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UCC Executive Director Mr 
Godfrey Mutabazi and Nigerian 
actress Patience Ozokwo at the 
launch of 2014 Uganda Film 
Festival at UCC House, Bugolobi 
on June 17, 2014



Let us observe 
SMS guidelines

First word

The right to information is 
one of the fundamental 
consumer rights, which pro-

vide that pre-contractual arrange-
ments, tariffs, policies, user guides 
and all product and service infor-
mation to consumers be accurate 
and truthful.  

In this information era charac-
terised by innovations in ICTs, 
governments, business organisa-
tions, multinational corporations 
depend on mobile messaging 
directly to the  target audiences 
for information andpublic service 
announcements, and product or 
service awareness. As a regula-
tor, UCC has developed guide-
lines to promote confidence in 
the use of text and multi-media 
messages by telecommunication 
providers and subscribers. Spe-
cifically, the guidelines provide a 
transparent mechanism for com-
plaints handling to ensure com-
plaints are handled in a fair and 
efficient manner and to ensure 
that service providers protect 
children from viewing unsuitable 
mobile content. 

On the part of consumers, 
due diligence and vigilance is 
required in enjoying the right to 
information. Consumers need to 
be aware that more often than 
not, subscription to information 
services such as updates, quotes 
and inspiration messages have 
cost implications. However, op-
erators, , need to make clear in 
a transparent manner the terms 
and conditions of these services, 

the pricing and provide opt out 
options when a consumer has no 
further use for the service.

By IBrahIm BBossa
editorial@ug.nationmedia.com

Due to the increasing Internet 
penetration and usage, the 
International Telecommunica-

tion Union (ITU) is encouraging mem-
ber countries through the regulatory 
bodies and private sector, especially 
the Internet Service Providers (ISPs) to 
make sustainable child online protec-
tion interventions.

Child online protection takes into 
consideration that a young Internet 
user of seven years of age is different 
from that of 12 or 17 years and there 
are different cultural factors on how 
this may be used and interpreted. 

There are key areas for consider-
ation for the Information and Com-
munications Technology (ICT) indus-
try that include the need to develop 
industry wide standards and related 
recommendations to protect children 
online. 

This will enforce a widely shared ap-
proach that can be promoted across 
the sector through public private part-
nerships.

Globally, there are competencies 
and capacities that are being devel-
oped in regards to child online pro-
tection, and evaluating available op-
tions and possibilities for coordination 
and collaboration on a global scale 
should provide the necessary consis-

tence to protect children online. ISPs 
should develop and promote parental 
control software, watch and warning 
capabilities, and incident manage-
ment tools that would facilitate the 
gathering of threats and information 
sharing on online threats among the 
various players.

There is need to establish coopera-
tive arrangements between govern-
ment agencies and the private sector 
for sharing information and devel-
oping specific capabilities aimed at 
mitigating the risks and extending the 
potential of ICT usage by children.

ISPs should equip children and their 
parents with information and easy to 
use tools to help manage their use of 
the Internet in ways which minimise 
the potential dangers.

Terms and conditions 
Internet sites and other web ser-

vices, language and terminology 
should be accessible, clear and rel-
evant for all users, including children 
and parents, especially in relation to 
the site’s terms and conditions, pri-
vacy policy, safety information and 
reporting mechanisms. 

It is very important for service pro-
viders to have in place robust pro-
cedures for handling complaints, es-

pecially those about harassment and 
inappropriate content should be as-
sessed speedily, and if appropriate, 
the offending content should be re-
moved promptly. 

Service providers should also con-
sider having mechanisms such as links 
to report abuse or flag profiles that 
may be inappropriate or that place 
the child at risk, and should be able 
to escalate any report to law enforce-
ment if necessary.

Service providers should consider 
making the ability to report as a de-
fault on all web pages and services 
offered by the ISP by means of a “Re-
port Abuse Button” to the extent pos-
sible. 

A common recognisable button 
could be developed, which will be 
always in the same location on every 
screen. 

The reporting mechanism could be 
enhanced by offering technical solu-
tions to the reporting user such as 
the ability to attach screen shots, con-
nection statistics and running process 
lists as well as informing the user what 
information they need to include with 
any report to make it effective.  

Service providers should emphasize, 
in accessible and easily understood 
language, what behavior is and is not 
acceptable on the service, particularly 
for young users and for their parents 
and caregivers. 

This information should be provided 
in addition to including it in the terms 
and conditions. 

The writer is the manager con-
sumer affairs at Uganda Communi-
cations Commission. 

Telecom Union calls for 
child online protection

“In respect to 
privacy, while 
information is 
useful it has a 
tendency of 
being intrusive 
when sent 
directly to 
one’s phone 
or device. 
The regulator 
has provided 
minimum 
standards in 
the guidelines 
to regulate 
the orderly 
usage of these 
platforms,” says 
Mr Fred Otunnu, the 
UCC acting director 

for competition and 
consumer affairs.

Internet. Internet Service Providers 
should be responsible online 
suppliers for child Internet safety by 
reducing the availability of and restrict 
access to harmful or illegal content 
and conduct.

CHILD PROTECTION
Internet service providers should 
evaluate the effectiveness of 
technologies that identify and 
verify the age of customers.

Children should be limited on Internet usage to prevent them from being exploited. COURTESY PHOTO
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Film festival promotes local talent

What is UFF and its objec-
tives?

UFF is an annual film event 
initiative intended to showcase 
what the local film industry is 
doing, generate interest in the 
film industry both locally and 
internationally, and to bring all 
the industry players together in 
a more focused and structured 
environment. 

It started in 2013 and this year 
will be the second edition.

Its objectives include to 
give a spotlight to the young 
Uganda film and video industry 
both locally and internationally, 
to help build capacity in the 
film and video industry through 
training and to create a forum 
that encourages linkages be-
tween local and international 
film producers, distributors and 
exhibitors.

What did the inaugural film 
festival achieve?

The first film festival was a 
success given that we were 
able to focus the attention of 
the public and key stakehold-
ers on Ugandan films. 

Through workshops and fo-
rums, we managed to equip a 
cross section of Uganda film-
makers with film making skills.

There was exposure of in-
dustry stakeholders to interna-
tional film personality who cre-
ated important linkages. For 
instance, one of the winning 
films here also won an award 

in Nigeria.
We now have a growing da-

tabase of films and film stake-
holders who participated in last 
year’s film festival. This is help-
ful in focusing our support to 
the industry.

There was general awakening 
of stakeholders on the emerg-
ing opportunities of the film 
industry that include employ-
ment, revenue generation and 
preserving cultural integrity.

Who were the winners of the 
UFF Awards in 2013?
• Film of the year: State Re-
search Bureau (Matt Bish).
• Best feature film:  State Re-
search Bureau (Matt Bish).
• Best short film: Gunno Muk-
wano? (Is this Love (Sharp 

Sewaali).
• Best animation: Imitate (Cross 
Roads Digital Multimedia Ltd)
• Best student film: Bloody 
Sunset.

What is the plan for this 
year’s festival?

We will have the opening 
ceremony on August 25, fol-
lowed by workshops, forums, 
film screenings, a film exhibi-
tion between August 26 and 28 
and finally an awards gala night 
on August 29. 

The general public is invited 
to attend the film screenings 
and film exhibition at no cost. 

What new categories are up 
for competition this year?

In addition to last year’s cat-

egories, there are four new 
additional categories; best cin-
ematography, best costumes, 
best sound, best screenplay, 
best student film, best anima-
tion, best short film, best fea-
ture film and film of the year 
award, which  will be given to 
the film that collects the high-
est points overall. 

The judging panel score will 
constitute 60 per cent of the 
overall score while the public 
vote will constitute 40 per cent. 
Others include best actor, best 
actress, to honour the people 
who perform better in films, 
best documentary to cater for 
this important genre, which at-
tracts a lot of films, best east 
African film to recognise films 
produced in other countries in 

the region, special recognition 
award to recognise people who 
have contributed greatly to the 
industry. 

There will also be certificates 
awarded to best northern, east-
ern and western region films to 
motivate movie makers in the 
regions to keep on producing 
films.

What is your comment on the 
state of the film industry in 
Uganda?

The industry is nascent with a 
number of challenges but with 
various interventions being 
made, it has great potential to 
create employment opportu-
nities, especially for our youth 
and generating revenue for the 
nation. 

Interview. Uganda Communications 
Commission (UCC) is engaging all stakeholders 
as one of the efforts to develop the filming 
industry through the Uganda Film Festival (UFF). 
Mr Meddy Ssebagala Kaggwa, the head of 
multimedia shares highlights in the interview.

State Research Bureau crew members 
display their awards. The team won 
the best screen play, feature and film 
of the year awards in the 2013 film 
festival. COURTESY PHOTO

UFF FUTURE

“We foresee 
a bright 
future where 
UFF becomes 
the one stop 
center for 
Uganda’s 
finest 
films and 
eventually 
evolving 
from a 
national to an 
international 
film festival. 
This is 
all made 
possible 
by various 
stakeholders 
that continue 
to support 
UFF,”says Mr 
Meddy Ssebagala 
Kaggwa, the head 
of multimedia 
at Uganda 
Communications 
Commission.

With the second Uganda 
Film Festival (UFF) fast 
approaching, we can af-

firm that the local film industry is 
developing. 

My involvement as a jury mem-
ber at last year’s festival gave me a 
sense of what this, at once, artistic, 
cultural, economic and political in-
dustry has to offer for the develop-
ment of Uganda. 

The value of film festivals
The Uganda Communications 

Commission’s idea of organising 
an annual film festival is an excel-
lent starting point to whip the bud-
ding industry into existence. 

The rich menu of films exhibited 
tells of the immense talents and 
possibilities in the country to de-
velop this multifaceted industry. 
Festival as a locus for exhibition is 
a feast where not only outstanding 
talents and creativity are recogn-
ised, but also a space for inspira-
tion, self analysis and evaluating 
the industry’s strengths and weak-
nesses, as well as creating a na-
tional film culture. 

The national industry, fuelled by 
festivals, is like a nursery bed for 
nurturing talent and competencies 
that later burst the national border 
to flow into regional, continental 
and international streams for rec-

ognition. 
To have one’s film screened at a 

festival is motivation enough even 
if one does not win an award. From 
the range of films screened during 
last year’s festival, the stake is high 
for a successful industry. 

The entry list was rich in terms of 
genres and themes that transcend 
local boundaries. From the per-
spective of the jury, the filmmakers 
were bold in their narratives that 
addressed themes such as human 
trafficking, migration, cultural iden-
tity in the context of change, lead-
ership and governance.

Opportunities and gaps 
The growing number of films pro-

duced by Ugandans show there is 
an industry. What is evident is the 
enthusiasm of Ugandans to em-
brace this industry as an economic 
activity; what is still in process is a 

clear structure to govern and facili-
tate quality production, distribution 
and marketing of films, needed for 
a fully functional industry. 

It must be noted, though, that 
film as an art premises its existence 
beyond the profit line, although it 
is generally true that great art has 
always a commercial value to it. It 
is beneficial if art is also good busi-
ness. 

Whether it is viewed as art or 
business, both need a function-
ing industrial structure made up of 
filmmakers, technical team, actors, 
writers reviewers and critics, pro-
duction companies, distributors, 
and audiences. 

Challenge 
The reality of the film industry be-

ing driven by the informal sector 
is not unique to Uganda as this is 

facilitated by the digital era, where 
access to film equipment and 
films is quite easy. It is largely a 
‘down-up’ rather than an ‘up-down’ 
structure. UCC should regulate a 
formerly an informal industry with-
out killing the creativity of those 
who had sustained it.

Youth enthusiasm and need for 
training

With the enthusiastic young 
population, given the appropriate 
formation, can find new careers in 
this industry. As one who teaches a 
film course, I feel the pulse of the 
youth in this regard. 

Film, with its multi-facetted ca-
pacity to communicate has become 
the art of the moment for self and 
community expressions. 

To plant the ‘seed’ for this indus-
try in the right place means intro-
ducing film as a form of ‘literacy’ 
in pre-tertiary school so that young 
people are exposed to it as an op-
tion to consider for career develop-
ment just like any other discipline.

The writer is associate professor 
of literature and film, 
Makerere University.

Local film industry 
growing faster 

Expert’s view

sr DomInIc DIpIo

EFFORTS NEEDED
Deliberate effort needs to be 
made to build audience volume 
for Ugandan films so that the 
industry can grow better. 
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Challenges of fighting 
counterfeit mobile phones

By Joseph KIzIto
editorial@ug.nationmedia.com

In fulfillment of its mandate 
to safeguard the interests 
of consumers and service 

providers, Uganda Commu-
nications Commission (UCC) 
in March 2013, contracted 
Knowledge Consulting Lim-
ited (KCL) to undertake a 
study on counterfeit phones 
in Uganda. 

According to the report, 
which was completed in No-
vember 2013, the term coun-
terfeit has loosely been used 
to refer to products whose 
features have been designed 
to appear like those of an-
other product with the inten-
tion of duping its consumers. 
In Uganda, this is common 
with products such as elec-
tronic devices, clothing and 
fashion items, car spare-parts, 
accessories and medicines.

UCC defines a counterfeit 
mobile phone as one whose 
International Mobile Equip-
ment Identity (IMEI) number 
is not legitimate according to 
the Global System for Mobile 
Communications Associa-
tion (GSMA) database of le-
gitimate IMEIs, or one that is 
associated with IMEI cloning 
were GSMA has not assigned 
that particular mobile phone 
the legitimate number.

It is expected that all legiti-
mate phones registered by 
GSMA will have undergone 
the appropriate conformity 
assessment procedures of a 
genuine phone. 

IMEI is a 15 digit number 
used to uniquely identify mo-

bile devices used on an oper-
ator’s network. It is transmit-
ted to the GSM network and 
is used to identify connecting 
devices. The IMEI has no re-
lation to the subscriber, who 
is instead identified by an In-
ternational Mobile Subscriber 
Identity.

While the process of coun-
terfeiting started off largely 
by copying famous brands 
such as Nokia and Samsung, 
it has spawned a local innova-
tion ecosystem, where some 
of the leading actors have 
managed to transform them-
selves into emerging brands 
that can adapt and compete 
on the global stage.

In the region
The Communications Com-
mission of Kenya (CCK) car-
ried out a study that esti-
mated that 10 per cent of all 
phones on the local market 
were counterfeit. CCK later 
ordered Kenyan operators to 
switch off counterfeit phones 
on October 1, 2013. 

The Rwanda Utilities Regu-
latory Agency estimated that 
47.5 per cent of the phones in 
usage were counterfeit, while 
in Tanzania the estimate was 

at 22 per cent. 

Factors determining the 
purchase of counterfeits

Economic-related fac-
tors tend to focus either on 
the macroeconomic picture 
(foreign trade deficits, job 
losses, and underground 
economies), economic loss 
of rights holders (loss of sales 
and revenues) and effects on 
counterfeited brands.  

Personal-related factors 
relate to market practices 
and ethics where consumers 

perceive big brands as pred-
ators as opposed to victims 
and think they can retaliate by 
buying counterfeits of their 
products. 

Product-related factors 
involve perceived price and 
product quality. The percep-
tion of a significant price dif-
ference is a convincing factor 
in changing a consumer’s at-
titude towards counterfeits 
and their purchase intention.

Consumers should know 
that not all Chinese phones 
are counterfeit; there are 
many genuine and legitimate 
phones from China. 

Talking to consumers in 
focus groups discussions, 
the cost of a mobile phone 
emerged as a very important 
factor in the choice of phone 
that a consumer bought. 
Durability or quality of the 
phone was secondary for 
consumers. 

Wholesalers and distribu-
tors then wondered why 
they would bother to invest 
in expensive phones yet the 
market wanted the cheap-
est things. Many of the par-
ticipants attributed this to 
the fact that the majority of 
consumers are poor.

Statement. A subscriber 
can call UCC Toll Free 0800 
133911 for assistance on 
how to identify a counterfeit 
phone.

Choosing the most 
dependable mobile 
telephone network

By Irene naKaggwa
editorial@ug.nationmedia.com

IThe liberalisation of the communications sector in 
the 1990s attracted many players and increased 
penetration of telecommunication services in 

Uganda. 
As a result of having many telecom service pro-

viders with very competitive services and packages, 
consumers are now challenged with making the 
right decisions when choosing the right mobile 
telephone network service provider.

Below are some guiding questions for choosing 
a mobile network service provider; 

• Do you mainly use the mobile network for voice,                
SMS or data service?

(b) What are the charges that will be applied to    
the service 

• Which network you communicate to most?
• Mode of payment (pre-paid or postpaid)
• What is the quality of the network service in the 

area which the mobile phone is to be used? Do not 
go for a network service that does not cover your 
area of operation.

• What additional services are available for ex-
ample mobile Internet, voicemail?

• Do you want to use your phone when you are 
abroad? If yes, then which mobile network has the 
best package?

• When do you tend to make your calls, SMS? 
Most service providers divide the day into peak and 
off-peak periods. 

• Averagely how long are your calls?
The costs and availability of all these will vary be-

tween operators and packages. 
• A consumer should look carefully at the contract 

that he or she is to have with the service provider.
• One should find out and read carefully the terms 

and conditions of the service provider.
• Make sure you are going to get exactly what you 

expected. Check the cost of all the types of calls, 
SMS and data bundles. 

• Find out how long the contract is and if you can 
easily upgrade or change your package. 

• Ensure that your service provider can be eas-
ily contacted in case of any complaint or query. 
The service agreements for mobile phone services 
include a post-paid contract which is  based on a 
term of specific duration and  a pre-paid contract 
whose service is activated when credit (air-time) is 
loaded on to the line. Majority of Ugandans use the 
pre-paid mobile service.

The writer is the consumer affairs officer at 
Uganda Communications Commission. 

Uganda eyes ITU governing post
By Joseph BahIngwIre

jbahingwire@ug.nationmedia.com

Uganda through UCC, the regulator 
of the communications industry is 
contesting to be among the 48 

members of the International Telecom-
munications Council (ITC). 

ITC is the governing body of Interna-
tional Telecommunications Union (ITU). 

According to Mr Geoffrey Sengendo, 
the head of international relations at 
UCC,  ITU is a specialised agency of the 
United Nations that is responsible for is-
sues that concern information and com-
munication technologies with the main 
goal of ensuring that every individual 
enjoys his or her right to communicate.

Mr Sengendo says it is the mandate 

of UCC to represent Uganda at interna-
tional forum related to Information and 
Communications Technology (ICT) in or-
der to ensure that the country’s interests 
and views are well represented.

With its headquarters in Geneva, Swit-
zerland, ITU is a member of the United 
Nations Development Group and its 

membership includes 193 member 
states and around 700 sector members 
and associates.

Mr Sengendo says its governing body 
is a plenipotentiary conference that 
meets after every four years for decision 
making and conducting elections for the 
ITU council to ensure that the union is 
properly functioning.  

It further acts as a reference for dis-
putes related to telecommunication be-
tween countries and a country that is not 
a member of this union misses a lot of 
benefits associated with it. 

These include technical guidance on 
developing the telecommunications sec-
tor in a country, missing out on invest-
ments and failure to move at the same 
pace with the union members.

COUNTERFEIT PHONE USAGE IN EAST AFRICA

The graph above shows a comparison of estimated counterfeit phones 
used in Uganda and neighbouring countries. 

Mr Joseph Kizito, the UCC 
consumer affairs specialist.

ITU ELECTIONS
Members of ITC council will be 
elected at the ITU conference, which 
will take place from October 20 to 
November 7, 2014, in Busan, Korea.

A mobile subscriber should get all the needed 
information before subscribing to any mobile 
telephone network. PHOTO BY FAISWAL KASIRYE
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Content development in Uganda

By Jonas M Bantulaki
editorial@ug.nationmedia.com

Local content is defined 
as programming, which is 
produced under the cre-

ative control of nationals of the 
country. In the media industry, 
it refers to the proportion of 
programming that is not im-
ported.

In the case of Uganda, the 
Ugandan Broadcasting Policy 
defines it as content, which rec-
ognises the cultural and linguis-
tic diversity of Uganda carrying 
themes of relevance to the local 
audience and produced under 
Uganda’s creative control.

Several countries have put 
laws to protect and promote 
local broadcasting sector and 
programming. This has been 
mainly through setting rules 
on local control and ownership 
of the broadcasting sector and 
emphasis on local production 
and programming.   

This is important in promot-
ing culture, pluralism and di-
versity, plus enhancing the 
employment capacity and 
identity of the nationals. It has 
been established that interna-
tional markets favour products 
of developed countries, which 

have well-developed broad-
casting and production sectors 
whose programmes can easily 
displace those in developing 
countries that have smaller and 
less developed sectors.

Different countries have set 
up different rules to promote 
the local content program-
ming. For example, in Canada, 
the public service television 
should meet 60 per cent overall 
annually from 6:00p.m to mid-
night as local content while the 
private television broadcasters 
should have 60 per cent overall 
annually and 50 per cent from 
6:00p.m to midnight. 

In South Africa, public tele-
vision stations should have at 
least 50 per cent South African 
productions (within five years 
for existing licence holders and 
within 18 months for new li-
cence holders), and the private 
television at least 20 per cent 
and subscription television at 
5 per cent. Tanzania has set up 
a minimum of 60 per cent of 
local content provided by the 
licensee measured as a weekly 
average in a year. 

The Uganda Communica-
tions Commission has set up 
local content quotas as one of 
the ways to promote a vibrant 
broadcasting industry that pro-
motes Ugandan local content 
productions, culture, pluralism 
and diversity including creating 
employment opportunities. 

Study undertaking on local 
content in Uganda 

The Commission recognises 
that there is currently a sizeable 
amount of local content on the 
radio broadcasting stations and 
there is still a progressing trend 
for the increase of local content 
in music. This is mainly attrib-

uted to the fact that local con-
tent production costs for radio 
is cheaper than for television. 

In order to achieve the ulti-
mate goal of setting up practi-
cal, achievable and acceptable 
local content levels (content 
quotas) that are tailor made for 
the Ugandan situation, UCC 
conducted a study by evalua-
tion of the local content pro-
grammes status on 10 televi-
sions in Uganda. 

The undertaking was done 
using the recorded data from 
the digital logger system/facil-
ity receives off-air programmes 
from radio and television sta-
tions in Kampala. The record-
ing from 10 television stations 
was conducted on a daily ba-
sis from 6 a.m to 12:00 a.m for 
seven days a week for three 
months. This translates to a 
total of 1,080 minutes in a day 
and 7,560 Minutes per station in 
a week. A minute was the unit 
of measurement since most 
programmes are measured in 
minutes.  

After collection of the re-
corded data from the digital 
logger system, the data for 
each television station was 
compiled and analysed for the 
different genres that included 
news, drama, current affairs, 
sports, documentary, children 
programming, and perfor-
mance/reality shows. 

Regulatory intervention to-
wards development of local 
content 

Despite challenges such as 
limited financial resources for 
content production, inappro-
priate capacity building op-
portunities, lack of access to 
advanced technology for pro-
duction facilities, market forces,  
low motivation and commit-
ment at the decision level, de-
veloping , Uganda should take 
all possible steps to champion 
the cause for local content cre-
ation. 

Recognising the local con-
tent contribution towards na-
tional identity, cultural values, 
and pluralism and employment 
opportunities, especially for the 
youths, the commission has 
plans to systematically organise 
and support the sector. 
Factors that favour local con-
tent and strategies for devel-
opment 

There is great need to stimu-

late local content creation and 
communication for local and 
global use. 

These can be achieved by 
actions directed towards valu-
ing, motivating local content, 
making local content visible, 
addressing local language is-
sues, connecting with tradi-
tional knowledge, building lo-
cal adaptation skills, engaging 
in joint action, promoting local 
ownership and participation, 
and by strengthening the local 
skills base. 

Ugandans need to encour-
age local content development, 
translation and/or adaptation 
to fulfil the needs of learners, 
professionals and citizens for 
education, learning, training 
and application development.

Other initiatives that should 
be taken to establish local con-

tent quotas include;
(i) Establishing seed funds to 

support local content develop-
ment.

(ii) Capacity building through 
training.

(iii) Enabling access to ad-
vanced technology used in 
production units like digital 
cameras and digital studios.

(iv) Managing and revitalising 
traditional knowledge through 
embracing multimedia tech-
niques in preserving and dis-
seminating knowledge.

(v) Supporting distribution 
of local content across all new 
platforms.

(vi) Ensuring adequate intel-
lectual property right and copy-
right provisions.

The writer is the director 
broadcasting UCC.

PROPORTIONS OF LOCAL AND FOREIGN 
CONTENT ON 10 UGANDAN TV STATIONS 

TIME ALLOCATED TO LOCAL VERSUS FOREIGN CONTENT IN A WEEK

From the graph above, it is evident that news, sports, 
current affairs, and education programmes have over 70 
per cent as local content programmes whereas dramas 
85.3 per cent, children’s programmes 68.9 per cent and 
documentaries 67.9 per cent are foreign content. This 
shows there is big variation in the amount of time given 
to local productions for some genres compared to foreign 
programmes.

Pie chart  shows the content proportions on the 
monitored 10 television stations

LOCAL CONTENT QUOTAS PER GENRE ON TV STATIONS DURING THE PRIME TIME

Pie chart shows the set local quotas per genre during 
prime time on TV stations. ILLUSTRATIONS BY UCC

STUDY FINDINGS
All the monitored 
television stations were 
found to have both local 
and foreign content but 
at variance in proportions. 
The local content was 
found to be 54 per cent 
on average although 
there was a wide variation 
among the 10 television 
stations.  
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LOCAL CONTENT
News and current 
affairs programmes 
dominate the local 
content on radio and 
television stations in 
Uganda.

Mr Frank Walusimbi, 
a Luganda news 
anchor on  NTV 
Uganda. 

Mr Jonas M 
Bantulaki 
the director 
broadcasting 
at UCC.
COURTESY PHOTO



What is the code of ethics for 
broadcasters?

Section 32 of the Uganda 
Communications Act, provides 
that the ethical broadcast-
ing standards, which apply to 
broadcasters are the profes-
sional code of ethics speci-
fied in the first schedule of the 
Press and Journalist Act. These 
include;

No journalist shall dissemi-
nate information or an allega-
tion without establishing its 
correctness or truth.

 No journalist shall disclose 
the source of his or her infor-
mation; he or she shall only di-
vulge the source in the event 
of an overriding consideration 
of public interest and within 
the framework of the law of 
Uganda.

No journalist shall solicit or 
accept bribes in attempt to 
publish or suppress the publi-
cation of a story.

A journalist shall not plagia-
rise the professional work of 
others or expropriate works or 
results of research by scholars 
without acknowledging their 
contribution and naming his or 
her sources of information. 

A journalist shall obtain his 
or her information through the 
skillful application of journalistic 
principles and shall never bribe 
or offer inducements to his or 
her source.

No journalist shall deny any 

person with legitimate claim a 
right to reply to a statement.  
Corrections and rejoinders are 
to be published in appropri-
ate form without delay and in 
a way that they will be noticed 
by those who have received the 
original information.

A journalist shall at all times 
strive to separate his or her own 
opinions from factual news.  
Where personal opinions are 
expressed, the public shall be 
made to know.

A journalist shall take the 
necessary steps to correct any 
damaging report he or she has 
made on any individual or or-
ganisation.

A journalist shall not originate 
or encourage the dissemina-
tion of information designed 
to promote or which may have 
the effect of promoting tribal-
ism, racism or any other form 
of discrimination.

How does UCC ensure that 
the broadcasters’ code of 
ethics is followed? 

 Through monitoring and in-
spections, UCC ensures that 
broadcasting conforms to the 
minimum standards and pro-
fessional ethics. 

Schedule 4 of Uganda Com-
munication Act,  provides for 
minimum broadcasting stan-
dards where broadcasters must 
ensure that;
(a) Any programme which is 
broadcast
 (i) Is not contrary to public mo-
rality. 
(ii) Does not promote the cul-
ture of violence or ethnical 
Prejudice among the public, 
especially the children and the 
youth. 
(iii) In the case of a news broad-
cast, is free from distortion of 
facts.
(IV) Is not likely to create public 
insecurity or violence; 
(v) Is in compliance with the ex-
isting law. 
(b) Programmes that are broad-
cast are balanced to ensure 
harmony in such programmes. 
(c) Adult-oriented programmes 

are appropriately scheduled; 
(d) Where a programme that 
is broadcast is in respect to a 
contender for a public office, 
that each contender is given 
equal opportunity on such a 
programme.
 (e) Where a broadcast relates 
to national security, the con-
tents of the broadcast are veri-
fied before broadcasting. 
Physical inspections and con-
sumer feedback is an impor-
tant part of the monitoring 
process. Broadcasters are re-
quired to submit broadcasting 
programme line ups to UCC 
as part of the monitoring pro-
gramme. 

We have also installed 
sophiscated multimedia equip-
ment “digital loggers” that re-
cord broadcast on free to air 
media stations. This content is 
archived for a period of 90 days 
enabling the technical staff to 
analyse the content.

Consumer feedback is an-
other important and reliable 
monitoring platform done by 

viewers and listeners of the 
various broadcast. 

Consumer complaints and 
feedback is taken seriously and 
were appropriate investigated 
against the broadcasting code 
and ethics. 

The multiplicity of media 
channels, especially in the digi-
tal era renders monitoring of 
content a huge undertaking 
hence the importance attached 
to viewers and listeners feed-
back and complaints.

How does an aggrieved 
party go about complaining 
and obtaining redress if of-
fended by a broadcaster? 

A complaint should first be 
made to the broadcaster as a 
first call of contact for correc-
tive measures and redress. 

If complaints are not given 
attention or if a complainant is 
dissatisfied, they can lodge a 
formal complaint to UCC.  

While we prefer complaints 
reduced in writing for easy ad-
ministration and to clarify when 
the breach was committed, 
complainants unable to write 
can use the UCC Toll free for 
guidance. 

The complainants should 
state the name of the radio 
station, the time, date and pro-
gramme to ease investigation.

The commission reserves the 
right to invoke penalties as pre-
scribed by law if a broadcaster 
is found in breach.  In some in-
stances a broadcaster maybe 
required to apologies.

 What intervention does UCC 
have to avoid misleading ad-
vertising, especially from 
traditional healers/witch doc-
tors?  

UCC has issued a warning to 
all media houses through the 
media to desist from hosting 
witch doctors/traditional doc-
tors who engage in discussions 
that promote witchcraft prac-
tice including concocting sto-
ries with the aim of confusing 
listeners about their purported 
potential to create wealth or to 
cure several illnesses including 
Aids. 

Interview. The Uganda Communication 
Commission (UCC) and the Broadcasting Council 
were merged by the Uganda Communications 
Act 2013. The commission is mandated to 
monitor, inspect, licence, supervise, control 
and regulate communication services, including 
broadcasting. Mr Paul Mukasa, the manager 
content in the directorate of broadcasting, 
shares highlights. 

UCC advises broadcasters 
to observe code of ethics

By yoweri Maganda
ymaganda@ug.nationmedia.com

A key objective of the Uganda 
Communications Commis-
sion (UCC) is to protect 

the interests and rights of the 
consumer in the communications 
sector through an effective regu-
latory regime.

In line with this, UCC estab-
lished a Consumer Affairs Unit to 
ensure a forum for aggrieved con-
sumers of communication services 
to have their issues resolved and 
were appropriate offer redress.

Complaints process
According to Mr Julius Mboizi, 

the consumer affairs officer for 
compliance at UCC, the commis-
sion has in execution of this man-
date established an elaborate 
complaints management process 

that ensures consumer redress 
and acts as a source of feedback 
for regulatory policy and interven-
tions. 

“Under this process, aggrieved 
consumers are required to first 
lodge their complaints with the 
respective service providers be-
fore escalation to UCC, which only 
deals with complaints that have 
not been resolved in the first in-
stance by the service provider,” 
he says.

On receipt of a complaint, UCC 
through its consumer affairs office 
acknowledges receipt and con-

ducts a  preliminary assessment 
of the complaint to establish juris-
diction, exhaustion of the service 
providers redress systems and 
merit of the complaint.

In some cases the complainant 
may be required to submit addi-
tional evidence or documentation 
to support his or her claims.  

The complaint will be escalated 
to the appropriate technical office 
within the commission were nec-
essary for further investigation or 
back to the relevant service pro-
vider for a response or resolution 
if the commission feels that the 

service provider should have re-
solved the complaint in the first 
place.  

Throughout this period, UCC 
provides continuous updates to 
the complainant on resolution 
progress of the complaint. The 
requirement under the law is for 
complaints to be resolved within 
30 days. 

Mr Mboizi, however, avers that 
UCC endeavors to resolve all com-
plaints as expeditiously as pos-
sible with an average resolution 
time of five working days depend-
ing on the complexity and nature 

of the complaint and the amount 
of investigation required.

He says the commission has 
various contact channels available 
to consumers including phone, 
email, social media, and courier 
as well as regional offices in Mba-
rara, Masindi, Mbale and Gulu.

Resolution
In cases where the claims lev-

eled against a service provider are 
established, UCC may suggest 
any range of remedies including:

• A refund of monies lost.
• Fixing the specific problem.
• An apology when the com-

plainant is justified.
• An expression of sympathy for 

the client’s situation.
• Improving the aspect of the 

service that led to the complaint.
• Offering to reduce the charge 

or undertake work to rectify the 
situation free of charge.

UCC set mechanisms to 
protect phone subscribers 

NONCOMPLIANCE

“Not 
observing the 
broadcasting 
code of ethics 
can lead to 
confiscation of 
broadcasting 
apparatus, 
suspension 
or revocation 
of the 
broadcasting 
licences,”says 
Mr Paul Mukasa, the 
manager content 
in the directorate 
of broadcasting 
at Uganda 
Communications 
Commission.

KFM’s Freddie Sakura presents 
in the radio studio. Broadcasters 
should ensure that their broadcasts 
are in compliance with existing 
laws. PHOTO BY FAISWAL KASIRYE
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  By tuMuBweinee twineManzi
editorial@ug.nationmedia.com

Promotions by telecoms 
have two primary objec-
tives; increase uptake and 

usage of new and or existing 
products and services and re-
tention or growth of their exist-
ing subscriber base. 

These two primary objectives 
drive and feed into two sec-
ondary objectives, which are 
to grow revenues and increase 
utilisation of excess network ca-
pacity.

In the last three Quality of 
Service (QoS) surveys, no single 
licenced telecom operator has 
passed the six Key Performance 
Indicators (KPIs) or parameters 
on which Uganda Communi-
cations Commission (UCC) as-
sesses their performance. 

It should be noted that after 
every QoS survey, each telecom 
operator is invited to UCC to 
discuss their performance and 
plans to remedy their identified 
shortcomings. The telecoms 
produce remedial plans, imple-
ment them, and yet when the 
next QoS survey is conducted, 
none of the telecoms manage 
to meet and pass all the KPIs 
on which their QoS is assessed.  
If not a single telecom operator 
has been able to meet all the 
minimum QoS standards set by 
UCC for their existing product 
and service line up with exist-
ing subscriber numbers, why 
should they be allowed to grow 
subscriber numbers and or in-

crease product usage and up-
take given their current excess 
network capacities? 

The commission is of the view, 
that telecoms should first ad-
equately address their current 
and persistent QoS shortcom-
ings given their current product 
and services line up and sub-
scriber base, to the satisfaction 
of the commission before they 
be allowed to conduct promo-
tions. 

Over the last two years, there 
has been one persistent com-
plaint from the telecommunica-
tions services consuming pub-
lic about unsolicited messages 
and voice calls or mobile spam 
in general. Many promise to ad-
dress this persistent complaint. 

But this has come to naught 
despite all the chances and op-
portunities afforded to them by 
UCC. 

With specific reference to 
unsolicited SMS, telecoms 
have placed the blame solely 
on Value Added Service (VAS) 
providers and content provid-
ers that have been issued short 
codes by UCC. While there is 
an element of truth and veracity 
to this line of reasoning, it still 
does not in any way absolve the 
telecoms. After all, these short 
codes are only functional if acti-
vated and or provisioned on the 
networks of the telecoms. 

If the provisioning of these 
short codes on their networks 
leads to a rise in complaints 
about unsolicited messages, 
the onus is upon the telecoms 

to establish and implement a 
minimum code of conduct on 
these VAS providers and short 
code owners. In actual fact, one 
or two of the telecoms have 
established and strictly main-
tains such a code of conduct. 
The problem is that even where 
such a code exists and is being 
strictly applied, the supervising 
telecom violates those same 
terms on own account. 

Why the moratorium?
To emphatically and unequiv-

ocally impress upon telecom 
operators that their consistent 
failure to meet all the minimum 
QoS standards is no longer ac-
ceptable to, and shall no longer 
be tolerated by UCC.

Merely meeting the minimum 
QoS standards set by the com-
mission is no longer enough 
going forward. Telecoms have 
to demonstrate to the com-
mission’s satisfaction that the 
minimum QoS standards shall 
be consistently exceeded in an 
appreciable manner going for-
ward.

The issue of unsolicited mes-
sages and or voice calls must be 
resolved permanently by each 
of the telecoms operating in the 
Ugandan telecommunications 
market. 

Central objective(s) of the 
moratorium

The message, both implicit 
and explicit in this moratorium 
on promotions is that telecoms 
must meet and consistently ex-
ceed in an appreciable manner 
all QoS standards as set by UCC 
without exception. The matter 
of unsolicited messages or mo-
bile spam must be sorted out 
and dealt with by each and ev-
ery telecom operator. 

Implementation of the mora-
torium

UCC has assembled inter-
nally, a multi-disciplinary team 
of professionals to monitor 
non-compliance by any of its 
licenced telecom operators. 
This monitoring is and shall be 
on 24-7 basis countrywide and 
any infractions or contraven-
tions, irrespective of magni-
tude shall attract the full force 

of the Uganda Communications 
Act 2013, and or all associated 
statutes, laws and regulations in 
force in Uganda.  Revocation of 
licences, retraction of spectrum 
resources, fines and penalties 
shall be applied to any who vio-
lates this moratorium.

Implications of the morato-
rium

This moratorium means that 
no licensed telecom operator 
in Uganda shall be allowed to 
conduct and or undertake any 
new promotion or any nature. 
Existing and pre-approved 
promotions as of June 6 shall 
continue to run until their expiry 
after the standard 90 day dura-
tion period. While this is explic-
itly for licenced mobile telecom 
operators, even VAS providers 
will be affected since their pro-
motions run on mobile telecom 
operators’ platforms.  

The moratorium affects only 
promotions that are meant to 
commence on or after the ef-
fective date of June 6, 2014 and 
not those that were already run-
ning as of June 6, 2014. There-
after, this moratorium will hold 
and there will be no extensions 
of such promotions until such 
time that the conditions in the 
public notice of June 6, 2014 
have been fulfilled and com-
plied with to the letter.

What are promotions?
The promotions referred to 

in the moratorium notice, are 
as defined, interpreted and 
understood in Public Service 
Provider (PSP) licences issued 
by the commission and include 
but are not limited to: market-
ing and sales campaigns and 
or value propositions that intro-
duce, and or propose voice and 
or data and or SMS product and 
service offerings not currently in 
existence in the mobile commu-
nication services market, or that 
are not currently available to 
consumers in the said market. 

Duration of this moratorium
This moratorium is not in-

tended to be permanent and 
shall be reviewed for any of the 
licenced telecommunications 
provider(s) only if a conclusive 
demonstration to the commis-
sion’s satisfaction is made that 
the network(s) upon which mo-
bile communication services are 
provided, and the provision of 
the said services to consumers 
not only meets all the Com-
mission’s applicable QoS stan-
dards, but appreciably exceeds 
them in a consistent and sus-
tainable manner.

The writer is the head of com-
petition and consumer Affairs 
at UCC.

Uganda 
embraces 
E-learning 

Suspension. Moratorium was introduced to enable telecom 
companies streamline their operations.

Genesis of moratorium 
on telecom promotions

By JosePH BaHingwire
jbahingwire@ug.nationmedia.com

Uganda is ready and prepared to em-
brace and integrate E-learning in 
the teaching and learning process in 

schools, says an official from the Uganda 
Communications Commission (UCC).

Mr Bob Lyazi, the director of RCDF pro-
gramme at UCC, says the two years that 
UCC has spent promoting and developing 
ICT integration in education is enough time 
to enable all schools embrace E-learning in 
their education process.

This follows the government’s decision of 
making Information and Communications 
Technology (ICT) compulsory in secondary 
schools and facilitating government second-
ary schools with ICT laboratory, teachers, 
connectivity and content.

UCC as a government agency is overseeing 
this initiative through Rural Communication 
Development Fund (RCDF) programme.

To ensure that the programme is fully im-
plemented, all the teacher training colleges 
have received ICT labs from RCDF.

E-learning conference
Uganda hosted the 9th E-learning Africa 

conference in May, which is a forum for 
stakeholders across the continent that drives 
the process for integration of ICT into the 
teaching and learning.

“UCC through RCDF is the champion for 
ICT integration into the learning process in 
Uganda. UCC was therefore one of the key 
agencies in the hosting of the conference,” 
he says.

RCDF specific participation in the con-
ference was to showcase a real time class 
for students learning and using ICT as it 
typically happens in their school. They also 
showcased to the Ggaba fish landing com-
munity learning how to use ICT in their day 
today activities.  

The main objective of RCDF is to provide 
ICTs to underserved areas where the private 
sector is challenged to offer required ICT 
services   

He adds that they have also provided a 
blue print in the education sector for the 
Ministry of Education and Sports to emulate 
and expand ICT to all schools and make sure 
the numbers are adequate for all students.

PERMITTED PROMOTIONS 

On the list of excluded 
promotions are those that 
raise awareness about 
existing telecommunications 
product and service offerings 
in a manner intended to 
increase their uptake and or 
usage; and or are intended 
to increase and or grow 
existing subscriber numbers. 

Sending unsolicited messages is one of the major reasons why 
Uganda Communications Commission suspended -some telecom 
promotions. PHOTO BY RACHEL MABALA

Mr Bob Lyazi, the director of RCDF 
programme at UCC. COURTESY PHOTO
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By iBraHiM BBossa
editorial@ug.nationmedia.com

A Set Top Box (STB) is tradi-
tionally what many refer to 
as a decoder.

It is what you get from your pay 
television service provider to view 
their various bouquets at a monthly 
subscription. STBs come in various 
shapes, sizes, colours and operat-
ing systems. 

For purposes of digital migration 
in Uganda and within East Africa, 
however, the transmission standard 
is DVB- T2/MPEG 4, which trans-
lates to Digital Video Broadcast-
ing Type 2; a standard for digital 
television that has been adopted 
in many countries. 

As Uganda is moving towards the 
deadline for digital migration, the 
communications agency is doing 
the technical work for the consum-
ers by type approving STBs suitable 
for use in Uganda. The consumers 
are advised to limit purchase from 
agents registered with Uganda 
Communications Commission 
(UCC) and whose products carry a 
Type Approval Mark.

When you see the Type Approval 

Mark, it means UCC has checked 
and verified that the equipment 
meet applicable standards and re-
quirements, and is therefore suit-
able for use in Uganda.

STB will help us continue enjoy-

ing the free-to-air television pro-
gramming that we have become 
accustomed to. 

However, digital migration is not 
about everybody subscribing to 
pay television. This process is about 
‘migrating’ our currently analogue 
signal to a digital format. Therefore, 
our current television sets will need 
an STB for us to continue enjoying 
free-to-air channels such as NTV, 
Bukedde, WBS, Urban TV and NBS 
free of charge on a digital platform.
Free to air broadcasting will remain 
totally free for all Ugandans as long 
as one makes a onetime purchase 
of a decoder.

However, owners of Integrated 
Digital Television sets (IDTV’s) do 
not have to buy STBs. It is impor-
tant to note that not all flat screen 
TV sets as it is commonly assumed 
are digital TVs. 

Digital TVs have in built digital 
tuners and this is usually indicated 

in the manual and the Type Ap-
proval Mark from UCC will guide 
your purchase decision. 

UCC is not licencing distributors 
of the STBs but rather approving 
the type of equipment to be used. 
In accordance with the UCC regula-
tions on equipment type approval, 
the commission has approved six 
firms whose samples have met the 
minimum requirements. 

Demystifying the set top 
box for digital migration

By ronald BakakiMPa 
editorial@ug.nationmedia.com

The Internet is a wonder-
ful facility for learning 
and entertainment, but 

like the world around us, it can 
pose dangers if precautions are 
not taken.  

Allowing free access puts 
your child, your computer and 
your personal data at risk.

Remain positively engaged; 
Pay attention to and know 
the online environments your 
children use. Surf the Internet 
with them. Appreciate your 
children’s participation in their 
online communities and show 
interest in their friends. Try to 
react constructively when they 
encounter inappropriate mate-
rial. Make it a teachable mo-
ment.

Support their good choices; 
Expand your children’s online 
experience and their autonomy 
when developmentally appro-
priate, as they demonstrate 
competence in safe and secure 
online behaviour and good de-
cision making.

Keep a clean computer; 
Safety and security start with 
protecting all family computers 
with a security suite (anti-virus, 
anti-spyware, and firewall) that 
is set to update automatically. 
Keep your operating system, 
web browsers, and other soft-
ware current as well and back 
up computer files on a regular 
basis.

Know the protection features 
of the websites and software 

your children use; all major In-
ternet service providers (ISPs) 
have tools to help you man-
age young children’s online 
experience (e.g. selecting ap-
proved websites, monitoring 
the amount of time they spend 
online, or limiting the people 
who can contact them) and 
may have other security fea-
tures, such as pop-up blockers. 
Third-party tools are also avail-
able. But remember that your 
home isn’t the only place they 
can go online.

Review privacy settings; look 
at the privacy settings available 
on social networking sites, cell 
phones, and other social tools 
your children use. Decide to-

gether which settings provide 
the appropriate amount of pro-
tection for each child.

Teach critical thinking; help 
your children identify safe, cred-
ible web sites and other digital 
content, and be cautious about 
clicking on, downloading, post-
ing, and uploading content.

Explain the implications; help 
your children understand the 
public nature of the Internet 
and its risks as well as benefits. 
Be sure they know that any 
digital info they share, such as 
emails, photos, or videos, can 
easily be copied and pasted 
elsewhere, and is almost im-
possible to take back. Things 
that could damage their repu-

tation, friendships, or future 
prospects should not be shared 
electronically.

Help them be good digital 
citizens; remind your children to 
be good “digital friends” by re-
specting personal information 
of friends and family and not 
sharing anything about others 
that is potentially embarrassing 
or hurtful.

Just saying “no” rarely works; 
teach your children how to in-
teract safely with people they 
“meet” online. Though it is 
preferable they make no in-
person contact with online-only 
acquaintances, young people 
may not always follow this rule. 

Talk about maximising safe 
conditions; meeting only in 
well-lit public places, always 
taking at least one friend, and 
telling a trusted adult about any 
plans they make including the 
time, place, and acquaintance’s 
contact information (at least a 
name and cell phone number). 
Remind them to limit sharing 
personal information with new 
friends.

Empower your children to 
handle issues; your children 
may deal with situations on-
line such as bullying, unwanted 
contact, or hurtful comments. 
Work with them on strategies 
for when problems arise, such 
as talking to a trusted adult, 
not retaliating, calmly talking 
with the person, blocking the 
person, or filing a complaint. 
Agree on steps to take if the 
strategy fails.

Encourage your children to 
be “digital leaders; help en-
sure they master the safety and 
security techniques of all tech-
nology they use. Support their 
positive and safe engagement 
in online communities. Encour-
age them to help others accom-
plish their goals. Urge them to 
help if friends are making poor 
choices or being harmed.

Digital. As part of its mandate, UCC set up 
the Computer Emergency Response Team 
in June 2013, to help protect consumers of 
communication including the Internet services. 

Raising digital citizens 

Children always need guidance while surfing the Internet. NET PHOTO
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Consumers are advised to buy 
STBs with a type approval mark 
from UCC. COURTESY PHOTO

HELPING CHILDREN

“Encourage your 
children to be 
digital leaders; help 
ensure they master 
the safety and 
security techniques 
of all technology 
they use,”says Mr Ronald 
Bakakimpa, the officer in 
charge of CERT at UCC.
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