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ABSTRACT

There is a constant battle between media and gmlfEiactors such as gender of contenders
and their previous exposure to the media sometaoee in to the battle to act as precipitates
to either side of the divide. Yet media and pditt@annot be exclusive of each other — in fact,
they feed and grow only because of each other. Mgdiys a central role in elections in
Kenya. Often time, the candidature of an aspirats gs framing from various media outlets.
This study sought to explore how television staiportrayed the female presidential
candidature during the 2013 general elections inyigeDrawing its data from television

news clips and interviews, the study realized anditéec difference in the findings of the

video clips and the survey conducted. The surwekigch were done amongst media
practitioners — news anchors and news editorsgreat deal emphasized the non-existence
of bias in the portrayal of the female candidacylevthe video clips analyzed indicated a
great deal of inconsistency with the portrayal thfeo political news of similar magnitude.
Televisions show an open bias towards the femaldidacy based on former stereotypes
held of her. Also, the television news framed t@dle presidential candidature with a lesser
magnitude as deems a presidential candidature’s framing. It would be fit for the media

to consider its position as the fourth estate aadtarn to many a citizens’ thirst, and thereby
strive to be objective as opposed to basing tlresgntations on subjective ideas. Female
presidential aspirants should also play an actiein the way they are framed by the media

— instead of letting the media depict their cancyda whichever way it pleases.
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CHAPTER ONE

INTRODUCTION

1.0 Introduction
This chapter introduces the study. It relays tagesnent of the problem, the
objectives of the study, the research questiomssiinificance of the study and, scope and

limitations.

1.1 Background to the Study

Kenya has had five democratic general electionsedime inauguration of multiparty-
ism in 1992. All the winners in these general titers have been male presidential
candidates. Unlike other African countries suchibgria and Zambia which have had
female presidents through an election process, &bag never had a woman elected as a
national leader by her people as much as the nafrssne women have appeared on the
ballot papers. This paper seeks to investigatpdnayal of female presidential candidature
in television news by shedding some light on thitepas and factors that influence the
different ways in which the portrayals are done.

The androcentric attitudes that fondly associagsidency with masculinity is a key
factor that has found its way into the televisiams suggested by an analysis of Hilary
Clinton’s media representation in the run for tH& fesidency (Lawrence & Rose, 2010).
And so, regardless of the persistence of femaleaagp in Kenyan politics, the media to a
large extent seems to have taken a sexist appmogartrayal of their campaigns; an

approach which is quite different from that of thmiale counterparts. Dianne, et al argues



that the coverage of women in the media is mortherbasis of appearance, personality and
family as opposed to what men receive (BanwartB¢strom,G., Kaid, L., Robertson, T.,
2005).

In comparing the audience reception of politicabdeom electronic media, the
American Journal of political science confirms thass media are the primary source of
political information to most citizens (Craig, L., Wattenberg, M. P. 1996). This sets the
stage for correctly suggesting that the greateli@ushinfluenced if not directly fed by the
mass media. And thus a naturally patriarchal medlaseem to emphasize the femininity of
a female aspirant as it emphasizes the mascubhitye male aspirant. Candidates so
represented to the public will naturally fall irethigures of “mother” or “father”. And in the
political realms it is not easy to hear the ternother of a nation” as much as one would hear
of the “father of a nation”. In fact, “mother oiation” has been a title bestowed on a
handful of female leaders, globally, often timesishocked stance at the thought that a
woman can confidently lead a nation.

Therefore, the androcentric nature of Kenyan pegsigl leaves little room to set an
agenda for questioning the portrayal of the ferpagsidential candidature in the media. It
also sets an almost automatic stage for exclusofitwo of the key political opponents; a
notion that rubbishes the other contestants asateyot regarded in the same level as the
key opponents. More often than not, the femalerasfs are never in the “two horse race”, a
common allegory describing the two most populateonders in Kenya. The female
candidates in effect, receive less airtime and sxpofrom the media.

In some instances, open prejudices against fenspleaats and other female
politicians can be spotted in televisions long befelectioneering periods. These sexist
portrayals, as argued by Craig, L. B., & Wattenba&tgP. (1996), serve to confirm the

stereotypes already existent in the minds of tltkesuee such that by the time a general



election is imminently on, the citizens are madestmllect the former instances of bias and

prejudice and are eventually led to make decisi@s®d on these factors.

1.2 Statement of the Problem

The mainstream media in Kenya is considered agseatid a great tool of domestic
democracy propagation. It has taken important iedle civic roles and has conjoined the
government in promotion of the development age&di@ategic Public Relations and
Research Limited, 2011).

The cistern from which citizens drink their polé@ldknowledge, the media has fed
thousands of people with information and the citizbave swallowed down every gulp as
the gospel truth. Most people have not stoppedi&siipn the media, and only a handful
have dared criticize the angle and time allottethéovarious elements of a news story or of a
feature in televisions.

Therefore, the question of the television’s andntite nature should be subject to
criticism so as to address the discrepancy in tinegyal of the female presidency. To this
effect, this proposal sets a ground for keen olagienv of the portrayal of the female
presidential candidature in the 2013 general eastin Kenyan televisions.

Taking as its field of research Citizen and KengéeVision Network (KTN)
television stations, the study explored how the t&evision stations in Kenya depicted the
idea of female presidential candidature in theyhotintested for seat.

The purpose of this study was to examine the patraf female presidential

candidature in the 2013 general elections in Kenyeo television stations.



1.3 Objectives of the Study
1.3.1 General Objective
The general objective of this study was to exptbeelight in which the female

presidential candidature was portrayed in telenisiews.

1.3.2 Specific objectives
I.  Toinvestigate the patterns of portrayal of fenmkesidential candidate in televisions.
ii.  To establish the factors which explain the portrayahe female presidential aspirant
in television news during the general elections.
iii.  To investigate the influence of the female presidécandidate on their own

portrayal in televisions news.

1.4 Resear ch Questions
The study was guided by the following research tjoes.
I.  What are the patterns of the portrayal of femaésigiential candidate in televisions
news?
ii.  What factors explain the portrayal of the femaleir@st in television news during
general elections?
ii.  How does a female presidential aspirant influeheg own portrayal by the

televisions news?

1.5 significance of the Study
“In Eastern Africa, few women journalists are i thecision-making mechanisms in
the local media since local broadcast media masaget newspaper owners are reluctant to

include women in the higher decision making lev&lemen’s issues are underreported in



the Eastern Africa media. Male journalists areintdrested in covering gender issues, and
do not take gender issues seriously. Women jowtsatio not have as many good
connections as male journalists. It is difficult Woomen journalists to exercise investigative
work as they are vulnerable to all violations abhdses. Gender equality is hardly considered
newsworthy. Men’s voices dominate in all the hagavg” (Tom, Gahungu, Joof, & Daher,
2008).

With such statements as the quote above, the gathrejudice’ of the media
against women determines to a great extent how wa@residential candidates are portrayed
in the media. The number of women editors and predudoes not determine the manner in
which women in politics are portrayed in the medi@dia house policies are mostly the
determining factor in the portrayal, but especiaihe authority of the males in positions of
power and of decision making. This study therekmeght to understand the underlying
factors that contribute to the portrayal of the &spresidential candidature as they are done
in the television news.

The study will be useful to the media in that ithgive them an alternative route to
exonerating themselves from the allegations theyt #re male centred. Additionally, it will
serve as a tool for solving biases in political @@ge.

Also, future female presidential candidates, ahdtaker female politicians can
benefit from the study as it highlights the manofetheir portrayal in televisions. This in turn
helps them sharpen their media skills and form idafle media skills for future elections,
general or otherwise.

The study also contributes to other studies the¢ lheen done by gender champions
in communication. It specifically further affirmsme of the claims that have been published

while creating a platform for as many new studesnay be grafted from it.



Finally, decision makers in the arena of gendedienand academia can find the
study useful as it informs some of their decisibnoices for a better Kenya and world in

general.

1.6 Scope and Limitation

The study covered the most recent general elesti&enya, the 2013 general
elections. The time chosen has been based ontdresity of the events that exposed the
subject of study. This was however not limitingloé previous general elections as they will
also be mentioned in the study from time to time.

The study was restricted to the portrayal of wonmetwvo television stations: citizen
television and Kenya Television Network (KTN) takgon. Citizen and KTN were chosen
because the two stations were very biased in tB& géneral election and were openly
supporting the two major parties in opposition vadth other at that time. Citizen TV was
further proven to be the most popular televisiatish in Kenya while KTN being among the
top three television stations was also considergdfacompetitor for Citizen TV (Audience
Scapes, 2010, Africa News Post 2013, Nairobi Wi&3).

There were two major limitations of the study. Eifemale presidential candidates in
Kenyan politics have never been many, in facthe2013 general election; there was only
one candidate whose name appeared in the balletgakhis unavailability of candidates
limits the extent of the study especially in dragvof and comparing samples of study.

The second limitation was that the electronic sesito be studies were not at all so
easily available. In fact, most of the tapes thateaused for previous recordings in most of
the by gone general elections have been recordadbogvthe media houses. This therefore

limited the study to more recent sources.



1.7 Summary
This study aimed to look at the portrayal of fem@alesidential candidature in
electronic media. The research questions beinglasied to affirm the objectives of the
study and in effect create a relevance of the stlidg subsequence chapters will capture in

detail how objectives and research questions wagstuoed in the study.



CHAPTER TWO

LITERATURE REVIEW AND THEORETICAL FRAMEWORK

2.0 Introduction

Since the days of political feminist evolutions dhd strong call for women to take
active role in politics to date, there still is@gt need of recognition among the women
actively or otherwise engaging in political actie# in Kenya. These candidates have sought
for and used a number of avenues to ensure thasgmpathizers and supporters are up to
date with their political campaigns. Importantlyetmedia has taken center stage in
dissemination of such political information to dise places.

This literature review therefore examined previstuglies and other material relevant
to the study. It also presents a theoretical rewiava proper theory most suitable for this

study.

2.1 Politicsand the Media

Modern politics is often described as mediatizekitips in which the logic of the
mass media has become central to political agemdyagenda setting (Mancini, P. and D.L.
Swanson, 1994; Mazzoleni, G and W. Schulz, 1999).

The two bodies seem to be at war with each otimer aa such, it appears as though
there isn’t any consensus between politics andribdia; especially as each entity is in the
business of using the other for gain as observeldikyn (1997): the media and politics feed
from each other. The press provides room for malitlebates and the media provides

content for the press; the two cannot survive witreach other.



Mukhongo (2010) suggests that the media in Kemyanly sets the agenda for the
publics but also influences the audience with rédarelections and other political processes:
a factor which further strengthens the rivalry betw the two estates. As a result of the
media power, Mukhongo (2010) further observesttigovernment has over time wielded
its authority over the media by setting rules agglitations in regard to broadcast and
publication of certain material for whose breectenftimes, there has arisen prosecutions
and direct attack on the media houses. In spiteeofomewhat ‘unstable’ relationship
between the media and several governments, thearhadibeen able to call several
governments and political movements to accountgib{igenga (2010) observes that “The
media environment has been volatile, one that giwes for the bullying and gagging of the
media whenever the media strives to function astalvdog in exposing government
scandals and other issues of public interest.”itvistthe unique relationship between each
media house and the various political entities dtledine the angle from which the editorial
policy of a particular media house is based, rdgasdof the coercion that ooze from the
government to the media.

Ogolla (2011) notes that As much as the medigpafitics have previously been
closely bonded, the media’s economic gains aremove important to them as opposed to
the initial political alignments and that the mediseeking for ways of making more money,
even if it means dancing to political tunes foregivdurations. So far, this perception has led
a number of people to think of the media as compmedwhile another lot has thought it
vibrantly independent.

A contrasting observation to the focus of modem pigitics states that: Newer forms
of political journalism focus less on the politicakssage and instead give a lot of attention to

the candidates’ motives and tactics (Aalberg, Shéick, & Vreese 2011).



2.2Women and Televisions

One of the greatest advantages of modern day sebewvis the discursive environment
it has set out to the public as argued by FredenKks2000). He supposes that the open
opportunities that the media have set up for baimen and men have given room for both
opinions to be heard by the publics which in tuanénled to the eventual contribution to the
national growth. Yet Gallangher as quoted in Magdlson’s Women and the mediseems
to think otherwise, to her: ‘the mass media’s islprimarily to reinforce definitions and
identities set in a frame work constructed for agdnen’ (Alison, 2000). The study she
conducted indicates that one out of every thirfeemales appearing on the media are

mentioned by both names as opposed to one oukeoy 8ve men appearing on the media; a
fact which draws the attention to the differencéhi@ introduction of men and women in the
media; there by promoting the allegation that tleslia creates an avenue for enhancing the
visibility of men as opposed to that of women.

Yet even after the biased introduction that theimmgd/es women to the audiences,
televisions further go ahead in stamping their auty and propagating their beliefs.

“In Eastern Africa, few women journalists are lire tdecision-making mechanisms in the
local media since local broadcast media managersewspaper owners are reluctant to
include women in the higher decision making levéfemen’s issues are underreported in
the Eastern Africa media. Male journalists areintdrested in covering gender issues, and
do not take gender issues seriously. Women jowtsatio not have as many good
connections as male journalists. It is difficult Women journalists to exercise investigative
work as they are vulnerable to all violations abhdses. Gender equality is hardly considered
newsworthy. Men’s voices dominate in all the hagavg.” (Tom, Gahungu, Joof, & Daher,

2008 p.11)
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This has further strengthened other views as egpdelsy Esther Kamweru that
televisions must strive to portray women in a beéghmanner (Kamweru, 2000). Kamweru
has argued that the repetitive messages that apptgevisions are of women belonging in
the home, especially the kitchen; and that of wotmeEng seekers of beauty in order to
please men is one that trivialises their genertdbolt, especially if emphasis is placed
heavily on their body parts such as hands, feesandlders. She strongly suggests that
televisions needs to integrate women and issudsatém them in the daily bulletins.

The existing portrayals of women in the televisiteese much to be desired on
matters concerning the contribution of both paritethe development of millennium goals.
Kamweru points a critical issue under section 28#he fourth world conference on women
held in Beijing:

“The continued projection of negative and degradmngges of
women in media communications, electronic, prirdyal and
audio, must be changed. Print and electronic meadizany
countries do not provide a balanced picture of womdiverse

lives and contributions to society in changingwueld.”

In fact in a study conducted by Mwangi (1996) iradés that in the making of
advertisements, both man and women were portray#ueir traditional roles but women
were made to appear more as sex objects whicletattrghe attention of buyers to
commercials which they appeared in.

Women in the televisions have not had a wide platfisom which to criticize their
relationship with the patriarchal world. In as mashthe world has opened up to feminist
praxis and there is an up rise of political awassremong the Kenyan womenfolk, only a
handful have dared stand against the odds andtpastselves in the light of the media to be

counted worthy of any public political action.
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Quite a considerable number of the Kenyan womestdreinder what Karl Marx
termed “false consciousness”: a state of unconsoiess about their abilities as to the point
of not knowing the platform that they can receiraf the televisions to propagate their
agenda. This has been argued as the state of wioehere and during the early wake of
feminism by Ross & Byerly (2004). One only wond#itsn how far the Kenyan woman has
to go before she can see and use the televisiaricad that will aid her in achieving her
maximum portion in any political action.

Ross & Byerly (2004) further states that in as mas there have been several studies
conducted to determine the manner in which womene baen routinely portrayed by the
mainstream media, the media has maintained a mesjual position; maintaining a rather
uncomfortable reporting model based on a sexistoggh and a lot of sexualised content
which more often than not has undermined the dautions that women have a foretime
made, and still make.

Antonio Gramsci as quoted in Ross & Byerly (20@bts his concept of hegemony
and states that the dominant group (in this cassidered males) seeks the opinions of the
members in a society to maintain a status quoaaliey (the dominant males) may maintain
their power over all social institutions.

Dafna Lemish also as quoted in Ross & Byerly (2004¢)es in a chapter about news
and media that the media only portrays women irestgpic roles. More often than not, they
are caregivers and home keepers who tend to bm¢prkambition, logic, heroism and who
are completely dependent on the men.

In the same book edited by Ross & Byerly , Karesdargues in her chapter on
women, politics and media that the patriarchalcstnes that exist have been wrongfully used

under a masquerade of neutral journalism to wligmen politicians. As a result, women

12



politicians have suffered under the mercies of mbo have set structures and used these
structures to pose women.

It is clear from these analyses that there is quiésparity between the women and
the media; a somewhat unspoken contention betveetwb parties which needs to be

urgently addressed.

2.3 Female Presidents and Female Presidential Candidatesin Televisions

Globally, there have only been a handful of womeading states and monarchies.
England perhaps has had the largest number of wéeaders. Lawrence & Rose (2010)
analysing Hillary Clinton’s campaign for presidersay that there was a perverse nature of
sexism in the media as regarded the campaign afyHlinton to presidency: “however you
feel about her politics, | think that Senator Qlimreceived some of the most unfair, hostile
coverage l've ever seen.”

Arguing that TV stations termed women as a jokeyitence and Rose (2010) also
indicate that televisions deliberately used geral&arguage to insult and criticize such that
the voice of women as represented by Hillary Chnitothe race for white house was not
heard as it should have been. Other analysts amdglsts during the same campaign argued
that the sexism portrayed by the televisions helplaaton garner more votes instead of
hurting her race for the office. This is becauaecording to those who supported the sexist
portrayal of Hillary Clinton by the American mediahe gained sympathetic votes form
those who pitied her gendered portrayal. Actuahg of the vice presidents of NBC media
house in the United States, Phil Griffin, said twatnen movements specifically brought up
some of the Hillary controversies with the mediaasdo rally the demographics of women

and their sympathisers to vote for Hillary Clinton.
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Lawrence & Rose (2010) point out that there areghmajor facts that any woman
running for a presidential office must face: 1) thke of gender in presidential politics, 2)
contemporary media norms and routines, and 3)ithigidual candidate and her particular
political context. These factors are not just aggidle to women running for presidential
office in western countries. They are practicafpplecable even to women in Africa, to
women in Kenya.

In Kenya, women have taken an active role in Kerpalitics since the days of pre-
independent Kenya. Their achievements are howenteasacclaimed and celebrated as the
achievements of their male counterparts (Masinji®7), not especially by the media.

Karuru(1997) states that women were early involwnegblitics and a large number of
them combined their domestic chores with politeativities such as leadership, marshaling
other women. Some women as Nyanjiru and Mekatdse to positions of acclamation as
political heroines. Yet because women are partgduas that make decisions, they lack the
power to be portrayed in the media as they otheraimuld.

Masinjila(1997) further argues that “Patriarchaatbgy operates on the premise that
men are biologically superior to women and that assult women are weak and have to
depend on men for their survival.” This notion &g great degree been transferred not only
to the political situation in Kenya but also to thedia realms within the country. Patriarchy
has therefore been a dominant force in almost estigr section of existence in the country.
In return, there have been demarcations of sphdrese men and women ought to operate.
Masinjila argues that this demarcation has mad#ficult for women agenda to penetrate in
the political public sphere; a position which olugfhtly disadvantages the woman as she sets
in from an onset of a “natural” weakness. In efféluis system tends to concentrate power in

the hands of men and leave the women in politietdds with little on their hands.
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A majority of women in Kenya have been politicaligadvantaged because of factors
such as lack of serious party commitment to womepnilitics, presentation of untruthful
statements about the women, refusal by forcesuepto recognize the ability inherent in
women, lack of adequate elected number of wome@uosdions of power and a lack of
enough appointments of women to decision makingsr@laina & Kabira, 1997). These
factors impact directly on the general societah@p of these women and in many regards
translate to how the media portrays them.

Maina and Kabira (1997) further state that struetiand political institutions are
designed in a way that produces results favorabiedn. They also argue that politics has
been given entirely male clothing to such an extleait it is regarded as a game of liars, a
sport for the brave, an arena of abuse, a fieldlfoging mud at each other, and a place unfit
for all women; and with such stereotypes in plasemen who involve themselves in politics
are as results are looked at with disdain, naturall

Muiruri (1997) Notes that women rarely votes foeit fellow women during
elections and that the “general public expects tteebe followers rather than leaders in
political spheres. A notion highly cultivated byikdaara as quoted by Muiruri (1997) “in this
world of greed and competition, it has further baeted that women are their worst enemies
when it comes to trusting and supporting one amdth&is he talks of as a case that
influences even the role that female media per#gsalay in enhancing or subsuming other
female politicians in the male dominated field. fidgher argues that if the media portrays
favorably women affairs then they will over timewell received by the public.

In spite of the struggles of women to be publidgs in the media, most of the times
they have been considered as voters and entegdlaruru, 1997). In spite of the

challenges the women politicians have faced, a mnrmbwomen have been actively
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involved in politics. Many of them have run for t&an male dominated political parties and
have been elected to represent certain regions (ilvéwa997).

The fourth Beijing conference recorded that “witheaonomic empowerment, it is
unlikely that women will be able to participateesftively in most of the processes of the
society” | dare say that the statement extendsrmbjost economic empowerment to the
inclusion of material possession that these wonase hFor instance, a large number of
media owners in Kenya are males, and so it is fadhem to push forward their agenda and
portray that which they desire. More often than tieé¢ media presents women'’s agenda from
the males’ perspective (Muiruri, 1997). A study doated by Bullo (2005)found out that the
media gives different coverage for men and for woniEemale candidates are likely to be
described in terms of their personality traits thire, than their issue stand” and also that
stories about male politicians were likely to geint cover as opposed to those of female
politicians.

The open bias by the media towards female presale@aindidates as suggested by
the literature here in reviewed, therefore caltsaftkeen analysis into the Kenyan context.
Given that Kenya has had a handful of women runfonghe highest office in the republic;
one may wonder as to what these women have encedntethe media so as to keep them
from consistently running for the office or fromaauraging other women to run for the same
office in their stead.

Yet in spite of the challenges that the women segtar presidency have
encountered, several among them have sought tive off presidency internationally since
Victoria Claflin Woodhull first did so in the UniteStates. There has been Hillary Clinton, in
2008 USA, Ruth Dreifuss of Switzerland who was &d@resident in 1998, Agatha Barbara
of Malta, Corazon Aquino of the Philippines andasifirst female President, Atifete

Jahjaga who at 37 became President of Kosovo dligahe office in 2011, Dilma Rousseff
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of Brazil since 2010, and Cristina Fernandez whzabee the first elected female president of
Argentina in 2007 and the first one to be re-el@ctenong others.

In Africa, Rose Rugendo of Tanzania's party Chaina Kapinduzi in Tanzania and
Sarah Jibril of Nigeria ran for office in earlieears setting the ground for many African
women who would later seek the office of presidency

In the 1990s, Charity Ngilu and Wangari Maathaiirathe 1997 Kenyan presidential
elections. They both lost. Charity Ngilu vied agear2002 and lost again to a coalition that
had just formed to expunge Daniel Arap Moi from Kenyan presidential seat. In 2013,
Martha Karua and Kingwa Kamenchu sought to rurofbce. For unknown reasons
Kamenchu dropped out of the race and Martha Kaemeained as the only female contender
for the seat among other male candidates. Neetdlessg/, she lost the elections with a great
margin even though her policies were fool proof hedperson was not tainted with corrupt
allegations as were some of the presidential caelsd So far, Ellen Johnson Sirleaf and
Joyce Banda stand as some of African women who bese heads of state. The secret
behind the success of some of the women presideAfsica and the manner in which the
media in their countries portray them remains atarys Lawrence & Rose (2010) say that
studies are just beginning to study women presidecdndidates and the strategies that can

best work for them with the media.

2.4 Theoretical Framework: Framing

The study was guided by one theory: framing theBrgming theory is one of the
strongest theories that can be used to illustretethe media has absolute authority in
shaping the way it portrays the different presigg¢mandidates. This theory has been

selected based on its relevance to the study.
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A number of researchers and scholars have offereglal definitions of framing.
However, for the sake of this study, we will malse wf the definitions given by Entman,
Chong and Dennis Druckman, and Gitlin because teinitions have a close relation to
each other and will be more useful to this study.

Chong and Druckman (2007) define framing as “ttee@ss by which people develop
a particular conceptualization of an issue or edrtheir thinking about an issue.”

Entman (1993: 52) says the following as regardwifng: “Framing essentially
involves selection and salience. To frame is tetedome aspects of a perceived reality and
make them more salient in a communicating texsuich a way as to promote a particular
problem definition, causal interpretation, moralleation, and/or treatment recommendation
of the item described.”

Gitlin (1980) defines framing as the “persistenttg@as of cognition, interpretation,
and presentation, of selection, emphasis, and sxeluby which symbol-handlers routinely
organize discourse.”

Chong and Druckman (2007) further argue that ofiatee in thought can have an
impact on one’s opinion. It could be thereforedoded that if the media were taken as a
thinking entity, then the opinions inherent in eacluse, and the house styles and rules
therein to a great extent dictates how they fraprspgectives and all the news that they
disseminate.

Entman (2007) argues that frames are specificallynsplace so as to encourage
audiences to think, feel and act in a particulay.\ildus by coming up with political
discussions, selecting specific discussants, eangcular on the clips to be aired, and
scripting the language to be used in all politlmaladcasts, televisions already place their
content in specific bags in which the audiencexgeeted to think. A frame is set from the

onset so that the audience will not be allowedhiiokt outside the set frame. More often than
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not, if there is content that does not fit the @dst context, the content will be set aside and
the content that is most suitable to the contexidsal.

Chong and Druckman (2007) in giving a deeper uttdedsng of a frame state that a
frame is that which provides meaning to strips\ares by organising the daily reality in
such a way as to promote particular definitions iatelpretations of political issues. This
means that televisions stations use their posit@elect that which they think the audience
should consume, attach a meaning to it and organis@ manner that is likely to elicit a
certain expected response. In other words, withoussue at hand, a frame cannot be in
existence. There has to be an issue around whectiaime will be formed. Yet, this is not to
disregard the understanding that the same issumeake different frames (Entman, 2004).
No wonder, different television stations presestsame political news from extremely
different angles. Chong and Druckam call additi@t&ention to other steps involved in
framing. Apart from identifying an issue at harttkyt point to the second step; isolating a
specific attitude; a third which is the identifiat of a coding scheme for the frame; and a
fourth and final step which is to select sourcesaftalysis within the context of the frame.

The media has not failed itself in fulfilling theur steps, especially in the political
realms. Televisions in particular has found a whsgetting apart political issues, angling
their analysis in certain manner and being veryi@dar on the methods and persons
involved in the political analysis.

“In order for a framing effect to occur, a givemesaleration needs to be stored in
memory to be available for retrieval and use, amaust be accessible for retrieval when
needed for use.” (Chong and Druckam, 2007) anelsweisions will keep playing and re
playing certain clips just around political times.

Chong and Druckam (2007) point to the possibilita&rame being so appealing to

the audience that it might be confused for a sopenioral or intellectual argument. This has
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a great chance of occurrence in situations whesggerations and lies are used to play on
the fears and prejudices of the public. They furtuggest that: “Strong frames often rest on
symbols, endorsements, and links to partisanstdpdeology, and may be effective in
shaping opinions through heuristics rather thaeatlinformation about the substance of a
policy.” Entaman (2007) agrees with this thoughd anpports the idea by saying that
politicians have learnt this trick and they devgiteat resources by imposing certain patterns
on mediated media presentation if only to creatmelnation towards them in the
audiences’ minds. This is because “framing workshape and alter audience members’
interpretations and preferences thropgiming”’ (emphasis in original).

Sniderman & Theriault (2004) have argued that wheople are exposed to
competing frames as in most political situatiohsytwill side with the frame that is
“consistent with their values or principles” becatiames are contestable”. It is therefore
paramount for the television stations to ensurettiey frame different political news in
ways that will draw a viewership to them; sometirdebberately creating different frames
within the same news content, or taking a singlaiop and competing with a frame
presented by another television network.

Chong and Druckman (2007) say that politics arenadly competitive and that
political issues are normally framed in opposimgptifrom each other. To gain an advantage
over another frame, the winning frame will havédn&we be strategically favoured and
portrayed to the audience; as states: The mediaresgpolitical frames as a strategic game
rather than issue based discussions as this allems to produce stories quickly against a
deadline schedule, use fewer resources and providesworthy’ content. This kind of
game framing as discussed by Capela and Jamiegaaiberg, Stromback, & Vreese (2011)
may “have negative consequences to democracy’pasnbunces the interest of the

politicians more than it elaborates the issuestdibcussed by these politicians.
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The political frames thus formed are normally fody strategically setting
guestions related to the winner and loser, perfanaaf political parties and the individual
politicians, and the strategies of the varioustali entities (Aalberg, Stromback, & Vreese
(2011). More often than not, the more a frame pea¢ed to the audience, the more the

audience will understand the issues in the franadebagin identifying with the frame.

2.5 Summary
This chapter sought to analyze the position of femeesidential candidature in news
as framed by the political coverage in televisiditge general conclusion was that the media
plays a central role in politics and that poliptays a central role in the media: the two are
dependent on each other. Media frames politicgoafitics provides the subject for the

media.

21



CHAPTER THREE

RESEARCH METHODOLOGY

3.0 Introduction
This chapter presents the research methodologysused in the study. It contains
the research design, research approach, reseathbdulgy, data collection, data analysis,

target population, data presentation and a valglibgedure for the research.

3.1 Resear ch Design
Research design is the conceptual structure withich the research is be conducted.
This study aimed to employ non-experimental regedasign to achieve the set objectives of
the proposal. It used the correlational desigrxpressing the relation of female presidential
candidacy to the television. While at it, the dassgught to affirm the relationship between
the two variables while pointing out to the chafles in this relationship. The study had no

intents whatsoever of manipulating the variablesived.

3.2 Resear ch Approach
The research took on a pragmatic approach; othemaked the mixed method of
research. It used both quantitative and qualitatie¢hods to achieve the most out of the
study. This approach was suggested as it alloweddim and methodological triangulation

- factors which served to further support the study
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3.3 Resear ch M ethodology
The researcher carried out a content analysis @téevision stations’ news just
about election period which zeroed in on the caatdick of the female presidential aspirant.
The researcher also used surveys. The surveyscardeicted among news editors, news
casters in the two television stations selectediatige secretariat team of the presidential
candidate. The surveys were structured so as toetizat the responses collected from the

surveys are without bias or prejudice from the aedeer.

3.4 Data Collection
The researcher carried out a pre collection agtivitere she obtained permission
from the relevant authorities and made contactsvikee relevant for the study, the actual
data collection and presentation of the findingthefdata collection in a format that deemed
fit for the study. The researcher administered tjoesaires, performed interviews and
developed a code sheet to aid the collection ofefaired electronic data. The research used

and treated all data used in the study as primaig. d

3.5 Data Analysis
After the data has been collected, it was claskifieo various categories as the first
stage of its analysis. The findings were then teded to charts; this allowed both

guantitative and qualitative description of thelgsia reached.

3.6 Target Population
The target populations hereby described were theepdhat were to be interviewed
and the number of television stations to be untlgtys The television stations under study

were Citizen and Kenya Television Network (KTN).eT$éample was a non-probability
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sample. The respondents from the interviews weesvd\editors, news anchors and the

communication secretariat of the female presideasipirant.

3.7 Data Presentation
Once the data had been collected and completelyzath the researcher presented
the data through in a report which details a dption of the data. The data was also

presented in form of charts.

3.8 Rdiability and Validity

To determine the reliability of the data, the &stl the re test technique can be used
to confirm the consistency of the results achieved.

To determine the validity of the study, contenidi& of the study can be conducted
to determine the consistency of the results reaahedhe accuracy of the findings obtained.
Sampling validity can be carried out. In this casegpresentative sample will be picked and
to represent the whole sample under study androotifie results of the study. Two groups
of experts in gender communication will be presémtéh the instrument. One set of experts
will be asked to ascertain the concept being meashy the instrument while the other team
of experts will be presented with a check list #mely will be requested to determine if the

items in the list have been clearly captured instoely.

3.9 Summary
The research methodology was based on two typéatafcollection instruments;
surveys and content analysis. The content analessdone of Citizen TV and KTN stations.
The surveys were done of news editors and newsoasicdind also of presidential candidate

secretariat.
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CHAPTER FOUR

DATA PRESENTATION, ANALYSISAND INTERPRETATION

4.0 Introduction

This chapter presents the analysis of data cotldeten the news clips and
administered questionnaires. The research targeteltain 42 news clips from both KTN
and Citizen TV but managed to obtain 31 clips whigghresented a response rate of 73.8%.
The study administered intended to administer lstjonnaires to news editors and anchors
from the two TV stations but responses were ontgioled from 8 of them; which
represented a response rate of 80%.

The collected questionnaires were edited for cetepkss in preparation for coding.
Once the questionnaires were coded, they wereeshteto the Statistical Package for Social
Sciences (SPSS) version 17 computer package foysaaDescriptive statistics such as

frequencies and percentages were used.

4.1 Survey Data Analysis

4.1.1 What Determined Content that Went to Air

This survey was conducted on news editors. Respbsdeere required to indicate
what determined the news content that went toTaie. research findings revealed that
majority, 62.5%, of the respondents were of theigpi that time taken by a news item was
the major aspect which determined the contentwieat to air. 25% of them indicated gender
of the presidential candidate and the remainin§%2ndicated the theme of the news item.
The findings are as presented in Figure 4.1.
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Figure4.1. Content Determination

Content Determination

Time Theme Gender of subject

4.1.2 Bias Against Female Presidential Candidate in News Items

Respondents were further required to indicate wdrdtiere was bias against female
presidential candidate in news cast as owing tio gender by their stations. 75% of the
respondents indicated that there was no bias inribe/s and the remaining 25% of them

indicated otherwise. The findings are as showniguiife 4.2.

Figure 4.2. Bias against Female Presidential Candidaieins Items

Bias against Female Presidential Candidate in News
Items

m No bias ™ Bias




4.2.3 Female Presidential Campaign Teams Purchased Airtimefor their Candidates

The research further sought to establish whetreecampaign teams of presidential
candidates purchased airtime for their candid&#% of the respondents categorically
indicated that the campaign teams of female pragalecandidates did not purchase airtime
for their candidates. Only 13% respondent indicalbad the campaign teams of female
presidential candidates did purchase airtime feir ttandidates. The findings are as shown in

Figure 4.3.

Figure 4.3. Purchased Airtime

Purchased Airtime

m Purchased M Did not purchase

4.1.4 Female Presidential Candidates Formed Good News Items
Majority (75%) of the respondents indicated thandéée presidential candidates
formed good news items for their TV stations arelrdmaining 25% of them indicated

otherwise. The findings are as shown in Figure 4.4.
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Figure 4.4 Female Presidential Candidates Formed goodsNiews

Formed Good News Items

®m Formed good news items ®m Did not form good news items

4.1.5 News Content of Female Presidential Candidates I nfluenced by Previous I mages of
the Candidate

Respondents were further required to indicate wdrdtie news content of female
presidential candidates was influenced by theiviptes image. 87% of them were
categorical that the news content of female pregidiecandidates was influenced by their
previous image while the remaining 13% of themaeated otherwise. The findings are as

shown in Figure 4.5.

Figure 4.5. News Content and Image

News Content and Image

m Influenced m Not influenced
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4.1.6 Gender Preferenceswhen Presenting Presidential Campaign News

The respondents were further required to indicdtether there were gender
preferences in their TV stations. 62% of them iatkd that their TV stations preferred
reporting news for male presidential candidatecae®nder preferences. The remaining
38% of them were of a different opinion where th@licated that there were no gender
preferences when reporting presidential campaigvsn&€he findings are as revealed in

Figure 4.6.

Figure 4.6. Gender Preferences when Presenting Presiti@atimpaign News

Gender Preferences when Presenting Presidential
Campaign News

M Prejudices ™ No prejudices

4.1.7 Station Enjoyed Presenting News on Female Presidential Candidates
Respondents were further required to indicate wérdtieir TV stations enjoyed

presenting news on female presidential candidZ&%. of them confirmed that their TV

stations enjoyed presenting news on female presadeandidates while 25% of them

indicated otherwise. The findings are as preseint&igure 4.7.
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Figure4.7. Station Enjoyed Presenting News on FemalsidRetial Candidates

Enjoyed Presenting News

mEnjoyed M Didnot enjoy

4.1.8 Media Fair When Presenting Female Presidential Candidates

The communication secretariat differed with the@diand the news anchors on
opinion with regards to media being fair when pntieg) female presidential candidates. The
respondent categorically indicated that TV statipreferred male presidential candidates and
not the female presidential candidates. This was @vident in the more time allocated to
the male candidates and not the female candidBbesTV stations felt that male presidential
candidates were stronger than female presideratradidates hence had better chances of
clinching the positions. They therefore had no maictime for female presidential
candidates. The reporters also had stereotypes\idrmiale candidates were considered as
iron ladies and high headed women who did not spétural orientation which requires

women to attend to household chores.

4.1.9 Alter Way Media Portrayed Female Presidential Candidates

Further, the communication secretariat was requoeddicate whether it could
change the way the media portrayed female presad@aindidates. The secretariat positively
indicated that given chance they could change tinethe media portrayed female
presidential candidates. The secretariat furthdicated that they could ensure that their
candidates got equal airtime and by attention @is thale counterparts. The secretariat could
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ensure that their candidates are portrayed asgstamdidates for the presidential race

without any prejudices.

4.1.10 Media was Unfair to Candidate because she was a woman in her previousrun for
office

The communication secretariat categorically reveeghat the media was real unfair to
their presidential candidates because she was awonher previous run for office as it
portrayed her as a failure. The secretariat furthgicated that many TV stations considered
their candidate as an iron lady which worked addhes candidate. They portrayed the
candidate as a grandmother and not as a motheskdwdd be concentrating in addressing

her home affairs.

4.1.11 Applied External Influence on the Way Female Presidential Candidateswere
portrayed in the Media

The communication secretariat was categoricalitithd not apply any external
influence to influence the way the female presid¢ictindidates were portrayed by the
media. The secretariat further indicated that tbairdidate concentrated on policy
implementation and corruption elimination and ashswalued transparency and

accountability which could not allow them to do so.

4.2 Content Analysis
4.2.1 Media Type
Content analysis was also done where the researdmged to obtain 19 (62%)

clips from KTN and 12 (38%) clips from (citizen TQTV which featured female

31



presidential candidates. The clips were obtained foeriod of three months before the

general elections. The findings are as presentéture 4.8.

Figure 4.8 Media Type

Media Type

mKTN mCTV

4.2.2 Item Number

The research findings revealed that majority (68%male presidential candidates
news was aired as a third item in the news. Thisfelowed by 25% which was aired as a
second item and 12% as a first item. The therefreals that majority of the TV stations did
not give much attention to female presidential cdaigs as shown in Figure 4.9.

Figure 4.9 Item number

Item Number

First Second Third
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4.2.3 Place and Block

The research further sought to establish the @adeblock of the news items on
female presidential candidates. The research fysdiavealed that 80% of the news items on
female presidential were classified as other négvas whereas 20% of them were classified
in the main news bulletin items. The findings tliere reveal that media did not give

prominence to female presidential candidates assio Figure 4.10.

Figure 4.10. Place and Block

Place and Block

News Other news

4.2.4 Time Allocation

The research further sought to establish the &illoeated for female presidential
candidates during news anchoring in seconds. Hukinfys revealed that 48% of the female
presidential candidates were allocated less thase66nds of news airtime, 35% of them
between 61-120 seconds, 10% between 121-180 seanddke remaining 7% were
allocated more than 180 seconds. This thereforéemthat the media did not allocate much

news airtime to female presidential candidatesresgmted in Figure 4.11.
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Figure4.11 Time Allocation

Time Allocation

Less than 60 61-120 121-180 More than 180

4.2.5 Story Segment

The research further sought to establish the stegynent of media coverage of
female presidential candidates. The findings reackthat 81% of female presidential
candidate’s news was covered as news stories amernaining 19% as features. This
implies female presidential candidates in Kenyarategiven in-depth media coverage as

shown in Figure 4.12.

Figure 4.12 Story Segment

4 B Covered as news N
stories

Story Segment

I covered as features
19%

E
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4.2.6 Subject Centrality

The research findings revealed that 81% of meok&m@ge on female presidential
candidates focused on other issues surroundinggindidate while 19% focused on the
candidate as an individual. This therefore impiresdia does not pay much attention to

female presidential candidates in Kenya. The result displayed in figure 4.13.

Figure 4.13. Subject Centrality

4 B Focus on issues . .
around candidate SUbJeCt Centralltv

™ Focus on candidate
19%

4.2.7 Presenceof Stereotypes

This research further sought to establish whetienetexisted stereotypes in the way
media portrayed female presidential candidateseinyld. The research finding established
that 38% of the news reporters had a tone suggdsteéemale presidential candidates were
not as competent as politicians should be. It degithem as weak vessels have no part in
presidential campaigns. However, a significant Gf%he news reporters did not manifest

gender stereotypes while reporting the political®i@as shown in Figure 4.14.

35



Figure4.14  Stereotypes

Stereotypes

Yes No

4.2.8 Gender of Reporter

This research further sought to establish whethetiamcoverage of female
presidential candidates was covered by female teysoor male reporters. 45% of female
presidential candidate’s media coverage was dorferbgle reporters whereas 55% was

done by male presidential coverage. The findingsaarshown in Figure 4.15.

Figure4.15. Gender of Reporter

Gender of Reporter

m Male = Female
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429 Source

This research further sought to establish the ¢ilijgcand subjectivity of the media
coverage of female presidential candidates in Kehka research findings revealed that 58%
of female presidential candidate’s media coverags @bjective in the sense that the
reporters reported the facts on the ground witladding their own opinions to the news
content. On the other hand 42% of the media coeeoagemale presidential candidates was

subjective as shown in Figure 4.16

Figure4.16.Source

Source

Objective Subjective

4.2.10 Episodic/Thematic

This research further sought to establish whethetiancoverage for female
presidential candidates in Kenya was episodic @métic. The findings revealed that it was
mainly episodic because it normally appeared osaepresented by 84%. However, 16% of
the coverage was thematic and there was a buitthupe news content on different

occasions and segments. The findings are as peesenfigure 4.17.
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Figure4.17. Episodic/Thematic

Episodic/Thematic

Episodic Thematic

4.2.11 Presidential Themes
This research further sought to establish the cagnghemes which female
presidential candidates used: The major themeblestad ranged from economic
empowerment, political justice, corruption fightjmgarginal groups representation,

education, health and security.

43  Summary
One of the definitions of the framing theory aslexped by Entman (1993: 52),
emphasized selection and salience. Based on the cips that were analysed, television
stations selected certain aspects of the femataedenatial aspirant and gave them prominence
over other features. For instance, the news coofeeimale presidential candidates was
influenced by their previous images as capturethbymedia. This meant that the television

stations used a pre formed opinion to frame theaferpresidential candidate.
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According to majority of the news editors and anrshthere was no bias in their
news. This is however is not what the analyzedo/ips indicated. The news clips showed
that the time allocated to the female presidecaaldidates was some seconds less as
opposed to what would normally construct politicalvs coverage. The female presidential
candidate did not purchase as much air time foedidements and special features within
the news duration. This reduced her visibilitylie public and gave her no chance, albeit
through the television, to redeem herself. Som®edand news casters took to being
subjective in the news content that pertained édéimale presidential candidate and thereby

alluding to an air of political weakness on thetpdirthe female presidential candidate.

The analyses from the news clips also showed d¢fatision stations did not enjoy
presenting news from the female presidential catdidlhis indicates that televisions are
conscious of the gender of the subject and willygio the gender that gives them as much
drama as they wish to have for their news coni@ms finding concurs with the findings of
Lawrence & Rose (2010) who established that meigia women as jokers in politics hence
no need for much attention as they are rarely asdtic as should be a television news item.
And so based on the framing theory, television#is case as stated by Gitlin (1980) were
“persistent [in their] patterns of cognition, inteetation, and presentation, of selection,
emphasis, and exclusion...”

The differing opinion of the female presidentiahdalate’s communication
secretariat to that of the news casters and editdrsate that there grounds of contention
between the two parties. For instance, the comnatioit secretariat indicated that the
television stations expressed open prejudice witgsenting the female presidential
candidate. The secretariat indicated that had these no prejudice, then their candidate

would have been given more prominence in the maaiballotted more time. On the other
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hand, the television editors and the news casternsexdd that their media houses did not
openly display their prejudices against the fenpaésidential candidate. The argument
would be solved by inviting the ‘silent’ party ind research, the video clips, which indicated
that the levels of prejudice and of non-prejudi@evalmost on the equal.

The fact that news on the female presidential @atdiwas not given prominence in
the news casting is an indication that there anedgithat the female presidential candidate did
not have what was needed to make the headlinesrityapf the news on the female
presidential candidate was aired as the third ne@msin case the news appeared in the first
block of news, but it was mostly dealt with in théed block of news.

The results further showed that news about fenrasigential candidates was
covered as news bulletins. There were low percestaffeature stories and absolutely no
documentary story during the prime time. My conidason this matter is that television
stations did not consider the female presidentiabltcdate a force to reckon with and so they
did not bother to do a follow up on her story sacabuild up their content on her

presentations around thematic frames.
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CHAPTER FIVE

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

5.0 Introduction
The researcher targeted to obtain 42 news clips both KTN and CTV but
managed to obtain 31 clips which represented aressprate of 73.8%. A total of 10
guestionnaires were administered to news editasaanhors from the two TV stations but
the researcher managed to obtain responses frdrth8m which represented a response rate

of 80%.

51  Summary of Findings

The research sought to evaluate the portrayalméle presidential candidature in
television news in 2013 general election. Fromsileys conducted, 62.5% of the
respondents indicated that time taken by a newstas the major aspect which determined
the content that went to air. 75% of the news esliégmd news anchors indicated that there
was no bias in their news and the remaining 25%erh indicated otherwise. 87% of the
respondents categorically indicated that the cagmpi@ams of female presidential candidates
did not purchase airtime for their candidate.
75% of the responses received indicated that fepralsdential candidates formed good
news items for the TV stations under study. 87.5%h® respondents were categorical that
the news content of female presidential candidatesinfluenced by their previous image in

the media while the remaining 12.5% of them indidattherwise. Further, 62.5% of the
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respondents indicated that their TV stations pretereporting news for male presidential
candidates as opposed to that on female candidates.

On the other hand the communication secretariatfemale presidential candidate
differed on opinion in regard to the media’s fagaevhen presenting female presidential
candidates. The secretariat indicated that mangtaifon preferred male presidential
candidates and not the female presidential careBddhis was even evident in the more time
allocated to the male candidates and not the feoaaldidates. Given chance the secretariat
indicated that it could change the way the medis&rgged female presidential candidates in
Kenya. The communication secretariat was cateddheait did not apply any external
influence to influence the way the female presidéicandidates were portrayed by the
media.

The research findings revealed that majority (68¥%§gmale presidential candidates
news was aired as a third item in the news. 80thehews items on female presidential
were classified as other news items whereas 20%eai were classified as news items. The
findings further revealed that 48% of the femalkesptential candidates were allocated less
than 60 seconds of news airtime, 35% of them betwéel20 seconds, 10% between 121-
180 seconds and the remaining 7% were allocated than 180 seconds. This therefore
implies that the media did not allocate much newtsree to female presidential candidates.

81% of the female presidential candidate’s mediger@ge was covered as news
stories and the remaining 19% as features. Thisrege focused on other things surrounding
them while 19% focused on the individuality of tendidate. It was further established that
38% of the news reporters viewed female presidecdiadidates as weak vessels who should
be at home and stop competing with their men cgllea. This in turn affected the rate of

objectivity of the presentations of news items imirg the female presidential aspirant.
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Further, 45% of the female presidential candidateeslia coverage was done by
female presidential candidates whereas 55% was lipnele presidential coverage. The
research findings revealed that 58% of the femadsigential candidate’s media coverage
was objective in the sense that the reporters regpdhe facts on the ground without adding
their own opinions to the news content. On the otfamd 42% of the media coverage on
female presidential candidates was subjective.rii@@r themes focused on by female
presidential candidates ranged from economic empuoes, political justice, corruption

fighting, marginal groups’ representation, eduaatizealth and security.

53  Conclusion

From the study findings it can be concluded thate¢hs a conflicting set of
information on how the televisions portray the féanaresidential candidate in Kenya. The
results from the news clips that were viewed werghiarp contrast with what the news
casters and the news editors said. The clips shavizak in the presentation of the female
presidential candidates while the media persomuitated that there was no bias.

Regardless, stereotyping of female presidentiadlickates comes out as a strong
factor in the televisions. The levels of subjed¢yialmost equal that of objectivity among the
media personnel. Television clips indicated thaspntations were made with regard to

previous portrayal of the female presidential cdatBs.

54  Recommendations
There are apparent conflicting opinions on therpgdl of female presidential
candidates in television stations. Media housesldhievelop non biased policies of
coverage so that the female presidential candigaigenot in a position that will make them

think that they are ostracized by the media. Thdianghould also encourage neutrality of the
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news casters when presenting the news. Journsilistdd also be encouraged to be objective
when collecting political news. Additionally, theramunication secretariat of female
presidential candidates should engage the medigliogue to see ways in which they can
better the portrayal of their candidates. Fematsidential candidates should also at least
bear in mind that ‘action and reaction are equdl@vposite forces’ and therefore the good
they do will be interred with their character whitee evil will come back to haunt them. In
this regard, they should do all they can to stagyafkom public images that will encourage

stereotyping and negative connotations of theiviiets in the media.

55  Suggestionsfor Future Research
The study was based on the KTN and Citizen TV oAlfuture research might
consider researching all the television statiornisenya.
A research might also consider figuring out whyréhis a discrepancy between what
media personnel say about gender bias and whatifiseviewed indicate.
It would be interesting to execute a qualitativeeaach in order to answer how each
of the factors studied would influence the portiafdemale presidential candidates in

Kenya.
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APPENDIX

QUESTIONNAIRE ON PORTRAYAL OF WOMEN PRESIDENTIAL CANDIDATES

Questionnaire administered by Beryl Awuor

. What determined the content that went on air?

Time
Theme
Gender of subject

Other (specify)

. Was there a bias against female presidential catelid the news items?

Yes
No

. Did female presidential campaign teams purchasepamn airtime for their

candidates?
Yes
No

. Did women presidential candidates form good souofeews?

Yes
No

. Was the news content of the female presidentiatlidates influenced by previous

images of the candidate in the media?
Yes
No

. Did your station have any gender preferences whesepting the presidential

campaign news?
Yes
No

. If yes above, clarify

. Did your station enjoy presenting news on femaésigiential candidates?
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QUESTIONNAIRE ON PORTRAYAL OF WOMEN PRESIDENTIAL CANDIDATES
Questionnaire administered by Beryl Awuor
To female presidential communication secr etariat

1. Do you think the media was fair in representingryaesidential candidate?
Yes

No

2. Kindly clarify your response above

3. Are there specific gender prejudices that you mdtién the media during the
elections?
Yes

No

4. Kindly clarify your responses above

5. If you had the option to could you alter the way tmedia portrayed female
presidential candidates in Kenya?
Yes

No

6. Kindly clarify

7. Do you feel that the media was unfair to your cdath, because she was a woman, in
her previous run for office?
Yes

No

8. Kindly clarify

9. Did you apply any external influences on the wayrycandidate was portrayed in the
media?
Yes

No

10.Kindly clarify
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