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Uganda’s flagship banana 
i n n o v a t i o n ,  To o k e , 
has  of f ic ia l l y  moved 
from years of scientific 
research into full-scale 

Commercialisation, marking a major 
milestone for the Presidential Initiative 
on Banana Industrial Development 
(PIBID) and its commercial arm, the 
Banana Industrial Research and 
Development Centre (BIRDC).
After extensive testing in both local 
and export markets,  demand, 
particularly in Europe, is rising steadily. 
Lead scientist and Tooke inventor, 
Prof. Florence Muranga, says the 
brand is now ready for global scaling 
as consumption spreads among 
health-conscious consumers.
Speaking on the sidelines of the 

launch of the Create and Cook with 
Tooke culinary competition, Prof. 
Muranga, noted that with expanded 
production, Tooke flour has the 
potential to dominate the domestic 
market and drastically reduce the 
USD 500 million Uganda spends 
annually on wheat imports.
 “A single bunch of matooke sold 
local ly  at around Shs 30,000 
produces about four kilograms of 
Tooke flour, each valued at USD 13 
(Shs 47,000) on international markets. 
The value farmers can earn through 
processing is far higher than what 
they get from selling raw bananas,” 
she said.
According to Prof. Muranga, Tooke 
flour is gaining faster acceptance 
abroad than at home. The flour, 

which is gluten-free, rich in fibre and 
resistant starch, and low in calories, 
appeals to markets struggling with 
lifestyle diseases linked to wheat 
consumption.
“Science shows that Tooke flour 
supports better digestion, lowers 
the risk of hypertension, and reduces 
exposure to cancers associated with 
refined wheat,” she said.
Launched in 2005 after President 
Museveni endorsed Prof. Muranga’6 
research, the product has since 
attained both local and international 
quality certifications. Tooke flour is 
now used in bread, cakes, biscuits, 
baby foods, and a growing array of 
value-added products.

The competition

The challenge was designed to 
showcase the versatility of banana-
based products. Running from 
January to March 2026, it will bring 
together chefs, bakers, and culinary 
creatives from across the country.
“Entries are now open to the public, 
and the Grand Finale in April 2026 will 
coincide with the 21st Anniversary of 
PIBID,” Prof. Muranga said.
Participants must be professional 
chefs with at least three years of 
experience, or pastry chefs with 
five. They will undergo training and 
compete in qualifiers, semifinals and 
finals, judged on creativity, taste, 
presentation, and innovation in 
using Tooke flour. The top winners will 
receive professional promotion and 
online marketing support.
Prof. Muranga said that despite a 
slow journey, Tooke’s transition from 
research to Commercialisation has 
already created new income streams, 
jobs, food security options, and 
export opportunities.
“This move has boosted household 
incomes, created employment, and 
opened a path for Ugandan products 
to penetrate markets that value 
healthy, gluten-free foods,” she said.

E x p a n d i n g  P r o d u c t i o n  a n d 
Strengthening the Value Chain
According to Mathew Bagonza, a 
member of the Presidential Advisory 
Committee on Exports and Industrial 
Development (PACEID), PIBID has 
developed a 24-acre banana 
mother garden with 52 varieties, 

transformed the once-dilapidated 
Nyaruzinga District Farm Institute 
into a Technology Business Incubator, 
and established a research and 
processing facility.
Under expansion plans, he said, a 
large-scale processing facility will 
be set up at the Ishara Industrial 
Technology Park, covering 640 
acres. Production of dried banana 
flour is expected to increase from 1.4 
tonnes per day to 10–14 tonnes, with 
diversification into fish and livestock 
feeds.
According to Bagonza, Tooke is 
among the value-addition projects 
with the greatest potential to boost 
Uganda’s foreign exchange. “The 
global trend is shifting towards 
healthier flours, and banana flour is 
gaining ground, especially in the UK,” 
he said.
A Crop with Cultural and Economic 
Power
Bananas are grown by more than 
75% of Ugandan farmers, with 
annual production exceeding six 
million tonnes. Uganda also has the 
world’s highest per capita banana 
consumption, of between 220 and 
400 kilograms per person per year, 
according to UNDP.
Entrepreneurs are now venturing 
into new banana-based products 
ranging from snacks and beverages 
to fibres used in industrial threads.
Globally, the banana export market 
is dominated by Ecuador, the 
Philippines, and Costa Rica. Uganda, 
exporting only USD 6,355 worth of 
bananas in 2023, has vast untapped 
potential in value-added products 
like dry banana flour, used in ice 
creams, puddings, cakes, biscuits, 
cereals, and flavouring agents. 

Uganda’s Tooke Breaks into Global Markets as Banana 
Innovation Enters Full Commercialisation

As  U g a n d a 
transitions from 
t h e  r e c e n t l y 
c o n c l u d e d 
general elections, 

Positioning Uganda’s Insurance 
Industry for 2026 and Beyond 

the insurance industry stands 
a t  a  d ef i n i n g  m o m e n t . 
The post-election period 
traditionally ushers in renewed 
po l icy  focus ,  economic 

realignment, and increased 
p r i va te - se c to r  a c t i v i t y. 
For insurers, 2026 presents 
an opportunity not just to 
recover momentum, but to 
reposition strategically as 
trusted partners in national 
development. 

Stability, Confidence, and 
Trust
 In post-election environments, 
conf idence i s  cur rency. 
I n s u r a n c e  c o m p a n i e s 
must reinforce public trust 
by emphasizing financial 
strength, claims-paying ability, 
and transparent governance. 
Clear communication to 
policyholders, intermediaries, 
and investors will be critical 
in reassuring the market 
that insurers remain stable, 
resilient, and ready to support 
households and businesses. 

A l i g n i n g  w i th  N a t i o n a l 
D eve l o p m e n t  Pr i o r i t i es 
Government priorities after 
elections often focus on 

infrastructure, agriculture, 
manufacturing, healthcare, 
and SME growth. Insurers 
can position themselves by 
developing tailored products 
for these sectors construction 
r i sk  covers ,  agr icu l tura l 
insurance, health solutions, 
and trade credit products 
thereby aligning commercial 
objectives with Uganda’s 
broader economic agenda. 

Deepening Financial Inclusion 
With a young population and a 
growing informal sector, 2026 is 
an opportune time for insurers 
to expand inclusive insurance 
solutions. Microinsurance, 
mobile-based distribution, 
and simplified products can 
help reach underserved 
communities, turning insurance 
from a grudge purchase into a 
tool for resilience and wealth 
protection. 

Digital Transformation as a 
Growth Lever 
Digitalization is no longer 

optional. Insurers that invest 
in end-to-end digital journeys 
o n b o a r d i n g ,  p r e m i u m 
collection, claims notification, 
and settlement wi l l  gain 
competitive advantage. Post-
election stability provides a 
conducive environment for 
technology partnerships, data 
analytics, and automation to 
drive efficiency and improve 
customer experience. 

Strengthening Partnerships 
and Distribution 
The next phase of growth will 
be driven by collaboration. 
B a n ca ssu ra n ce,  f i n te c h 
partnerships, cooperatives, 
and agency networks can 
help insurers scale rapidly 
wh i le  cont ro l l i ng  costs . 
Strong relationships with 
intermediaries will be essential 
in  restor ing growth and 
improving market penetration. 

R i s k  M a n a g e m e n t  a n d 
Climate Resilience 
Climate-related risks and 

economic volatility remain 
key concerns. Insurers must 
e n h a n c e  u n d e r w r i t i n g 
d i s c i p l i n e,  re i n s u ra n c e 
structures, and enterprise risk 
management frameworks. 
By positioning themselves as 
leaders in climate resilience 
and disaster risk solutions, 
insurers can play a vital role 
in protecting livelihoods and 
public finances. 

People, Skills, and Leadership 
Finally, sustainable positioning 
for 2026 requires investment 
in people. Building actuarial, 
digital, and risk management 
skills while nurturing ethical 
leadership will ensure insurers 
are prepared for a more 
complex and competitive 
market. 

Looking Ahead As Uganda 
enters a new political and 
economic cycle, the insurance 
i n d u st r y  h a s  a  u n i q u e 
opportunity to redefine its 
relevance. By focusing on 
trust, innovation, inclusion, 
and alignment with national 
priorities, insurers can move 
confidently into 2026 not 
merely as risk carriers, but 
as long-term partners in 
Uganda’s growth and stability. 
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