 

iv. Local community organisations/Associations for agricultural insurance for both crops and 

animals.  
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In order to continue offering clients value, alternative distribution models should come with flexibility 

in how premiums are paid and how claims processing is handled within the shortest possible time. 

Insurers will have to start using distribution partners as “one-stop shops” that not only sell policies 

and collect clients’ money, but also the point where claims are paid out.  

 

The acceptability and dominance of any distribution is based on its ability to serve clients more 

comprehensively and successfully than those that do not take the clients convenience into account. 

 

3.8 Alignment of the Distribution Channels by Market Segmentation 
 The insurance marketplace is undergoing a transformation that may eventually lead to 

significant changes in how consumers purchase insurance products.  A variety of distribution channels 

are currently used in this market place, and some insurers utilize a combination of distribution 

channels. The success of any distribution channel is based on clear understanding of the market group 

that the insurance company serves or intends to serve. Figure 4 makes alignment of the distribution 

channels to the target client’s segments as suggested by the insurance actors during the survey 

according to the wealth tier.  

 

Figure 4: Alignment of the Distribution Channels by Market Segmentation 

 

 Local council, etc. 
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 Different market groups require unique distribution channels for them to function effectively. 

Figure 4 shows three market segments; the general public, middle income market, High Net worth 

(HNI) and affluent. The general public requires cheap, affordable, and less advanced distribution 

channels such as education institutions, churches, mosques, supermarkets, community 

Organisations/Associations among others. The middle income bracket requires relatively advanced 

methods of distribution such as the use of Bancassurance, mobile phone application and digital 

platforms. The High Net Worth Individuals (HNI) and affluent groups may prefer the services of 

brokers, corporate agents and other professionals due to the large amounts of money involved. It is 

important to note however that these are not strict demarcations. Some modifications can be made 

based on the circumstances to increase insurance uptake in Uganda.  

3.9       Impact of IRA on the Industry 
 IRA-Uganda is autonomous and supreme body that governs and supervises the Insurance 

industry. It has a mandate to safeguard the rights of insurance policy holders and insurance 

beneficiaries to any insurance contract.  The insurance industry has been faced with challenges in 

claims management which has contributed to the poor image of the industry and low penetration of 

the insurance services. Most insurance complaints relating to claims management, suggest, that there 

is room for improvement in this area of client service.  

The Authority should ensure that the laws governing insurance industry and regulatory requirements 

are strictly followed. The authority also with all the insurance stakeholders should ensure that the 

claims guidelines are adhered to enhance efficiency, transparency, and disclosure of information to 

policyholders during the claims processing, and increase consumer satisfaction. There was also a call 

for Clients to have a say in the choice of an insurance intermediary. Brokers should have an 

appointment letter or an agreement with the client while agents should have a consent letter from 

the client rather than allow insurers to impose an agent on the client. The insurance players have 

noticed both positive and negative impact of the legislation. 

3.9.1       Positive impact of IRA requirements on the performance of Insurance Industry 
The survey revealed that that the industry has appreciated the role the Insurance Regulatory Authority 

of Uganda is playing in enhancing the trust in the insurance sector. Key aspects are provided in the 

Figure 5 below: 
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Figure 5: Positive impact of IRA requirements on the performance of Insurance Industry 

 

 

 

 

 

 

 

 

 

 

 

 

3.9.2         Negative impact of IRA requirements on the performance of Insurance Industry 
 

         The industry highlighted some issues pertaining the current requirements to the attention of the 

Authority to be addressed where possible.  Figure 6 shows the concerns of the industry on IRA 

requirements. 

 

Figure 6: Negative impact of IRA requirements on the performance of Insurance Industry 
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3.9.3 Proposed interventions by the insurance actors to IRA 
The proposals by the players to the regulator are documented in Table 11 below. 

   Table 11: Proposals of Insurance players to the IRA 

SN Proposed Recommendations of the Insurance Industry to the IRA 
 

1 Should review existing minimum and maximum premium rates.  The main purpose is to 
widen the scope of minimum premium rates so as to maintain the discriminatory nature of 
insurance whereby well managed risks are rewarded by way of discounts such those related 
to good claims experience and good risk management measures. The current rates tend to 
reward bad risks since insurers cannot load them due to competition. 

2 Should strictly enforce  claim payment guidelines 

3 Ensure that marine insurance is enforced 

4 Increase public awareness through outreach programmes 

5 Reduce the number of returns that companies submit to IRA or regular basis 

6 Proactive engagement with government on review of individual insurance products 

7 Create an enabling environment that fosters healthy competition and encourages 
innovation 

8 Be open and more flexible to licensing requirements for new distribution channels 

9 In order for Bancassurance to achieve its intended purpose of increasing market 
penetration, Bancassurance agents should provide insurance to bank customers instead of 
competing for the same business that the brokers and other players are managing. 

10  Unifying and sharing  the  approved ratings by competent committee across the board 

11 Review of the compensation limits for statutory covers to reflect the prevailing economic 
realities. 

12 IRA should support the fee structure agreed between the UAEVLA and UIA and punish those 
who disregard the structure. 

13 Insurance companies should share the full underwriting information with the assessors 
rather than give partial information 

14 In conjunction with the insurance institute, IRA should put more effort in training the 
professionals in the industry through part of the money obtained from training levy. 

15 Insurers who do not pay claims should be punished and published for public information. 

16 Insurers should endeavour to train their agents. The Regulator should require insurers to 
submit their Annual training plans and monitor their implementation.  

17 Reinsurance brokers should be locally set up in Uganda for the purpose of competition and 
transfer of knowledge and skills to the underwriters. The Regulator should incentivise local 
establishment of reinsurance brokers similar to the incentives of locally incorporated 
Reinsurance Companies. 

18 IRA should persuade government to integrate insurance in the curriculum both in the lower 
and higher levels of education. 

19  Brokerage commission rates should follow the market trends rather than being static for 
years. These should be reviewed at least once in every three years. 

20 The motor vehicle insurance (Third Party Risks) Act, Cap 214 provides for limits that are 
outdated and give negative impression about the insurance industry. The amendment of 
the law needs to be fast-tracked.  

21 Cash and carry provision deserves further consultations, so as to allow payment of premium 
in instalments that take account of client’s income pattern. 

22 Emphasise frequent reviews of minimum premium rates so as to be in line with 
underwriting cycles. 
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23 Regulator should empower banks and other insurers to innovate products that are tailor 
made for the public with discounted rates due to mass numbers  rather than sticking to the  
traditional insurance products and hence increasing uptake 

24 Initiate the review of existing insurance products such as crop insurance, livestock 
insurance, based on scientific approach to arrange viable insurance policies keeping in mind 
over all claim ratio. 

25 IRA should identify the most critical and basic insurance requirements in different sectors 
and societies and recommend affordable and sustainable micro insurance policies as a way 
of enhancing and deepening uptake and penetration. Examples, agriculture insurance to 
protect famers from poor harvest, hospital covers for low income earners, fire insurance for 
vendors in congested areas, marine insurance for people and businesses that use water 
transport, among others.  
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4. SUMMARY, LESSONS AND RECOMMENDATIONS 
The summary, lessons and recommendations as derived from the study are presented below: 

i. Insurers have to adopt and use a multi-channel strategy by adopting new alternative channels 

which drive efficiencies in traditional channels. 

ii. For insurers to realize the highest value from distribution, they must improve operations and 

provide support to their key distribution channels.  

iii. The best economic value for insurers is in partnership with distributors that demonstrate a 

high propensity to drive sales and manage their business with high-tech services and self-service 

enabled outlets.  

iv. Today, more customers expect to perform most types of transactions either online or using 

mobile devices. Insurers should develop their web-based capabilities to allow customers a higher 

degree of control and flexibility. 

v. The relationship between people and technology is one of the key drivers in empowering the 

next generation workforce. It is an issue that insurers should consider as they position their 

organizations to meet the challenges ahead. Improvement of distribution channels means that 

insurance firms have to embrace technology which reaches customers without physical presence. This 

in turn reduces costs and enhances affordability and purchase of Insurance. 

viii. A review of products to make them simple to understand will go a long way to enhance 

uptake. This must however go hand in hand with provision of good service, so that payable claims are 

paid within a few days and also communication on position of documents or claims process is made 

within agreed periods. 

ix. Vigorous marketing targeting the youth and low income earners should be adopted as a major 

strategy to drive insurance growth. 

x. Flexible payment plans should be adopted to enhance insurance uptake especially amongst 

the low income earners and the informal sector. 

xi. Create public awareness on the importance of insurance through advertising on the benefits 

of insurance in the local dailies, radio stations and television and organise trade fairs all over the 

country to reach the general public. 

xii. The insurance players should broaden their offering to tap into demand that emerges with 

the increase of disposable income. 
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xiii. Wider distribution channels will provide access to remote client segments that had previously 

been too costly or inefficient to approach. As new technology becomes available, barriers to market 

entry should be overcome.  

xiv. Insurance companies should consider listing on Uganda stock exchange market, in order to 

increase their capitalisation and risk distribution. 

xv. The regulator should enforce the set minimum qualifications for Agents to ensure that they 

communicate correct information to the buyers of Insurance products. No one should be released to 

the market to sell insurance without the requisite qualification. 

xvi. The regulator should introduce simplicity in the Insurance contract by requiring 

standardization of Insurance policies in a language that is easy to understand.  

xvii. IRA should encourage the use of technology like the mobile phone platform to reach the rural 

masses in signing for cover, making up payment and also lodging of claims. 

xviii. IRA is encouraged to enhance corporate governance and internal governance; it is critical to 

raise insurance professional Standards. All insurance professionals should constantly upgrade both 

their technical and management skills. Training and competency requirements should apply across-

the-board to all insurance professionals.  

xix. IRA should review the manpower capabilities of the insurance industry and identify the main 

competency gaps and areas of weakness. 

xx. Ensuring that key policy clauses come first on the policy documents and key issues should be 

underlined or in bold. This is to ensure the policy holders read and understand the critical issues in the 

document before signing the contract. Where the person does not understand English, translation 

should be made.  

xxi. IRA should ensure that insurance actors comply with the claims payment guidelines and 

publish the names of actors who are fraudulent in their dealings. 

xxii. IRA should provide for short term covers such as pay as you go and other flexible payment 

plans. 

xxiii. IRA should legislate for insurers to generate a given portion of their GWP from rural 

areas/country side. This will force companies to invest in products for low income earners. 
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