
A survey conducted by Whitehead Communications in July 2020

Uganda registered its first case of Covid-19 on March 22, 2020, and instated lockdown 
measures in the same month. These developments were accompanied by a series of 
Presidential addresses and a significant increase in media coverage about the pandemic1 . 
The following months witnessed changes in public opinion, behaviour and socio-economic 
conditions in Uganda.

This survey delivers data on both public opinion and self-reported behaviour concerning key 
issues related to the impact of Covid-19 in Uganda. Whitehead Communications gathered 
1,353 responses – or 1,182 after data cleaning2  – between the 6th and 15th of July, 2020, 
using a mixed methodology collecting results from a purposive sample both online and 
through phone calls. This report is intended to serve as a resource to decision-makers and 
the general public by providing research-based insights to inform public discussion and 
policy in response to Covid-19.

Media Consumption 

•  The majority of respondents (72%) were exposed to news about Covid-19 at least once 
every day.
•  Television was the most common type of media that respondents were exposed to at least 
once a week (68%).

Attitudes Toward Covid-19

•  The majority of respondents in Uganda (78%) fear Covid-19 less in July than they did in 
March.
•  Ugandans are not all behaving the same in how seriously they apply public health 
directives like physical distancing, mask-wearing and hand washing. 35% of respondents 
report being “very serious” and 27% are “somewhat serious”, while 23% are “somewhat 
relaxed” and 14% are “very relaxed”.

1.  ACME. Research report - Ugandan newspaper coverage of the Covid-19 pandemic (June 2020), 7-8. 
Available at: https://acme-ug.org/wp-content/uploads/Research-Report-Ugandan-Newspaper-Coverage-of-the-COVID-19-Pandemic.pdf
2.  Further details on methodology and sample are included at the end of this report.
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Public Opinion on the Government Response to Covid-19

•  The majority of those surveyed (80%) did not receive the posho and beans that were 
distributed by the Government of Uganda as food aid during the lockdown.
•  The vast majority of respondents (92%) said that they watched at least one of President 
Museveni’s addresses on Covid-19.
•  75% of respondents approved or strongly approved of the Government’s decision to 
lockdown the country in March.
•  Public opinion on the continuing curfew is mixed, as 41% approve or strongly approve, 
50% disapprove or strongly disapprove, and 9% are not sure.
•  63% of respondents disapprove or strongly disapprove of the way that the National Social 
Security Fund (NSSF) handled the Covid-19 crisis.

Economic Impact of Covid-19 in Uganda

•  Only 21% of respondents reported that their employment situation has not been affected 
by Covid-19.
•  19% lost their job, with job loss reporting slightly higher among women and people living 
upcountry. 
•  31% had their work hours reduced and 26% had pay reduced.
•  23% of respondents are worried that they may lose their job or business.
•  25% have been working from home.
•  Only 18% have managed fine with no financial difficulties.
•  26% have failed to pay back outstanding loans and 22% have taken on more debt.
•  12% of respondents have sold assets.
•  60% of respondents have spent from savings.
•  51% have reduced their spending.
•  23% have missed meals.

Changes in Transportation Habits

•  Use of boda bodas decreased by 85% between March and July of 2020.
•  Use of taxis (matatus) also dropped by 47%.
•  Use of private cars was the same in March as July at 34% of respondents.
•  Respondents reported a 187% increase in walking and 175% increase in riding 
   bicycles.

Public Opinion on Electoral Politics

•  64% of respondents disapprove or strongly disapprove of a “scientific election”.
•  52% of respondents believe that the next election should be postponed.
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MEDIA CONSUMPTION
Uganda enjoys a vibrant and diversified media environment. We asked our respondents 
about their media consumption habits in order to understand how this might affect their 
opinions. The results suggest that Television, Radio and digital media all play an important 
role in Uganda’s current media environment. However, it may be important to note that this 
survey was shared through social media, which may have result in over-sampling Ugandans 
who are online). Results also indicate that Ugandans are frequently exposed to Covid-19 
news, suggesting a high level of awareness.

Q2. How often do you see or hear news related to Covid-19 in Uganda? 

Figure 1

The majority of respondents (72%) were exposed to news about Covid-19 at least once 
every day. Responses broke down into: several times a day (32%), daily (40%), a few times 
a week (15%), about once a week (6%), less than once a week (7%).

3
Ⓒ Whitehead Communications Consult Ltd.  

www.whiteheadcommunications.com   contact: anne@whiteheadcommunications.com 

COMMUNICATI  NS
Whitehead

* Note: the report groups Q&A by topic, not in the original order of the questionnaire.



Q3. Which of the following news media are you exposed to at least once every week? 
(Please select all that apply.) 

Television was the most common type of media that respondents were exposed to at least 
once a week (68%). Surveys by GeoPoll3  and IPSOS4  also indicate that TV has thrived 
throughout Uganda’s Covid-19 lockdown. However, this survey and the aforementioned 
reports over-sampled the Kampala area, so it is worth noting that Radio – which 47% of 
respondents of this survey were exposed to at least once a week – is known to be the most 
common source of information for Ugandans in rural areas56. This survey was also shared 
widely through social media, especially Twitter, which could account for the respondents’ 
high exposure to news through WhatsApp (46%), Twitter (63%) and Facebook (50%).

MEDIA TYPE  
% OF TOTAL 
SAMPLE  

# OF 
RESPONDENTS  

Radio  45%  535  
Television  68%  803  
Newspapersor  magazines  23%  276  
News websites  42%  499  
Facebook posts by news agencies or 
journalists  

50 %  587  

Twitter posts by news agencies of journalists 63%  745  
News stories shared on WhatsApp  46 %  543  
Other (please specify)  4%  46  
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  3. GeoPoll. Coronavirus’ Impact On Media Consumption In Uganda (2020). Available at: https://www.geopoll.com/blog/coronavirus-uganda-audience-measurement/ 
  4. IPSOS. Responding to COVID-19: Highlights of a Survey in UGANDA (2020). Available at: https://www.ipsos.com/sites/default/files/ct/publication/doc-
uments/2020-05/uganda_report_0.pdf
  5. CIPESA. The National Information Technology Survey 2017/18 (2018). Available at: https://www.nita.go.ug/sites/default/files/publications/National%20IT%20Survey%20April%
      2010th.pdf
 6. BBC Media Action. (2019) Uganda Media Landscape. Available at: BBC Media Action. (2019) Uganda Media Landscape. 
     Available at: https://www.communityengagementhub.org/wp-content/uploads/sites/2/2019/09/Uganda-Media-Landscape-report_BBC-Media-Action_February-2019.pdf
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Respondents revealed that they were exposed to information on Covid-19 through other 
channels including: SMS messages from the Ministry of Health, word of mouth, local leaders 
using PA systems as they move through villages, updates at places of work, and other digital 
platforms such as email, video calls/webinars, YouTube, LinkedIn and Instagram.

Q4. How much data (internet) do you use in an average month?

Our respondents were relatively heavy data users, with the majority (57%) using more than 
5GB of data per month, 27% using 1GB to 5GB per month, 8% using 100mbs to 1GB, and 
8% using less than 100mbs per month.
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We asked respondents how they felt about the disease itself, and their response to it.

Q1. How much do you fear the Covid-19 disease now compared to how you felt in
 March of 2020?

Figure 4

The majority (78%) of respondents in Uganda fear Covid-19 less in July than they did in 
March. Only 13% responded that they fear Covid-19 more in July than they did in March, 
according to their recollection. 

9% of respondents selected “Other” and provided open-ended answers to this question, 
which included: indifferent, don’t care, don’t know; consistent or never feared it; fearing 
poverty or security enforcers more than Covid-19; believing Covid-19 is a scam, hoax, 
doesn’t exist or just a money-making opportunity for leaders.
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Q5. How serious are you now about following Covid-19 rules like physical distancing, 
mask-wearing and hand washing?

Figure 5

Our findings also reveal that Ugandans are not on the same page about how seriously to 
apply public health directives like physical distancing, mask-wearing and hand washing. 
There is no majority opinion, but 35% report being “very serious” and 27% report being 
“somewhat serious”, which may suggest that a majority  (62%) are taking directives 
seriously. However, this may include an element of response bias given that this is 
self-reporting on behaviours that have been declared mandatory by the state. Even so, 
23% report that they are “somewhat relaxed” and 14% report being “very relaxed” about 
their approach to these public health measures. 

Those who selected “Other” provided open-ended responses, including: believing that 
Covid-19 is a hoax, don’t care and only wearing a mask when in the presence of security 
personnel. 
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PUBLIC OPINION ON THE GOVERNMENT 
RESPONSE TO COVID-19

The Government of Uganda and its different bodies have implemented several measures in 
response to the Covid-19 pandemic, which have generated public interest and debate. This 
survey included questions to collect data on the experience and opinions of the general 
public regarding a few key issues.

Q6. Did you receive any food aid from the Government of Uganda during the Covid-19 
lockdown?

Figure 6

The majority (80%) of those surveyed did not receive the posho and beans that were 
distributed by the Government of Uganda to feed the public through the lockdown. Only 20% 
of respondents benefited from this food aid. However, it is possible that those surveyed were 
outside the bracket of those targeted for food aid, as many were higher income or upcountry.

COMMUNICATI  NS
Whitehead

8



Ⓒ Whitehead Communications Consult Ltd.  
www.whiteheadcommunications.com   contact: anne@whiteheadcommunications.com 

Q7. How satisfied were you with the Government’s food aid? (This question was only 
asked of those who reported that they received food.)

The level of satisfaction among those who received posho and beans from the Government 
of Uganda was mixed. The largest portion (30%) were satisfied and only 5% were very 
satisfied (=35% satisfied), while 24% reported that they were dissatisfied and 15% said they 
were very dissatisfied (=39% dissatisfied), and 26% said that they were neither satisfied nor 
dissatisfied

Q8. Did you watch any of the Presidential addresses about the Covid-19 pandemic in 
Uganda?

The vast majority (92%) of respondents said they watched at least one of President 
Museveni’s addresses on Covid-19.
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Q9. How helpful were the Presidential addresses for you to understand the Govern-
ment’s Covid-19 pandemic rules and progress reports? (This question was only asked 
of those who reported that they watched a Presidential address.)

On the whole, respondents found the Presidential addresses “very helpful” (39%) or 
“somewhat helpful” (31%) in understanding the evolving situation. 17% responded that 
the addresses were “not so helpful”, 6% were not sure and 7% found the addresses “not 
helpful at all”.

Figure 9
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Q10. How much did you approve of the Government of Uganda’s decision to lock 
down the country in March 2020 in response to Covid-19?

Ugandans on the whole approved (34%) or strongly approved (41%) of the decision to 
lockdown the country in March, according to their recollection, with 9% not sure, 11% 
disapproving and 6% strongly disapproving
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Q11. How much do you approve of the curfew measures still imposed by the 
Government of Uganda on public movements?

Q12. How much do you approve of the way that NSSF has responded to the Covid-19 
crises?

Figure 11

Public opinion about ongoing curfew measures in Uganda is mixed: 19% strongly approve; 
22% approve; 9% neither approve nor disapprove / not sure; 28% disapprove and 22% 
strongly disapprove. Many respondents wished to give further feedback on this question via 
text reply or when surveyed over the phone, and some indicated that they favoured the 
increased security of curfew, while others complained that it complicated transport to and 
from their obligations.

During the Covid-19 lockdown, there was a lively public debate about whether or not 
Uganda’s National Social Security Fund (NSSF) should release some savings to help 
citizens weather the crisis, which they did not do. This seems to have had an effect on 
NSSF’s public approval, as 35% strongly disapproved of the way NSSF handled the crisis, 
28% disapproved, 22% neither approved nor disapproved / not sure, 10% approved and 4% 
strongly approved. 

However, when considering only respondents from outside the capital (407), strong 
disapproval fell by 10% and these numbers shifted to “neither approve nor disapprove / not 
sure” and “approve”, which suggests that this is an issue particularly of interest to residents 
of the Kampala, Wakiso and Mukono area.
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Q23. What is your employment situation? (You may select multiple responses.)

Respondents shared insights into their employment and financial status and how they have 
been affected by the Covid-19 crisis. The impact of Covid-19 in Uganda has been recorded 
by other studies7  and the following results aim to add to that knowledge base.

COMMUNICATI  NS
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ECONOMIC IMPACT OF COVID-19 
IN UGANDA

“7 Mahmud and Riley. Household response to an extreme shock: Evidence on the immediate impact of the Covid-19 lockdown on economic outcomes and well-being in rural Uganda (2020). 
Available at: https://emmaalriley.files.wordpress.com/2020/05/rtv_covid_19-17.pdf  “

Figure 13
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During the Covid-19 lockdown, there was a lively public debate about whether or not 
Uganda’s National Social Security Fund (NSSF) should release some savings to help 
citizens weather the crisis, which they did not do. This seems to have had an effect on 
NSSF’s public approval, as 35% strongly disapproved of the way NSSF handled the crisis, 
28% disapproved, 22% neither approved nor disapproved / not sure, 10% approved and 4% 
strongly approved. 

However, when considering only respondents from outside the capital (407), strong 
disapproval fell by 10% and these numbers shifted to “neither approve nor disapprove / not 
sure” and “approve”, which suggests that this is an issue particularly of interest to residents 
of the Kampala, Wakiso and Mukono area.

EMPLOYMENT SITUATION  
% OF TOTAL 

SAMPLE  
# OF 

RESPONDENTS

Employed in the formal sector (with a contract and 
taxed salary  

43%  510  

Employed in the informal sector (no contract or not 
taxed)  

17%  201  

Self -employed (the “gig economy” or an unregistered 
business)  

22%  256  

Owner of a registered, tax -paying business  13%  151  
Home duties  8%  94  
Retired  1%  16  
Student  14%  163  

Unemployed / job seeker  12%  143  
 

The largest share of respondents was employed in the formal sector (43%), which differed by 
gender as only 36% of female respondents were in formal employment and 47% of male 
respondents. 

17% of respondents reported that they were employed in the informal sector, but this rose to 
25% for upcountry respondents. 

22% of respondents overall reported being self-employed in the “gig economy” or an 
unregistered business. 13% of respondents reported owning a registered, tax-paying 
business, though this was slightly lower for respondents under the age of 35 (9%) and higher 
for those aged 35+ (25%).

“Home duties” also differed by gender, accounting for 8% of respondents overall, but 18% of 
female respondents reported that they were employed at home while only 2% of male 
respondents reported the same.

12% of respondents reported that they were unemployed, and 14% of respondents identified 
themselves as students.
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Q24. How much do you spend in an average month?

The largest share of our respondents (45%) have a monthly expenditure of between 
200,000 and 800,000 Ugandan shillings (~$54 - $217 USD) per month. 23% spend under 
200,000 (~$54 USD), per month. 20% spend between 801,000 and 2 million shillings 
(~$541 USD), and only 3% spend more than 5 million shillings (~$1,353) per month. 

Those spending 200,000 to 800,000 shillings may represent Uganda’s lower-middle class, 
and could be working office jobs or in the services sector, while those spending about 
800,000 could be considered upper-middle class or elite. On the whole, women were more 
likely to spend less than 800,000shs per month (77%) than men (65%), and upcountry 
respondents were more likely to spend less than 800,000shs per month (86%) than those 
staying in Kampala, Wakiso or Mukono (59%). 
This represents the financial bandwidth that our respondents are working within as they 
manage the economic shock of Covid-19.
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Q13. How has the Covid-19 crisis affected your employment situation? (You may 
select multiply responses.) 

Figure 15

HOW THE CRISIS AFFECTED EMPLOYMENT  % OF TOTAL 
SAMPLE  

# OF 
RESPONDENTS  

My employment has not been affected  21 %  243  
I lost my job  19 %  224  
My work hours reduced  31 %  366  
My work hours increased  6%  73  
My pay was reduced  26 %  303  
My pay was increased  1%  7  
I am worried that I may lose my job or business  23 %  275  
I have been working from home  25%  291  
Other (please specify)  16 %  189  

Only 21% of respondents said that their employment was unaffected by Covid-19. The crisis 
had an impact on most respondents in one way or another, and it was felt differently 
depending on demographic features like geography and gender.

19% of respondents reported that they had lost their job due to the Covid-19 crisis. This roughly 
corroborates a similar finding by Twaweza in May-June8   but  our results suggest a possible 
increase in job losses over time. The percentage of respondents who lost their jobs was slightly 
higher among women (23% or 96/424 respondents) and slightly lower among men (17% or 
126/746 respondents). Job losses were only 17% among the 771 respondents in Kampala, 

COMMUNICATI  NS
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“
 8 Twaweza. Livelihoods under Covid-19: #1 livelihoods and inequality (2020). Available at: https://twaweza.org/uploads/files/LivelihoodsUnderCorona_factsheet1%20_FINAL.pdf  
“
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Wakiso or Mukono, but when looking only at the 406 “upcountry” respondents, job losses 
increased to 23%. Job losses were higher at 29% among respondents who spent less 
than 200,000 shillings per month.

31% of respondents reported that their work hours reduced, while 6% reported that their 
work hours increased. This was fairly steady nationally, though men experienced slightly 
higher reduction in work hours at 34%.

26% reported that their pay was reduced, while 1% said it increased. When looking only 
at 406 upcountry respondents, 32% experienced a reduction in pay, while just 23% of 
those in and around the capital experienced a reduction in pay.

23% percent of respondents reported that they are worried they may lose their job or 
business. This sense of worry was slightly higher in Kampala, Wakiso and Mukono 
area and among men, at 25% and 26% respectively.

25% of respondents overall reported that they have been working from home. 29% of
 the 771 respondents in and around Kampala reported working from home while 
only 16% reported the same upcountry.

Other open-ended responses to the question of how the Covid-19 crisis affected people’s 
employment included:

 •   Education is disrupted for students and teachers
 •   Unemployed jobseekers remain unable to find work
 •   Slowed progress in establishing or growing business
 •   Dependent on a provider who has lost income
 •   Rentals or other assets/clients not paying
 •   Unable to work due to disrupted transport, closed facilities
 •   Nature of work duties have changed

COMMUNICATI  NS
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Q14. How have you managed financially through the Covid-19 crisis? (You may select 
multiple responses.)

Figure 16

HOW RESPONDENTS  MANAGED FINANCIALLY  % OF TOTAL 
SAMPLE  

# OF 
RESPONDENTS  

I have managed fine with no financial difficulties  18%  210  
I have failed to pay back outstanding loans as planned  26%  309  
I have taken on more loans/debt  22%  257  
I have sold assets  12%  138  
I have spent from my savings  60%  705  
I have reduced my spending  51%  603  
I have missed meals  23%  273  
Other (please specify)  7%  87  

The most common way that Ugandans have managed financially through the Covid-19 
crisis is by spending from their savings (60%), followed by reducing on spending (51%).

26% of respondents reported failing to pay back loans as planned, though this was more 
the case for men (28%) than women (22%). 22% of respondents overall took on more debt, 
though again this was more the case for men (25%) than women (16%).

12% of respondents have sold assets to manage the financial crunch, and 23% of 
respondents have missed meals because of the Covid-19 crisis. There were slight but 
insignificant differences in these numbers when accounting for demographics.
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Q17. How much time do you think will pass before life goes back to normal?

Ugandans do not have a very optimistic outlook for how long it may take for life to return 
to what it once was before the crisis began. Only 3% feel that life is already back to 
normal, while 7% believe it will take less than 3 months. 24% believe a recovery would 
take 3 to 6 months and 36% believe that recovery will take more than a year9.
5% believe that life will never return to normal, and 25% don’t know.
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9 Apologies, this question had an error by not including the option of 6 – 12 months.
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Q15. What mode of transport did you use most frequently before March 2020? (Please 
select all that apply.)

Q16. What mode of transport do you use most frequently now? (Please select all that 
apply.)

CHANGES IN TRANSPORTATION 
HABITS

Figure 18

Figure 19
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Figure 20

The most dramatic change in Ugandan transport between March and July of 2020 is the 
reduction in usage of boda bodas – which have been banned from carrying passengers 
– from 68% of respondents using them in March dropping to 10% using them in July, 
accounting for an 85% reduction in boda boda use.

Taxis (matatus) also saw a significant drop in usage, with 51% of respondents using 
them in March reducing to 27% of respondents using them in July, a reduction of 47%. 
Bus usage also went down from 13% in March to 3% in July, a 77% drop.

Despite temporary restrictions on the use of private cars – first requiring a sticker, then 
restricting the number of passengers, which was later increased – the usage of private 
cars was the same in both March and July at 34% of respondents. Use of private hire 
cars also held steady at 7%, while ride sharing had a small up-tick from 3% to 5%.

Another significant change is how much Ugandans have increased walking, from 31% 
of respondents overall walking in March up to 58% walking in July, an increase of 
187%. It is notable that upcountry residents were walking more already, 42% in March 
rising to 68% in July – an increase of 162% – while of those residing in Kampala, 
Wakiso or Mukono, only 25% were walking in March and 52% are walking in July, 
accounting for a 208% increase. Use of bicycles also rose overall from 8% in March to 
14% in July, an increase of 175%.

The Covid-19 crisis has found Uganda in the midst of an electoral campaign, with the next 
election set for the 18th of February, 2021. The Government has proposed a “scientific 
election”, which will impose restrictions on public rallies and meetings in favour of political 
candidates using the media to persuade voters.

PUBLIC OPINION ON ELECTORAL POLITICS
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APPROVAL OF “SCIENTIFIC ELECTION”
 % OF TOTAL 

SAMPLE  
# OF 

RESPONDENTS  

Strongly approve 6% 70 
Approve 10% 114 
Neither approve nor disapprove / Not sure 12% 142 
Disapprove 20% 234 
Strongly disapprove 44% 522 
I do not understand what a “scientific election” 
means 

9% 102 

On the whole, Ugandans do not favour the idea of a “scientific election”, as only 6% strongly 
approve of the plan, 10% approve, 12% neither approve nor disapprove / not sure, 20% 
disapprove and 44% strongly disapprove. Strong disapproval is more common in the area of 
Kampala, Wakiso and Mukono (49%) than upcountry (34%). 9% do not understand what a 
“scientific election” means, and this does not vary significantly depending on demographics.

The majority of respondents (52%) think that the next Ugandan election should be postponed. 
Only 43% of respondents believe that the Government should hold the election as scheduled. 

5% selected “other” and provided open-ended responses including: 
•   Don’t know or don’t care
•   Hold a normal, non-scientific election
•   Monitor the Covid-19 situation and decide later if elections are safe
•   Elections are illegitimate and therefore useless and a waste of resources

Q19. Do you think the next Ugandan election should be held as scheduled or post-
poned?
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This public opinion survey applied a mixed methodology to gather 1,353 responses –
or 1,182 after data cleaning – between the 6th and 15th of July, 2020. The survey was 
conducted using SurveyMonkey and first shared through Whitehead Communications’ 
social networks on Twitter and WhatsApp, which produced a sample favouring young 
university-educated men in the area of Kampala, Wakiso and Mukono.

We then targeted upcountry, female, older/younger and less educated respondents 
through making specific requests to share the survey link through social networks. We 
also shared the survey through a Facebook ad geotargeting areas outside Kampala, and 
conducted phone calls in which only respondents who were either female or outside the 
capital were surveyed. 281 surveys were completed through phone calls over a period of 
3 days. Contacts were developed through a combination of random digit dialing and 
numbers referred through social networks. English survey questionnaires were translated 
into Acholi, Langi, Runyooro, Lusoga and Luganda and conducted by multi-lingual 
pollsters from all 4 regions of Uganda. 

Preliminary data cleaning involved removing all incomplete surveys and respondents 
from outside of Uganda. Respondents needn’t answer all questions, so the number of 
respondents may change from one question to another. We will continue working with 
the data to generate further insights alongside partners in industry and academia.

METHODOLOGY AND SAMPLE
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Sample by location

LOCATION     % OF TOTAL SAMPLE  # OF RESPONDENTS

Kampala, Wakiso or Mukono    66%    777
Central Uganda (not Kampala, Wakiso or Mukono)  7%    78
Eastern Uganda      10%    121
Northern Uganda      7%    84
Western Uganda      11%    126
Outside of Uganda     Removed   Removed

Sample by gender

GENDER     % OF TOTAL SAMPLE  # OF RESPONDENTS

Male       64%    752
Female       36%    427
Other / prefer not to say     0.5%    6

Sample by age

AGE      % OF TOTAL SAMPLE  # OF RESPONDENTS

Under 18      1%    9
18 - 24       16%    188
25 - 34       54%    637
35 - 44       18%    216
45 - 54       8%    92
55 - 64       3%    32
65+       1%    11

Sample by highest level of education

EDUCATION     % OF TOTAL SAMPLE  # OF RESPONDENTS

PhD       1%    15
Master’s Degree      14%    167
Bachelor’s Degree     57%     674
Post-Secondary Certificate 1    1%     126
A Level       8%     90
O Level       6%      67
Some Primary education     4%      42
None       0.3%      V4
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This survey was conceptualized, conducted and funded by Anne Whitehead. It could not 
have been possible without research assistants, pollsters and advisors, including: 
Owilla Mercy Abiro, Norman Angel, Joyce Yanru Jiang, Dan Kayongo, Marvin Igoma, 
Neema Iyer, Michelle Namata, Robert Sebunya, John Goslino, Thomas Ddumba, Salim 
Karmali and others who know themselves. The report layout was done by Jonmac 
Wafula.

For further information, please contact Anne Whitehead at
anne@whiteheadcommunications.com
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