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ABSTRACT

Little is known in terms of the effect of the inased use of social media tools on
the election outcome. This study therefore soughind out the effect of these social
media tools on the Presidential election resulte Main objective of the study was to
establish the impact of social media on presideetections. The specific objectives of
the study were to; establish the extent to whi@h dlectorate relies on social media in
making their election decisions; find out the bé&sedf social media as a tool of political
campaign; find out the impact of social media oasptential elections and finally to
establish how social media can be used effectivelyture to yield positive results.

The location of this study was Starehe Constitueincilairobi County, which
was chosen because it has higher internet andl soedia accessibility. The target
population was all the 138,630 registered voterthéconstituency. The researcher used
mixed method approach (both quantitative and catalé methods) to collect data. A
total of 190 questionnaires were distributed topoeslents; 150 electorate of Starehe
Constituency, 20 politicians and 20 communicatigpegts) and 164 questionnaires were
returned representing 86.3% response rate. Thercdsx also interviewed 10 key
informants (five political scientists and five IEB@ficials) to collect qualitative data.
Quantitative data was analysed using the StatisRezkage for the Social Sciences
(SPSS) version 17 while the qualitative data wasalysed by obtaining detailed
information, then trying to establish patterns,ntt® and relationships from the
information gathered. Finally, the data was presgnising tables, bar graphs, pie charts
and narratives.

According to the findings of the study, to someeextthe electorate relied on
social media in making their election decisionse Btudy further established that for the
electorate the main reason or benefit for beinghensocial media was to get information
while for the politician it's the presence of adgaaudience to share information with.
The analysis of data also indicated that socialianetll continue being a reliable tool of
communication in future elections. It's thereforecommended that politicians and
political parties embrace the social media as & edgolitical campaign to reap its

benefits.
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OPERATIONALISATION OF CONCEPTS

Effect — It is the result, impact or outcome of something.

Social media It refers to online platforms that allow for paipation, information
sharing, communication and user create contentdanamunity of users (Henderson &
Bowley, 2010). Social media can be defined as vaseth services where users can create
a public profile, create a list of users they aparected to, and access their own and
other users’ list of contacts (Boyd & Ellison, 200Bradley, (2010) defines it as a set of
technologies and channels targeted at forming amabli|mg a potentially massive

community of participants to productively collabia

Social networking Boyd & Ellison, (2007) define social network sitas web-based
services that allow individuals to construct a paubdr semi-public profile within a
bounded system; articulate a list of other useth whom they share a connection; and

view and traverse their list of connections andgsé&émade by others within the system.

In explaining the difference between social medm a&ocial networking, Cohen,
2009;Hartshorn , 2010 in Edsomwan, et al (201 Bfate that social media is still a
media which primarily used to transmit or shareinfation with a broad audience, while
social networking is an act of engagement as pewojile common interests associate

together and build relationships through community.

Henderson and Bowley (2010; Grow 2012), defineaauiedia as online platforms that
allow for participation, information sharing, commcation and user create content in a
community of users. This study will adopt this défon because it fits Facebook and

Twitter (the social media tools) that will be udedthis research.

Political communications It is an interactive process concerning the traasion of

information among politicians, the news media dredgublic (Norris, 2004).

Political power: Bambra, et al (2003) is the process through whieh production,

distribution and use of scarce resources is deteunin all areas of social existence.
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CHAPTER ONE: INTRODUCTION

1.0 Introduction
This chapter outlines the basic contexts to thdysincluding; the background to

the study, statement of the problem, objectiveshef study, research questions, study
justification, significance of the study, scope arihitations of the study,

operationalisation of concepts and the conceptaaiéwork.

1.1 Background to the study
Today, political victories are determined by theawmpity and quality of

information that campaigners can access with regdad their political rivals and
constituents (McClurg and Holbrook, 2009; Wassw@l3). Social media has become
deeply embedded in politics, serving not only aginaely communication channel
between candidates and constituents but also asnarehensive news source for the
mass media and people interested in monitoringptbgress of polling throughout the
day, plus the counting and announcement of theoowgc(Asina, 2013). Political figures
have attached significance to the power of socidlimin reaching the masses during a
campaign. Social media has become & 2&ntury innovation for political party
contestants (Bugalo, 2011).

Researchers, politicians and the public are dt#inapting to understand the most
effective and useful practices in managing soci@dia sites (Hellweg, 2011).The
internet and an extraordinary social movement estbBlresident Barack Obama to come
to power and the youth were the engine of his wcidlarfoush, 2009; Hellweg, A.

2011). Most politicians are now replicating Bard&ekama’s use of social media and in



turn, consider Facebook and Twitter as essentrapesgn tactics (Hellweg, 2011). This
reliance on social media and use of an array of, mewwedibly speedy and cheap internet
tools — email, social networks, twitter and theelik to run a grassroots campaign that
contacted individual voters in personalised encegnon a near daily basis was the first
fully formed campaign whose success was partialiybated to social media use by
researchers and news outlets alike (Graber, 2010).

According to Bugalo (2011), the new media landschpe become a place of
discourse and a public sphere to share ideas, ,gaatomplishments, footage on
milestones and engaging users, adding a human toutdimpaigns. Political elites who
have already established themselves use interokhdtgies such as social media to
gather intelligence on the voters, organise voknsteraise funds and research on their
opposition (Howard, 2005). Facebook and Twitteep#i new outlet to mobilise groups
to action and unlike most media, the receiver catesit the sender enough to seek out
additional information (Shirky, 2008:184).

In the Kenya’s 2013, Presidential elections, sociatiia had a significant impact
on the campaign process; the platform providedeaplr means of campaigning for less
known presidential candidates (Wasswa, 2013). Tedianandscape has changed, and it
is therefore important to study in what mannerstig@ns make use of social media
(Petterson & Karlstrom, 2011). Today anyone who ®@&rcomputer owns a press. As a
result, the Web is turning journalism from merelyepresentative form of information
exchange to a town hall meeting, where all theviddials in the community represent

themselves (Kolodzy, 2006).



According to Wasswa (2013), internet technologresiacreasingly being used to
provide political information in the public sphesmce unlike the traditional media, they
possess interactive tools for both production asmtsamption of political content. Social
media simplifies word of mouth and facilitates ablbration, a concept key to generating
and maintaining interest in a campaign (McConr&l07). The introduction of social
media in politics opens new venues for discussiuh @rofiling, and these new venues
serve as a more direct channel to voters (Pette&saristrom, 2011). In combination,
the new venues bring a much broader spectrum dafigablviews to the fore and offer
many new opportunities for interested citizensddipipate in politics (Bucy & Gregson,
2002; Dahlberg, 2001).

But even as these social networking sites are asangly being used in political
campaigns, it's not fully established if they caredtly affect election results according
to Conners 2005; Wasswa 2013. While there is naatpe of examples of ways in which
social media played a facilitating role in the 2008 election, there is little evidence that
any of these social media venues actually droveudson, participation or outcomes

(Metzgar & Marrugi, 2009).

1.2 Statement of the Problem
There is no doubt that communication technology tred media have had an

impact on democracy. The introduction of new tedbgy has provided us with new
channels of communication (Marvin, 2013). The idtrction of social media in politics
opens new venues for discussion and profiling, #tiede new venues serve as a more
direct channel to voters (Petterson & Karlstrom P0&nd in combination, the new

venues bring a much broader spectrum of politicaws to the fore and offer many new
3



opportunities for interested citizens to particgpat politics (Bucy & Gregson, 2002;
Dahlberg, 2001).

In light of Presidential campaigns, social medigaking shape in Africa with
political candidates and campaign strategists eomgasocial networking sites such as
Facebook and Twitter to engage their supportersséWa, 2013). There is anecdotal
evidence that social media is effective in mohilisvoters (Christopoulos, 2013). Social
media has provided a platform to question leadech $hat the electorate is no longer a
passive audience waiting to vote (Bugalo, 2011k Uike of social media in Presidential
and other political campaigns continues to increggigain popularity. However, little is
known as to whether this increased use of socidiarteas effect on the election outcome
(Metzgar & Marrugi, 2009).

This study therefore sought to establish the eftéctocial media tools on the
election outcomes of the candidates who use thesialsmedia as tools of political
campaign. Thus the main research question was “Vghhe effect of social media tools

on the election results amongst different candgfite

1.3 Objectives of the Study

In order to achieve the purpose of this studyfolewing objectives were met:

1.3.1 General objective

The main objective was to establish the impacbofad media on election outcome.

1.3.2 Specific objectives

The specific objectives of the study were;
4



(i) To establish the extent to which the electoratg o#l social media in making their
election decisions.

(i) To find out the benefits of social media as a tdgdolitical campaign.

(i) To establish the impact of social media ongudential elections.

(iv) To establish how social media can be used effdgtiwve future to yield positive

election results.

1.4 Research Questions

This study revolved around the following specisearch questions:

(i) To what extent does the electorate rely on socadianin making their decisions?
(i) What are the benefits of social media as a togpltifical campaign?

(ilWhat is the impact of social media on presitl@irelections?

(iv)How can the social media be used effectively inureitto yield positive election

results?

1.5 Study justification

Social media has become a popular tool for politteanpaigns. Since this is a
platform that offers the politicians and the eleate the opportunity to be in touch
constantly at relatively low costs, it is importdat the users to understand its use and
benefits. For those driving the political campaighss even more important to come up
with a social media communication strategy. Thalifigs of this study are therefore

vital, as the generated information is useful te $icholars, political parties, politicians



and campaign managers. The findings and recommendatf the study are also useful

for the policy makers and relevant authoritieshie &rea of social media sites.

1.6 Significance of the Study

It is hoped that the findings of this study hasvied important information
useful in promoting effective use of social mediatargeted political campaigns. The
following are the beneficiaries of this study; piclans, political strategists, the
electorate, election managers, communication stadand tutors. The politicians will
benefit as the findings will equip them with infaatron necessary for building
relationships for their future campaigns. The infation is useful for the political
strategists as they will be able to incorporat@eas media communication strategy in
their political campaigns.

The electorate will benefit as the information gaéd will strengthen their levels
of interaction and political participation processd-or the election managers, the
information will also be useful as it will shapeeththinking in terms of use of optimal
resources for successful elections. Communicatiodesits and tutors will benefit from
this information as it will satisfy their thirst fknowledge in the area of social media.
Finally, the study will also help policy makersdome up with firm policies to govern

social media campaigns.

1.7 Scope and Limitations of the study
The study scope was on the effect of social medialection outcome in Kenya.
The study was limited to 2013 Presidential eledjmpecifically Starehe Constituency
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within Nairobi County. Starehe Constituency wasalder this study because it has high
internet accessibility and social media and ouhef17 Constituencies in Nairobi, it had
the highest number of registered voters with 138,68cording to the Independent
Electoral and Boundaries Commission (IEBC) data Thnstituency has a population of
166,041. IEBC had targeted to register an estimatgdilation of 77,408. It is clear from

the available IEBC data, that even nationwide, @omstituency registered the highest
percentage enroliment at 179.1%. This study alssidered only Facebook and Twitter,

which are the most popular social networking sielsenya.



Figure 1.1 Conceptual framework

1.8 Conceptual framework
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Independent variables

An independent variable is a variable that a researmanipulates in order to
determine its effect or influence on another vdeafMugenda, 2008). Independent
variables are also called predictor variables beedhey predict the amount of variation

that occurs in another variable (Mugenda and Muge@03).



In the above figure, the independent variablesbaised on the impact of social
media on presidential elections outcome as a re$ulie interactions of the voter with
the messages from; politicians; the political jeartvia the mainstream media and the
opinion leaders. The variables politicians, paddtigarties, mainstream media and

opinion leaders are all independent variables.

Dependent variables

A dependent variable is a variable that is inflesh®r changed by another
variable (Mugenda, 2008).

Sometimes it is also called the criterion varialbleputcome variable. It attempts
to indicate the total influence arising from thedeefs of the independent variable
(Mugenda and Mugenda, 2003). A dependent varididesfore varies as a function of
the independent variable. In the above figure fdesdial election outcome is the

dependent variable.

Intervening variables

An intervening variable may be considered as a spegial case of an extraneous
variable. The distinction between the two is prdpab theoretical issue rather than a

practical one (Mugenda, 2008).

Extraneous variables are those variables that taffex outcome of a research
study either because the researcher is not awatewnfexistence or if the researcher is
aware, he or she does not have control over tiviimgénda and Mugenda 2003). In the

above figure the intervening variables are; etliyiananagement/mismanagement of
9



electoral process and finance/election budget.nr¥ervening variable comes between the

independent and dependent variables.

1.9 Summary and conclusion

This chapter has offered the introduction and bemkgd to the present study.
This has been achieved through outlining a cleatestent of the problem, the study
justification, significance and purpose of the studastly, a brief definition of the key

terms in the study has been presented. The negterheovers the literature review.

10



CHAPTER TWO: LITERATURE REVIEW

2.0 Introduction

In line with the research objectives, relevantréitare was reviewed to cover
factors that determine the choice of a Presidentabidate, the electorate’s reliance on
social media as a tool of political campaign, bésefnd challenges of social media as a

tool of political campaign and the best way of gssocial media.

2.1 Political communication

Political communications is an interactive processcerning the transmission of
information among politicians, the news media aralgublic (Norris, 2004). There’s no
doubt that the mass media and to a great exteral $nedia is powerful as it has become
part of us. The media may not be successful mudheotime in telling people what to
think, but is stunningly successful in telling tsaders what to think about (Cohen,
1963:13). Those who want to curb the power of tles$ point out that it is no longer the
“fragile” thing it was at its inception (Okigbo, 29).

In democratic systems the media function both assmitters of political
communication which originates outside the medganrsations itself, and as senders of
political messages constructed by journalists. fidie of the media in both respects is
crucial (McNair, 2003). Okolo, E.D ; Okigbo, 199%tes that since politics is a game of
competing ideas and interests in which the people to make a choice, media reports
must be fair enough to represent all sides, andiggoenough education by emphasising
substantive issues of social and economic developnMedia are valuable agents in

society. They are fundamental in shaping publinigp. Taking an ombudsman role
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between political powers and people, they are enbitof political games (Duplat
2003:19). The importance of the media is well ilated via Blumler in McNair (2003),
who states that at a time when the public’s comitgein many social and political
institutions has steeply declined voters becomeend@pendent on media resources for
impressions of what is at stake.

Political figures have attached significance to timwver of social media in
reaching the masses during a campaign. Social mieaka become a Z1lcentury
innovation for political party contestants (Bugak11). McConnell, 2007; Hellweg,
2011, asserts that social media simplifies woranofuith and facilitates collaboration, a
concept key to generating and maintaining interest campaign. Despite the challenges
of social media, political campaigners can now rexte directly with the electorate.
Candidates are using social media to share infeomaind politics is almost taking over
the cyberspace whereas campaign messages ardrdpteattorial boundaries (Bugalo,
2011). Twitter and Facebook have also created dieace that is aware of not only the
elements in the message but of processing thosegts (Hellweg, 2011).

Past studies on electoral campaigns have notedathaindidate’s impression
management, political style and self-presentatiom @elevant to electoral political
campaigns and that authenticity has long been agworant dimension in politics

(Berman, 1970; Mayhew, 1974; Pels, 2003; Corned32th Grow (2012).

2.2 History of social media
Social media is not a new concept — it has beetviegpsince the dawn of human
interaction (Edsomwan, et al 2011). Carton, 2008sdinwan et al (2011) note that
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throughout history we have developed technologlest tmake it easier for us to
communicate with each other; social networks hawdved over the years to the modern
day variety which uses digital media. Myspace arnokédIn were created in 2003,
Facebook in 2004, YouTube in 2005 and Twitter i0&0Gelber, 2011).

Since their introduction Social Network Sites (SNSsuch as MySpace,
Facebook, Cyworld, and Bebo have attracted milliohsisers, many of whom have
integrated these sites into their daily practiddse first recognisable social network site
launched in 1997 SixDegrees.com allowed usersgaterprofiles, list their friends (Boyd
& Ellison, 2007).

MySpace launched in Santa Monica, California beguB003 to compete with
sites like Friendster, Xanga and Asian Avenue whdeebook began in early 2004 as a
Harvard — only SNS which expanded beginning Sepgen005 to include high school
students, professionals and eventually everyong/dB® Ellison, 2007). Twitter was
developed as a micro-blogging tool where all thretust updates as well the opinions
written can be searched and extracted using thietwsearch API (Twitter, 2011).
Facebook which is the most popular allows campagyteesend out mass messages, post

pictures and videos and interact with the publidib®, 2012).

2.3 Social media as a tool of political campaign

McQuail (2005:525) in Nyabuga (2013) argues pditiparties always seek to
continuously engage in a “process of news manageamehcompetition to define events
and issues. All significant actors employ profesalonews managers (spin doctors) to
ensure access on favourable terms in normal daysrand put the best gloss possible on
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a news story.” Political elites, scholars and ptsiwdhave suggested increased
personalisation of politics. Politicians particljapolitical leaders, increasingly try to
bypass the traditional communication through paréed establish direct links with
citizens (Poguntke and Web, 2005; Karvonen, 20Edwick and Pilet, 2011).

Systems of political communication around the wdréve significantly evolved
over the last decade. The introduction of digitaddm has given political parties
worldwide new tools for logistics and new ways @&aching potential supporters
(Chadwick, 2006; Chadwick & Howard 2009; Davis 19%®ot & Schneider, 2006;
Howard, 2006; Xenos & Foot, 2005) in Gilmore & Hawg2013). Social media’s quick
development into an important way to influence stycis part of the advancement of

information and communication technologies (Toi2012).

2.3.1 Global use of social media as a tool of padial campaign

US President Barack Obama is one of the most wellkk politicians whose
successful campaign through the social media toaksp® the citizens directly,
demonstrates the power of this campaign tool (Gredyf2009). The internet and an
extra-ordinary social movement enabled Presiderdan@bto come to power and the
youth were the engine of his victory according tarfidush, 2009; Hellweg, 2011. He
emerged as the champion of new media by using Iseetevorking tools in innovative
ways to turn on and turn out young voters (Gell#]11). The campaign actually
demonstrated the power and reach of social mediehaw it can be used to change the
political landscape hence social media tools haenliouted as the leading platforms to
engage voters (Choy, et al 2012).
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One of the great success stories for the use adlsmedia are targeted political
campaigns and these social media supplement rdtdwersupplant traditional methods of
political campaigning (Christopoulos, 2013). In igia, during the I2general election
in 2008, social media was definitely an importargtiument in promoting democracy. It
opened up the space for the Malaysian citizenliberate political issues and gave the
opportunities for the opposition to utilise in udincing the election result (Sani and
Zengeni, 2010). Shirky, 2011; Safranek, 2013eoles that the most promising way to
think about social media is as long term tools ttat strengthen civil society and the
public sphere and social media can compensatehéodisadvantages of undisciplined
groups by reducing the costs of coordination.

The fact that social media offers solutions tortbeds of a thirsty for information
audience, is evidence and can also be demonstogt&ingaporeans during their May
2011 general elections. As they tuned their telemsto watch the live coverage of the
general election results, they were frustratedhaslacal television coverage failed to
offer the viewers any insight as to how the vote weogressing. In contrast thousands of
Singaporeans following Twitter hash tag #sgeledtiarere receiving up to the second
voting information, much of it fairly accurate.

Since the 2011 general election, Singapore’s ruiady has decisively lost two
by-elections and had to face the ignominy of nekgyng the presidential election (65 %
of Singaporeans voted against the PAP’s candidisiell these campaigns, social media
played a significant role not only providing a jdamn for candidates and parties, but also
in counterbalancing advantages the ruling partgyenin the mainstream media (Black et
al 2013). Elsewhere in Moldova, social media wasduss a tool of political revolution in
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2009, as activists used Facebook, Livejournal andtd@r to organise protests (Safranek,

2012).

2.3.2 Use of social media for political campaign iAfrica

The use of social media in politics has continuedrow in many parts of Africa
in recent time. The year 2011 alone witnessed asinv@sise of mobile phones sms,
Facebook and Twitter among others in the nationdl lacal elections in Nigeria and
South Africa respectively (Adibe, Odoemalam & Claime, 2012). In other African
countries like Egypt, social media has also beesd usy activists for organising and
generating awareness of political mobilisationha tiprisings that took place in January
and February 2011 (Storck, 2011). Adibe et al (2G&r that social media was also
used in South Sudan during the independence refeneas well as in the Arab uprising
in Tunisia, Egypt and Lybia.

Intensive use of digital media and mobile phones wi@e of the special features
of the Ghanaian presidential elections of Decen#®88, which witnessed an election
campaign revolving around two major political rizdlir. John Atta Mills and Nana

Akufo — Ado (Riaz, 2010).

2.3.3 Use of social media for political campaign ikast Africa

In East Africa like the rest of the world, thergjsowing use of social media.
Spider (2012), for example asserts that during dgan February — March 2011
elections, ICT tools including mobile phones, sbmadia, crowd sourcing platforms, as
well as radio and television were used broadly, dampaigning, tallying results,
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monitoring the actions of political groups and tiectoral body, for civic education and
for activism. During the 2010 elections in Tanzan@esidential candidates and
parliamentary candidates also used new media tmolsommunicate with potential

voters. They used social media tools such as blmgse videos, Facebook and Twitter

alongside campaign rallies to create deeper engaglemth voters (Tungaraza, 2010).

2.3.4 Use of social media for political campaign iKenya

The rate of internet use in Kenya is growing vapidly. In a report presented at
an ICT conference in Addis Ababa, Ethiopia, Kenyaisst popular websites have
changed significantly over the past few years. &oaetworking sites have been
receiving more traffic than the more traditional bsges (Keimbaro, 2008; Thotho,
2010). During the 2013 presidential elections, naedia played different roles for
different parties. Some parties emphasised on #néicfpatory aspects of the new
technologies in communicating with voters and nmanmig of public opinion, while
others focused on the possibility of top-down infation dissemination. New media was
identified as a means of people to communicate thoughts as well as communicate
with the political candidates (Odinga 2013).

According to Oser, J. (2013) in Obare (2013), thera growing trend in Kenya
for Social Network Sites (SNS) to shape moderntigslithan ever before (Ndavula and
Mberia, 2012). The emergence of social media in yldemas increased political
participation especially among the youth who praslg did not participate in politics.

In Kenya, new media is not only seen as an extarmicubstitute of mainstream
media and non-media activities; they also merge amdgle with. New media is
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increasingly seen especially during election perasdbeing an integral part in news
gathering and dissemination (Odinga, 2013). Thestrwitnessed in Kenya created by
fighting between political parties’ workers duritige elections in December, 2007, was

also as a result of new media technology (Riazp201

2.4 Factors that determine choice of a presidentialandidate

Alvarez and Nagler (1997), posit that scholarly gmmpular discussions of
presidential election outcomes have focused onetluausal factors: the state of the
economy, the positions of voters and candidateghenissues, and on the ability of
candidates to conduct effective campaigns for effBut at the same time these scholars
observe that many in academic and popular circéas Ipointed to a number of non-
economic factors as potentially important featuwegpresidential politics. For example,
in the recent years social issues may have risemportance as factors in presidential
politics, most especially the issues of abortiod aater anger with Washington and the
Federal Government.

In Kenya'’s political environment, leaders aspire fmlitical office because of
self-interest- both material and psychological — saif-sacrifice although in most
instances it is hardly the latter. In most instanceelf-interested leaders realise their
service to others will eventually benefit their omterests particularly when they have at
their disposal public resources from which thegofillegally tap (Nyabuga, 2013).

Ethnic identity in many African countries influerscgolitical and social behaviour.
Ethnic identity influences who one trusts, doesiess with, gets married to and whom
to vote for (Romero, 2010).
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From independence in 1963, Kenyan politics was dated by the influence of
ethnicity (Markussen & Mbuvi, 2011) and according\yabuga (2013), Kenya'’s politics
is almost synonymous with ethnicity, and consedyetite inability of the country’s
leadership to steer clear of ethnicity is seenas @f selfish attempts to play an ethnic
game to maintain the status quo. At the same tikeaya is so ethnically fragmented
that inter-ethnic coalition building is always acessary component of a strategy to
secure a stable power base (Markussen & Mbuvi, RQdlethnically diverse countries
like Kenya, political parties have used ethnic titgrto mobilise voters and to establish
political alliances, leading in some cases to vibkthnic conflicts (Romero, 2010).

There are a number of shortcomings that have cteised Kenya’'s electoral
system since independence. First is the lack otyeqtivoice in the legislature and local
authorities. This has meant minorities either hadyvweak representation in the
representative bodies or none at all. Such mingnbups include women, the disabled,
racial groups such as Asians, Arabs, and Europaadsethnic minorities such as the
Sengwer, the Nubian, the Ogiek, the El Molo, thé&vw&ai and the Ilichamus (Oloo,
2007). This in itself has a negative impact on efextorate. Burgess, et al (2010) aver
that both patronage and voter buying effects leadethno-favouritism, where the
dominant ethnic group in the government redistebut state resources (public
investments, civil servant positions) towards ignomembers. If coalitions have to be
formed to win, swing voters will be included inghedistribution process.

However, Bratton & Kimenyi (2008) contend that pkeopn Kenya vote
defensively in ethnic blocs, but not exclusivelying the December, 2007 elections
where the voters also took particular policy issue® account, including living
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standards, corruption and majimbo (federalism). Ban(2010), notes that in 2002, the
view that Kenya’s elections was becoming merely edimnic consensus changed as
President Mwai Kibaki got the support from a braadlition of several ethnic groups
which got together to end the failing economic gieb of the KANU party. Similarly,
Bratton & Kimenyi (2008), observe that whereas Kars/will vote according to ethnic
origins, they will also care about policy interestsh as personal economic well-being,
and the government’s record.

The 2013 Presidential elections was won by theldamoalition (comprising of
President Uhuru Kenyatta’s The National AllianceNfl) Party and Deputy President
William Ruto’s United Republic Party (URP) and theictory had been predicted by
political scientist Mutahi Ngunyi ahead of the e@lexas, owing to their large ethnic bloc
christened as “tyranny of numbers “(Kikuyus and dfgihs respectively).In the 2013
elections, President Uhuru Kenyatta, won by hagungport of two most populous ethnic

communities even without garnering the majoritymup of the rest (Amukoa, 2013).

2.5 Benefits of social media as a tool of communiaan

Since 2008, social media has become an integralopaiections in the US and
continues to gain importance in electoral campaigmmaind the world as social media
offers electoral candidates a new medium for comaoatimg with their constituents
(Grow, 2012). Gunter (2009) in Sani & Zengeni (20Xibtes as a public sphere
phenomenon, blogging alongside other online aasjthas created a fresh channel of
communication through which people can obtain nang political information. Wells
(2010) in Grow (2012) also highlights the importanof digital media which
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encompasses social media. Digital media is ondn@funprecedented opportunities for
new forms of engagement and action.

Asuni and Farris (2012), assénat social media can be exploited for good or bad.
Social media played a constructive role duringpbst-election violence as demonstrated
through the dispatch of crisis management persomhelsaved lives and it was also used
to clarify rumours. Social media tools also revanised the efficiency of election
observing by increasing coverage and reporting evhiinimizing costs. Furthermore,
with the combination of text, audio, and video, iabenedia allows political parties to
provide more information to their constituents at® (Ward, 2011) in Grow (2012).

Social media is a powerful tool that grants the own man unprecedented direct
access to those in power, eliminating the neednfmidle men in the form of elected
representatives. It may be possible for a governnen‘persuade” all Members of
Parliament to shut up about something, but notntiiions on Twitter and Facebook

(Sifuna, 2014).

2.6 Challenges of Social Media as a tool of commuaition

The use of social media as a tool of communicatias its own challenges. New
media can also be used by those with ulterior restifOdinga, 2013). In Kenya for
example, the channel has been used by irresponstibé®ns to churn out messages that
inflame negative ethnicity hence violence. Accogdio Sifuna (2014), tribalism is one of
the of Kenya’s favourite subjects on social medaduse the problem has become so

entrenched that it has become almost acceptabézeha correlation to the increase use
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of social media and the use of extremely dangespegch statements during the weeks
leading up and following the elections (Odinga, 201

Furthermore, in Kenya the issues of network quadityd reliability remain
important and unresolved even in Nairobi and a#obility also remains an issue in a
country where a high proportion of the populatiore$ at or below the poverty line

(Souter and Makau, 2012).

2.7 Relevance of literature review

The literature review above was relevant becaug®iitted out some gaps that
this study aimed at finding. For example as dematedd it's very evident that social
media is now incorporated into most political cargpa both within and outside the
country even though past studies have little teroff terms of the effect of these social
media tools on election outcome. There is littledemce that any of these social media
venues actually drove discussion, participatioowdicomes (Metzgar & Marrugi, 2009).

As pointed out, the literature review also revedleat these social media tools
should be looked at in terms of a long term strateg Shirky (2011) in Safranek, (2013)
observes that the most promising way to think alsmeial media is as long term tools
that can strengthen civil society and the publicesp and social media can compensate
for the disadvantages of undisciplined groups juceng the costs of coordination.
There’s no doubt that the new media are transfagrthie industry globally hence players
have no choice but to focus on this platform. Hogvebeing a new area it is important to
note that it comes with challenges and these reqpiayers to come up with fast
solutions.
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2.8 Theoretical framework

Since this study had so many dimensions that coolde explained by only one
theory, eclectic theoretical framework was appliealwith Habermas Public Sphere
theory being the main theory for the study. The twiber theories which were also
relevant for this study were; Castells Network 8tciTheory and Wolfsfeld’'s Political

Contest Model. The theories are explained below.

2.8.1 Habermas’ Public Sphere Theory

According to this theory, there emerged a spherthenl8d’ century between the
state/economy and the private sphere. This sphasearspace where individuals were
free from the state/economy and discussed issuehared importance. People could
meet in coffee houses, town halls and various plécealiscuss politics and trade news.
According to Habermas this sphere is a space wilverean communicate without any
domination, coercive communication within the sogcie

Dahlgren; Christians, et al 2009, has identifieee fdistinct ways the internet
intervenes in the conduct of politics or affects eburse. He describes these “different
sectors of Net-based Public Spheres” as followssidas of e-government, usually with
a top-down character, where government represeesainteract with citizens and where
information about government administration andvises is made available; The
advocacy/activist domain where discussion is frarhgdorganisations with generally
shared perspectives, values and goals — and géardédrms of political intervention;
The vast array of diverse civic forums where viears exchanged among citizens and
deliberations can take place; The prepolitical arapolitical domain, which airs social
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and cultural topics having to do with common ing¢seand/or collective identities and;
The journalism domain which includes everythingnfronajor news organisations that
have gone online to Net-based news organisatianglly without much or any original

reporting) such as Yahoo! News, alternative newgsuaisations.

This classification according to Christians et 20q9), reminds us that effects
from the new media can flow in quite different atres, each with somewhat different
consequences for, and various interactions withitabéshed forms of political
communication. Based on Dahlgren’s list there are rhany substantial differences of
form, content and purpose and that media rolesatalpe simply transferred from the
traditional press to new branches of media. Thesralentified are still generally relevant
to the enlarged journalism domain, but there ase aew roles emerging especially those
relating to active participation, empowerment aradagjue.

According to this theory, in the era of democraevolutions, a public sphere
emerged in which for the first time in history, ovary citizens could participate in
political discussion and debate, organise and gleuggainst unjust authority, while
militating for social change. This theory was relewfor the study because social media
tools offer a platform that creates a public sphine the political leaders and the

electorate to engage each other thus increasitigipation.

2.8.2 Castells Network Society Theory

In this theory Manuel Castells has conceptualisedhe network society the
social structure resulting from the interactionwestn the new technological paradigm
and social organisation at large. Often the emgrgiociety has been characterised as
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information society or knowledge society. Accorditgg Castells (2007), the struggle
between power and the counter power takes platieeimedia, constituting a space for
the power struggle, a struggle that can be likewedar. Social change results from the
interaction between cultural change and politi¢edrgge.

According to Castells, what is new is the microstienics based, networking
technologies that provide new capabilities to ahfotm of social organisation networks.
Furthermore, because the network society is basededworks, and communication
networks transcend boundaries, the network sodgetglobal; it is based on global
networks.

The issue is to recognise the contours of our nistordcal terrain, meaning the
world we live in. Only then it will be possible tdentify the means by which specific
societies in specific contexts can pursue theilggaad realise their values by using the
new opportunities generated by the most extraordintachnological revolution in
humankind, the one transforming our capacities aihmunication and enabling to
modify the codes of life, that is the one givingthe tools to actually master our own
condition, with all the potentially destructive aneative implications of this capacity.
What we know is that this technological paradigrs kaperior performing capacity vis-
a-vis previous technological systems. But to knoswho use it to the best of its
potential, and in accordance with the projects @acisions of each society, we need to
know the dynamics, constraints and possibilitieshaef new social structure associated

with it: the network society.
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This theory was relevant to this study becauseatauedia is an innovation of the
21 century thus it needs to be understood bettenable us pursue our goals and realise

our values.

2.8.3 Wolfsfeld’s Political Contest Model

In his 1997 work, the Media and Political Conflig¥olfsfeld develops a political
contest model of the media (Robinson, 2001). Waiiss goal is to identify the
conditions under which news media coverage comegpldg an active role in the
formulation of policy. In doing so, his goal is ashieve a more nuanced understanding
of the relationship between the news media and rgavent. Wolfsfeld's focus of
concern is the relationship between news mediajpgrdn society that seek to challenge
authorities and political change. His central clasmthat while news media normally
function to reflect and even mobilise support fandnant views in society, there are
times when they serve the interests of marginaligedps. He also employs the concept
of framing in order to highlight how media coveraggn effectively take the side of
challenges by promoting their particular percepbbthe political issue at stake.

The study was rooted in Wolfsfeld’'s (1997) politiceontest model, which
according to Segev & Sheafer (2013), to date h#&g loeen applied to the role of the
traditional news media in conflicts, but thereeason to believe it can also prove useful

for understanding the role of the new media.
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2.9 Chapter Summary
The literature reviewed in this chapter revealeat thrther research on effect of

social media on election outcome is necessary dmst created a fresh channel of

communication through which people can obtain namd political information.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.0 Introduction

This chapter presents the methodology used irstbdy. It describes the research
procedures which include; research design, theystuel, study population, methods of
data collection and administration, validity andiataility of instruments, piloting of

instruments, summary and conclusion.

3.1 Research Design

The study utilised a mixed method approach (a coatlmn of both quantitative
and qualitative methods). To collect quantitativatagd the researcher made use of
guestionnaires while in-depth interviews were ugecdbllect qualitative data. The design
was appropriate as it involved collecting datarden to answer questions concerning the
subject of the study.

Kothari (1990), notes that in preparation of reskatesign, a researcher has to
state the conceptual structure within which theeaesh would be conducted. The
preparation of such a design facilitates reseanchet as efficient as possible yielding
maximal information. The function of research dasig to provide for collection of

relevant evidence with minimal expenditure of efftme and money (Kothari 1990:14).

3.2 Study area

The study was carried out in Starehe Constituemtythe country’s largest
County in population size; Nairobi County. The Qinency was ideal for the study

because a large proportion of the residents hasesado internet facilities and the social
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media tools. This constituency was also selectedulse to the best of the researcher’s
knowledge no similar study had been carried oglhéarea. In addition, the constituency
was chosen because it was easily accessible tesharcher. Singleton (1993), notes that
the ideal setting for any study should be easibeasible to the researcher and should be
that which permits instant rapport with the infontga

The constituency has a population of 166,041 aegrto the 2009 Kenya
National Housing and Population Census. It had 838 registered voters against the
Independent Electoral and Boundaries CommissioBIE) target of 77,408 voters for
the constituency in the 2013 elections. This regmes an enrollment of 179.1%, the

highest percentage not only in Nairobi County louthie whole country.

3.3 Study population
The target population comprised the 138,630 regidtevoters in Starehe
Constituency, media/communication experts, |IEBQciafls, politicians and political

scientists.

3.4 Sampling

To collect data the researcher used sampling method
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3.4.1 Sample size
An important decision that has to be taken whilepgithg a sampling technique is

about the size of the sample. Appropriate size m@pen various factors relating to the
subject under investigation like the time aspelbg tost aspect, degree of accuracy
among others (Saleemi, 2012).

A sample is a small portion of a target populatiSBampling means selecting a
given number of subjects from a defined populatisirepresentative of that population.
Any statements made about the sample should alsubeof the population (Orodho,
2003). It is however agreed that the larger thepdarthe smaller the sampling error.
Since it was not possible to include the entireybaion in the study, a manageable
sample was selected. The following formula waslusecalculate the sample size from a
population of 138,630 to estimate the per centdefe within 2 per cent of the true

value with 95.5 per cent probability.

n=Z.p.q.N
& (N-1) +Z2.p.q

Where:
N= the population size, in this case 138,630
e = 0.2 (since the estimate should be within 2% value);
z = 2.005 (as per table of area under normal ctovahe given confidence level of

95.5%).
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p= (As we have not been given the p value bduegproportion, let us assume it to be
p = .02 on the basis of experience)
Using this formula, the researcher obtained a sasipe of 200 worked as follows:

n=Z.p.q.N
& (N-1) +Z2.p.q

= (2.005% (.02) (1-.02) (138,630)

(.02Y (138630-1) + (2.008).02) (1-.02)
=10,923.00289
55.53039249
=196.7031458
=197

The figure of 197 approximated to 200.

3.4.1.1 Sample size for quantitative data

The sample size for quantitative data comprisetO6f respondents; 150 voters of

Starehe constituency, 20 politicians and 20 medmrfounication experts.

3.4.1.2 Sample size for qualitative data

The sample size for qualitative data comprised @fkéy informants; five (5)

political scientists and five (5) IEBC officials.
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3.4.2 Sampling procedure

Purposive sampling was used to select key informmaamely; 20 politicians, 20
media/communication experts, five (5) politicalestists and five (5) IEBC officials.

According to Mugenda & Mugenda (2003) Purposive @arg is a sampling
technique that allows a researcher to use casehalae the required information with
respect to the objectives of his or her study.

Stratified random sampling was used to select atelgorise the 150 electorates
of Starehe Constituency into various Wards. Simpledom sampling would then be
used to select the voters. This proceeded byidiesitifying the voters in the constituency
through youth organisations, religious organisatjgrovincial administration and other
relevant Government offices. Simple random samplivag then used to sample out 150
voters from the constituency. This yielded to a gl@nsize of (150) plus the 50 (fifty)
other purposive sampled respondents totaling torgke of 200.

Random sampling is the key to obtaining a represimet sample. In random
sampling, every element of a given accessible @djoul has an equal chance of being

selected (Mugenda & Mugenda 2003).

3.5 Data Collection and Administration of Researchnstruments

The researcher administered the questionnairesghrase of research assistants
and conducted interviews. The questionnaires wehmirastered through research
assistants to the 150 voters in Starehe constiyuand later collected on a specific day

agreed upon by both parties. Other questionnairese wadministered to media/
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communication experts and politicians. The researchterviewed the IEBC officials

and the political scientists. The methods are expthbelow.

3.5.1 The Questionnaire

The main survey instrument developed for this stwdg a questionnaire, which
was divided into two parts. Part one containecestants aimed at obtaining background
information about the respondents on issues sugerder, age, academic qualifications
among others. This was necessary to enable tharcbse to describe participants in the
study. Part two consisted of statements intendeghtber information on the access and

use of social media as tools of political commutica

3.5.2 Interview Schedule

The interview schedule was constructed and empldgeeé@nsure that more
adequate and reliable data was collected. Whit@5P0otes that interviews are chosen
because the researcher is of the opinion it isnlost efficient way to collect data.
According to Tuckman, as cited by Cohen and Man(i©®81:243; White 2005), an
interview provides access to what is inside a pessioead, makes it possible to measure
what a person knows (knowledge or information), tx@erson likes or dislikes (values

and preferences) and what a person thinks (atstadd beliefs).
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3.6 Reliability and Validity of the Instruments

Bassey (1999:74-77) defines Reliability as “thesexto which, research findings
can be repeated, given the same circumstancesiabii®y is synonymous with
repeatability or stability. A measurement that ggetonsistent results over time is said to
be reliable (Wiersma, 1985). It is necessary thatresearch instruments are piloted as a
way of finalising them (Wiersma, 1985). This isabias it enables the reliability of the
instruments to be determined.

Prior to embarking on the actual data collectiohge tinstruments were
administered to 10 respondents within a time irgkof two weeks. Using the Statistical
Package for the Social Sciences (SPSS) versionthEr,data was analysed and a
reliability index computed. A coefficient index bktween -ve and +ve 0.5 and above
was considered reliable.

Bassey (1999) defines validity as “the extent taciwta research fact or finding is
what it is claimed to be (1999 p.75). Validity aatiog to Bord and Gall (1989) is the
degree to which a test measures what it purponsdasure. A valid instrument contains
content that is relevant to the study (McNeil, 1996 this case, content relevant to the
social media tools in Kenya. According to Gay (109alidity is established by expert
judgement. Therefore content validity was ensurgdcbnsulting experts in the area
against the study’s objectives.

To attain content-related validity, the researchesured that the content of the
instruments used was an adequate sample of theimaomhahe content they were

supposed to represent. The content of the instrtsmems based on the research
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objectives and the research questions of the st&#condly, the format of the

instruments was logically considered to ensurdtglaf direction for the respondent.

3.7 Data Analysis Procedures

Data was analysed qualitatively and quantitativelsing the triangulation
approach whereby information was obtained fromed#ht sources. Quantitative data
was elicited from the closed ended questions ingthestionnaire where frequencies and
percentages were computed. Data was presentetl@s taharts and graphs. Qualitative
data was obtained from the open ended sectiornseafjiestionnaire and the interviews.

Data was themed, coded and summarised and presertédides.

3.7.1 Analysis of Quantitative Data

The researcher made use of descriptive statistienialyse quantitative data. The
purpose of descriptive statistics is to summaraggllists of data so that an overall
impression of the distribution can be formed masilg (White, 2005:170). The central
and variability measures were used to describevdéihge distributions. All cases falling
into a particular interval were counted togethestead of singly. Frequency distribution

was therefore a valuable tool for organising thiada

3.7.2 Analysis of Qualitative Data

Analysis of data obtained through interviews arel dpen ended questions in the

guestionnaire was done through identifying commbantes from the respondents’
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description of their experiences with social mettials. The responses were used to
address the objectives of the study.

To analyse the information collected through intams, first the researcher
transcribed the entire interview from the recordedio. The most useful data to obtain
would be full transcriptions of interviews (Whit2Q05). This provided a complete record
of the discussion and facilitated analysis of tla¢ad The next step was to analyse the
content of the discussion, the aim being to loaktfends and patterns that reappeared
among various respondents. The researcher theredofd¢ themes and coded them
appropriately — identifying passages of text anplyapg labels to them to indicate they
are examples of some thematic idea. The codingepsobelped the researcher identify
and retrieve ideas that belonged to similar thesreiea (Gibbs, 2002). After coding the
data and writing it in descriptive summaries of tparticipants had said, the researcher
interpreted the data in terms of themes/ conceleiad/ interactions/ processes and
categories into an analytic understanding that ddwegin to explain what was said
during the interview (Seidel & Kelle, 1995). Sinitee qualitative data tends to be large,

the researcher organised the data to avoid beiegunelmed by the lengthy interviews.

3.8 Ethical Considerations

In terms of ethical considerations, the study esdtinat the participants’ rights to
privacy, protection from physical and psychologibarm were maintained. This was
achieved by providing the respondents with cleal sufficient background information
about the study to make their own decision to pigdie or not to participate in the
research. Confidentiality of the information prosttiwas assured.
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3.9 Chapter Summary
This chapter provides a discussion of researclgdesiature and source of data,

unit of analysis, study population and sample desiiata collection and analysis. Each
data collection technique has its own advantagdsiaadvantages and therefore a multi-

approach for both the research design and datectiolh.
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CHAPTER FOUR: DATA ANALYSIS AND DISCUSSION OF FINDI NGS

4.0 Introduction

This chapter presents data analysis and discuseiotie result findings. In this
chapter the researcher undertook to measure angsandata using various statistical
tools for different constructs and variables in #tedy. The results of the study was
summarised and discussed in this chapter. Data fjaestionnaires was organised,
coded, analysed and converted into quantitativensamy reports for analysis using the
Statistical Package for Social Sciences (SPSS) iaferd7. The analysis took
triangulation approach and was divided thematicalteording to the four research
guestions namely; extent to which the electoralg @@ social media in making their
decisions, benefits of social media as a tool ditipal campaign, impact of social media
on presidential elections and how the social media be used effectively in future to
yield positive election results. The data that wddained from the questionnaire
responses was presented using bar charts and. tAb&eaim of the questionnaires was to
get information about the use of social media asdimpact on elections outcome.
Qualitative data was analysed after the reseatob&ed for themes from the transcribed
interview responses, coded them appropriately afehtifying examples of some
thematic ideas. The coding process helped thendsmato identify and retrieve ideas of
similar thematic area. Quantitative and qualitatidata were linked to enable

confirmation and elaborate analysis of the varisble
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4.1 General Information
This subsection has data on response rate forugsadategories of respondents

namely; Starehe electorate, politicians and comoatinn experts.

4.1.1 Response rate

The research recorded the number of people whmmeggol and those who did

not respond. lIts findings were as shown below:

Table 4.1.1: Response Rate of Respondents per caisg

Respondent Category| Targeted Actual Response Response Rate
Response (%)

Starehe Electorate 150 126 84

Politicians 20 18 90

Communication/Media 20 20 100

experts

TOTAL 190 164 86.3

The above table shows the total number of the redgmts who responded to the
guestionnaires and those who did not. Out of tleedigestionnaires that were distributed
to the three categories of respondents, 164 wied find returned. The overall response
rate was 86.3%. According to Mugenda and Mugen@88Y, a response rate of 70% is
acceptable as representative of the sampled papulathe researcher had distributed
150 questionnaires among the electorate of Stameheof which 126 were filled and

returned. This represents a response rate of 84%1J6 questionnaires thatere filled
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gualified to be used for analysis since they wdtedfto the researcher’s requirements
for validity. This indicates that there was goodp@nse rate and the data obtained was
representative enough to make generalisationseirstiidy. A total of 20 questionnaires
were distributed to politicians and 18 were filladd returned representing a response
rate of 90%. The filled questionnaires qualified e used for analysis. The good
response rate of the politicians as key respondenthe study was necessary as it
provided adequate data for comparative purposdsatliter respondents.

The table further shows the total number of commation experts who
responded to the questionnaires and those whoatidArtotal of 20 questionnaires were
distributed to the communication experts and a# @0 were filled and returned
representing 100% response rate. The good respatseof the respondents can be
attributed to the fact that the researcher and résmarch assistants made constant

reminders and follow ups on respondents on the teedltiland return the questionnaires.

4.2 Background information of the respondents

This subsection has data on the various categofiesspondents namely; Starehe

electorate, politicians and communication experts.
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4.2.1 Gender of the respondents

The gender of the respondents who participatedhenstudy is as shown in the

table below.

Table 4.2.1: Gender of the respondents per category

(i) Gender of electorate in| Frequency Percentage
Starehe

Male 67 53.2
Female 59 46.8
Sub-Total 126 100
(i) Gender of politicians

Male 12 66.7
Female 6 33.3
Sub-Total 18 100
(i) Gender of

Communication experts

Male 11 55
Female 9 45
Sub- Total 20 100
Total 164 100

From table 4.2.1 above, on the part of the elet#avh Starehe Constituency, it's
clear that more men than women responded to thstigneaires and this is represented
by 53.2 % and 46.8 % respectively. This is constsiath statistics on social bakers.com
guoted in Wasswa (2013) which indicates that thalmer of male users on social media
in Kenya is more than that of female users.

For politicians, the table shows that more maletip@ns than female politicians
responded to the questionnaires represented by%6and 33.3 % respectively. This
shows that there are more male than female palitsciin the country and this is
consistent with Bari (2005), who observes that etreugh women constitute slightly
more than half of the world population, and thesntibution in social and economic

development is also more than that of men, theitigyation in formal political

41



structures and processes, where decisions regatti@guse of societal resources
generated by both men and women are made remaigificant. The table further
shows that more male than female communicationréxpesponded to the questionnaire
with 55 % and 45 % respectively. It means that doenmunication profession is
dominated by the male gender and this is consisiéht the International Women'’s
Media Foundation (IWMF, 2010) Global Report on gtatus of women in the News
Media, which showed that in Kenya men outnumber @i®:1 in the media companies
surveyed. Globally, 73% of top management jobsoarpied by men compared to 27

occupied by women.

4.2.2 Age distribution
The age distribution of the respondents is tabdlatdow.

Table 4.2.2: Age distribution of the respondents pecategory

() Age bracket of the electorate of Starehe Frequency Percentage
constituency

18-30 64 50.8
31-40 31 24.6
41-50 22 175
51-60 8 6.3
61 and above 1 0.8
Sub-Total 126 100
(ii) Age bracket of politicians

18-30 10 55.6
31-40 5 27.7
41-50 3 16.7
51 and above 0 0
Sub- Total 18 100
(iii) Age bracket of communication experts

18-30 10 50
31-40 4 20
41-50 6 30
51 and above 0 0
Sub-Total 20 100

42




The study sought the age of the respondents. Acaptd the table 4.2.2 for the
electorate of Starehe constituency, 64 (50.8 %hefelectorates were of the age bracket
18-30, 31 (24.6%) were of the age bracket 31-40(1225%) were between the ages of
41-50, 8 (6.3 % were of the age bracket 51-60 whi(8.8%) was in the age bracket of
61 and above. This shows that in Kenya the youtistitoites a larger percentage of the
voters and it is consistent with UNDP in Ombagi 1@ who observes that the youth
between the ages of 18-35 years account for mare30% of the total population.

The table also shows that amongst the politiciafs(55.6%) of the respondents
were of the age bracket 18-30 years, 5 (27.7%) Wweteeen the ages of 31-40, while 3
(16.7%) were between the age of 41-50. This shbatsthe youth are really into politics
than the other categories within the populationisTis consistent with the UNICEF
Report 2009 on National Youth Situation Analysigdefining the place of young people
in Kenya. The report notes that for every threeppean Kenya, one falls under the
category of the youth — those aged below 30 yeard;as the most active age group in
Kenya, the youth hold the key for the country’s ificdl, social and economic
development.

On the part of communication experts, the tabléh&rshows that 10 (50%) of
the respondents were in the age of 18-30 yeai2)%) were between the ages of 31-40,

while 6 (20%) were in the age bracket of 41-50 gear

4.2.3 The level of professional training of the rggondents
The following table 4.2.3 shows the level of praiesal training of the
respondents.
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Table 4.2.3: The level of professional training afhe respondents

(HQualification of | Frequency Percentage
electorate

Certificate 32 25.4
Diploma 55 43.7
Degree 27 21.4
Masters 12 9.5
Sub-Total 126 100
(i) Qualification of

politicians

Certificate 3 16.7
Diploma 2 11.1
Degree 12 66.7
Masters 1 5.5
Sub-Total 18 100
(i)  Qualification  of

communication experts

Certificate 2 10
Diploma 1 5
Degree 9 45
Masters 8 40
Sub-Total 20 100

According to the table above, on the part of tleetelrate of Starehe 43.7 % of the
respondents have professional training up to dipléewel, 21.4% of the respondents are
degree holders, 25.4 % certificate level while 9&% holders of Masters Degree. This is
characteristic of an urban population meaning itieealcy levels are very high in Starehe
Constituency and thus the information gathered nebable for the study.

On the part of politicians, the table shows that786 of the respondents are
degree holders, 16.7% certificate holders, and%3idiploma holders while 5.5% hold
Masters Degree. For communication experts, 45 #efespondents are degree holders,
40% hold Masters degree, 10% are certificate hsladrile 5% are diploma holders.

Overall the respondents had high qualificationgeinms of their level of professional
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training and thus they could be relied upon to mlevmeaningful information for the

study.

4.2.4 Highest academic qualification of respondent

The following data shows the academic qualificatiohthe respondents.

Table 4.2.4: Highest academic qualification of theespondent

() Education level of| Frequency Percentage
electorate

CPE/KCPE 39 31
KJSEC 12 9.5
KCE/KCSE O level 59 46.8
KACE A level 16 12.7
Sub-Total 126 100
(i) Education level of

politicians

CPE/KCPE 3 16.7
KJSEC 0 0
KCE/KCSE O level 9 50
KACE A level 6 33.3
Sub-Total 18 100
(i) Education level of

communication experts

CPE/KCPE 0 0
KJSEC 1 5
KCE/KCSE O level 17 85
KACE A level 2 10
Sub-Total 20 100

According to the table 4.2.4 above 46.8% of thetelate sat for KCE/KCSE O
level, 31% sat for CPE/KCPE, 12.7% sat for KACEeAd| while 9.5% sat the KISEC

exams. This information also shows that literacyele are very high among the
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electorate of Starehe Constituency and thus theoreients could be relied upon to
provide useful information for the study.

On the part of politicianghe table shows that 50% of the respondents sadhéo
KCE/KCSE exam, 33.3% sat for the KACE A level, wvehihe remaining 16.7% sat for
CPE/KCPE. This shows that most of the politiciares \&ell educated and therefore the
information gathered was useful for the study.

The table also shows the academic qualificatiothef communication experts.
According to the table, 85 % sat for KCE/KCSE Oe€levl0% sat for KACE A level
while 5% sat for KISEC exams. This shows thatéspondents are literate and therefore

the information they provided was useful for thedst

4.2.5 Electorate has some training in ICT

Table 4.2.5: Electorate has some training in ICT

Status Frequency Percentage
Yes 75 59.5

No 41 32.5

No response 10 8

Total 126 100

The above table shows that 75 (59.5 %) of the med@ats have some training in
ICT, 41 (32.5 %) do not have training in ICT whilé (8%) did not respond. This shows
that a larger percentage of the Starehe Constiyuesters are ICT trained hence they can
easily use social media tools and could therefoee rélied upon to give useful

information.
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Table 4.2.6: Electorate level of ICT training

Qualification Frequency Percentage
Certificate 35 46.7
Diploma 25 33.3
Degree 13 17.3
Masters 2 2.7

Total 75 100

According to the above table, 56.4% of the 75 redpats who have acquired
ICT training are of Certificate level, 33.3 % hai@loma level of training, 17.3%

indicated they have Degrees while 2.7% indicatedt®fa level of ICT training.

Table 4.2.7: Marital Status of the electorate

Status Frequency Percentage
Single 54 42.9
Married 60 47.6
Divorced 7 5.6
Widowed 3 2.4

Others 2 1.6

Total 126 100

Table 4.2.7 shows the marital status of the redpots. According to the table, 60
(47.6%) of the respondents are married, 54 (42.a%X¥ingle, 7 (5.6%) divorced while 3
(2.4%) are widowed and 2 (1.6%) indicated othefrds Ehows that the married people
really have a voice in determining election outcenaamd this is consistent with the
Kenya Population Situation Analysis Report (2018)15vhich avers that traditionally

the family is also a key decision making unit timpacts on demographic behaviour.
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4.2.8 Internet access

Table 4.2.8.1 and 4.2.8.2 show the status of Stagddctorate in terms of internet
accessibility and the mode of access to the intesoaal media respectively.

Table 4.2.8.1: Starehe electorates have accessrtt@inet

Response Frequency Percentage
Yes 116 92.06

No 10 7.94

Total 126 100

According to table 4.2.8.1, 116 (92.06%) of ther&te electorates indicated that
they have access to the internet; 10 (7.94%) inglicghat they have no internet access.
This shows that the demand for internet and dataces in the constituency is high.
According to the Kenya Economic Survey 2013, thentxy’s subscriptions to internet
has been on the rise as the total internet sultsergorose by 37.1 per cent to 8.5 million
in 2012 from 6.2 million in 2011 and the growth smbscriptions was attributed to
affordability of internet devices including SmatidPes, reduction in mobile data bundle

rates and increased access to social networkieg efpecially among the youth.

4.2.8.2 Mode of access to the internet/social madi

Table 4.2.8 overleaf shows the mode of accessetintrnet/social media by the

electorate.
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Table 4.2.8.2: Respondent mode of access to theeimtet/social media

(i) Mode of internet access for electorate Frequenc| Percentage
Office computer 13 10.3
Home computer 10 7.9
Cyber cafe 11 8.7
Mobile phone 31 24.6
All the above 36 28.6
Office computer and mobile phone 3 2.4
Mobile phone and cybercafé 4 3.2
Office computer, Home computer, mobile phone 1 0.8
Home computer and Mobile phone 4 3.2
Home computer, Cybercafé, Mobile phone 3 2.4
No response 10 7.9
Sub-Total 126 100

(i) Mode of internet accessor communication expert:

Office computer and mobile phone 3 15
Office computer, Home computer, Mobile phone 2 10
Office computer, cybercafé, mobile phone 1 5
All the above 14 70
Sub-Total 20 100
(i) Mode of internet access for politicians

Cybercafé 1 5.6
Mobile phone 7 38.9
Office Computer, Cybercafé and Mobile phone 6 33.3
Cybercafé and Mobile phone 1 5.6
All the above 3 16.6
Sub-Total 18 100

According to table 4.2.8, most of the electoratesSiarehe Constituency access

the internet through mobile phones at 24.6% folldveg office computer 10.3 %, and

cybercafé 8.7%. At least 24.6% accessed the irtdmrmugh all the above. Overall, those
who access the internet by mobile phone 62%, offm®puter 42.8%, home computer
40.5% and cybercafé 39.7%. On the part of comnatioic experts, 70% accessed the
internet through all the above, 15% accessed thradiice computer and mobile phone,
10% accessed through office computer, home compungrmobile phone, 5% through

office computer, cybercafé and mobile phone. Faitipians, 38.9% accessed through
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the mobile phone, 16.7% through all the above, @3.®rough office computer,
cybercafé and mobile phone while 5.6% through ayéfér From this analysis, it is can
be concluded that mobile phone is the most pofolalrused in accessing the internet.
This is consistent with the Research ICT Africai€3oBrief No. 2 on the 2011/2012 ICT
access and usage household and individual survéghvdinows that in Kenya, South
Africa, Nigeria, Rwanda and Tanzania, internetdsegsed through a mobile phone by
70% of internet users; in Kenya 77.8%. This polmief also shows that in countries
such as Kenya, Uganda, Botswana, Namibia, Ghanmef@ain, Rwanda and South
Africa, the usage of social networking applicatiengh as Facebook through the mobile

phone is higher than using it to read or to writead.

Table 4.2.9: Mode of access to social media amorigaorate of Starehe

Respondent Social media tool used Frequency Percage

(i) Electorate Facebook 63 50
Twitter 5 4
Myspace 2 1.6
Linkedin 0 0
All the above 13 10.3
Facebook and Twitter 21 16.6
Facebook, Twitter and4 3.2
Myspace
Facebook and Linkedin 3 2.4
Twitter and Linkedin 1 0.8
Facebook, twitter and4 3.2
Linkedin
No response 10 7.9
Total 126 100
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According to table 4.2.9, at least 63 (50%) of tbgpondents indicated that they
exclusively used Facebook, 5 (4%) indicated thelelgoused Twitter, 2 (1.6%)
exclusively used Myspace, none absolutely usedddirk 13 (10.3%) used all the above
tools, 21 (16.6%) used both Facebook and Twitt¢B.2%) used Facebook, Twitter and
Myspace, 3(2.4%) used Facebook and Linkedin, 1%4D.@&sed Twitter and Linkedin, 4
(3.2%) used Facebook, Twitter and Linkedin while (Z0®%) did not respond to the
guestion, “Which of the following social media todb you use?” From the above
statistics the total number of Facebook users ésetbre 108 (85.7%) while that for
Twitter is 48 (38.1%). This shows that Facebookhs most popular social media
network site in Kenya. This is consistent with Aelif2012), who observes that Facebook
is the most popular as it allows campaigners tal £&n mass messages, post pictures and
videos and interact with the public. Wasswa (204i8p notes that Facebook was the

most visited social media site with 74.2% sayingythisited it on a daily basis.

Table 4.2.10: Gender of the respondent who use Fdmmmok and Twitter

(i) Gender of | Frequency Yes | Percentage Frequency No Percentage
Facebook

users

Male 61 60.4 6 24

Female 40 39.6 19 76

Total 101 100 25 100

(i) Gender of | Frequency Yes | Percentage Frequency No Percentag
twitter users

Male 27 60 40 49.38
Female 18 40 41 50.62
Total 45 100 81 100
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According to table 4.2.10, in terms of gender, moedes than females indicated

that they were using Facebook with 60.4% and 39ré%pectively and the same is

replicated in the usage of twitter where 60% oftihigter users were of the male gender

and 40% female. This is consistent with Njonjo (@0%ho notes that 62% of Facebook

users in Kenya are male and 38% are female.

Table 4.2.11: Age bracket of the respondent * Respdent uses Facebook Cross

tabulation

Age bracket of the Respondent uses Facebook

respondents Yes Percentagg ~ No Percentage Total
18-30 56f 55.4 8 32 62
31-40 300 297 1l 4 56
41-50 120 11.9 100 40 27
51-60 2 2 6 24 4
61 and above 1 1 0 0 1
Total 101 100 25 100 126

According to table 4.2.11, in terms of age brackedst of the Facebook users

are in the category 18-30 at 55.4% followed by 81a#129.7%, 41-50 at 11.9%, 51-60 at

2% and 1% for 61 and above. This is consistent Wjtnjo (2010) who observes that in

Kenya most Facebook users (41%) are aged betwe2d tile 34% are aged between

25 and 34.
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Table 4.2.12: Age bracket of the respondent * Respdent uses twitter Cross

tabulation

Age bracket of theresponden Respondent uses twitter
who use twitter

Yes Percentage| No Percentage| Total

18-30 30 66.7 34 419 64
31-40 11 24.4 200 24.7 31
gi:gg 3 6.7 19 235 22
61 and above 0 0 8 9.9 8
1 2.2 0 0 1
Total 45 100 g1l 100 126

According to table 4.2.12, for twitter users the d&gacket 18-30 also leads with
66.7%, followed by 31-40 at 24.4%, 41-50 at 6.7% &4 and above at 2.2%. This is
consistent with another survey conducted by théc®fior National Statistics on Internet
Access- Households and Individuals 2013, which shthat the adults in the two young
age groups; 16-24 and 25-34 are proportionatelyatygeest users of many of the internet
activities. The survey by the Office for Nationdatstics also shows that in 2013, adults
aged 16 to 24 were more likely to engage in onhkwévities that focused on news

activities such as social networking at 93%.

4.3 Findings based on the research objectives
4.3.1 Extent the electorate relies on social media making election decisions

In order to achieve this objective, the researadsked the following questions:
To what extent did social media tools help you &king your election decision? Do you

think social media is a good channel of communiceti
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Table 4.3.1.1: Electorate reliance on social media decision making

Reliance on social media Frequency Percentage
in decision making

Large extent 22 17.5
Neutral 10 7.9

Small extent 74 58.7

Not at all 5 4

No response 15 11.9
Total 126 100

According to table 4.3.1.1, when asked the questiorwhat extent did social
media tools help you in making your election dewisi 74 out of 126 electorates (58.7%)
indicated that to a small extent they relied oniadomedia in making their election
decisions, 22 (17.5%) electorates indicated torgelaxtent they relied on the social
media, 10 (7.9 %) electorates indicated neutrél%) said that they never at all rely on
the social media while 15 (11.9%) did not respoBderall 76.2% of the electorate
indicated that they relied on social media in mgkimeir election decision. This therefore
shows that social media as a tool of communicaisoby some means reliable. This
reality is also corroborated by the informationasbéd from the political scientists who
were interviewed. Four (80%) of the five (100%)ipcdl scientists interviewed indicated
that the electorate rely on social media to a sewknt to make their decisions. This is
evidenced in the following remark as made by ongmefpolitical scientists interviewed:

The electorate relies on social media to a very small extent because in this

country nobody even cares about party manifesto. It is just ethnic jingoism.

This is further supported by Hellweg (2011), wheeats that most politicians are
now replicating Barack Obama’s use of social medid Twitter as essential campaign

tactics and Graber (2011), who adds that thisme#iaon social media and use of an array
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of new, incredibly speedy and cheap internet t@olsun a campaign that contacted
individual voters in personalised encounters onear rdaily basis was the first fully
formed campaign whose success was partially ataibuo social media use by

researchers.

Figure 4.1: Extent to which social media tools hekd the electorate to make the

election decision
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However, it is important to note that in Kenya etity remains a major factor
that determines the success of a candidate iniatectAll the five (100%) political
scientists who were interviwed cited ethnicity asajor factor that determines election
outcome followed by resources/finance (80%), ageddy} political party affiliation
(40%), party manifesto (20%) and level of educat{@f%). This is consistent with
Romero (2010), who notes that ethnic identity iaflaes political and social behaviour in
many African countries. Ethnic identity influence$io one trusts, does business with,

gets married to and whom to vote for (Romero,20Nyabuga (2013) also asserts that
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Kenya'’s politics is almost synonymous with ethnjiciind consequently, the inability of
the country’s leadership to steer clear of ethpi@tseen as part of selfish attempts to

play an ethnic game to maintain the status quo.

Table 4.3.1.2: Social media is a good channel of mmunication between the

politician and the electorate

Respondents Rating Total

Yes No No response

Frequency | % Frequency | % Frequency | % Frequency | %
Politicians 14 77.8 |4 222 |0 0 18 100
Electorate 103 81.74 | 13 10.32 | 10 7.94 | 126 100
Media 18 90 2 10 0 0 20 100
experts

According to table 4.3.1.2, most of the respondéeitsthat social media was a
good channel of communication with 81.74% of theecwrate, 90% of the
communication experts and 77.8% of the politicianswering in the affirmative when
asked whether they thought social media was a gbatnel of communication. This
was also corroborated with the information obtaifiesn the indepth interviews with
political scientists and IEBC offiiclas wherebydamerged that social media could be
relied upon as a good tool of communication. Thisvident in the following quote from

one of the political scientists:
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This was also corroborated with the informationagted from interviews with
political scientists and IEBC officials. This igidenced in the following remark as made
by one of the interviewed political scientists:

Yes it can reach many people; it is affordable and also has the
effect of going beyond territorial boundaries. You can talk to
people from North Eastern, Nairobi, Western and other parts of
the country and it gives you an idea of what they want. You will be
able to address the issues without necessarily going there.
Definetely it has a huge potential and as more Kenyans get on
Facebook, Twitter and WhatsApp, you can be sure messages would
be sent.
In the same breadth one of the interviewed IEB@ialf said:

Yes, during electioneering period, especially before the elections, this was

one of the fast means of communication especially among the youth and

urban centres. Whatever you post in the social media, reaches the youths

very fast especially in the urban centres than any other mode of
communication.

This is further supported by Ofcom 2008; Okindal£0w~ho observes that social
network sites can be seen as alternative commiuoricabols which support existing
relationships and activities in a fun and colourfuhy that can enrich the users’
experiences. From the aforementioned analysignttberefore be concluded that social
media is a good channel of communication that @arebed upon by both the politicians

and the electorate.
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Table 4.3.1.3: Adequacy of information shared viaacial media

Nature of information shared Frequency Percentage

(i) Electorate’s view

Very adequate 15 11.9
Adequate 53 42.1
Average 30 23.8
Inadequate 9 7.1
Not sure 6 4.8
No response 13 10.3
Sub-Total 126 100

(i) Communication experts’ view

Very adequate 0 0
Adequate 9 45
Average 10 50
Inadequate 0 0
Not sure 0 0
No response 1 5
Sub - Total 20 100

According to table 4.3.1.3, on the question on tieure of information
disseminated via social media, 53 (42.1%) out & &l2ctorates felt that the information
that politicians disseminated through the sociatlismevas adequate, 23.8% felt it was

average, 11.9% felt it was very adequate, 7.1%tfelas inadequate, 4.8% were not sure
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while 10.3% did not respond. Overall, 54% of thetdeate felt the information was
adequate.When asked the same question, 10 (50%)eoR0 communication/media
experts felt the information was average, 9 (45@t)it was adequate, while 1 (5%) did
not respond. Based on this analysis, it therefboavs that a lot of efforts is required on

the part of politicians to satisfy the audience@®rmation needs.

4.3.2 Benefits of social media as a tool of poliitcampaign

To address this objective, the researcher askdtleatespondents to list at least
three benefits of social media as a tool of pdlticampaign. The electorate were also
asked what aspect of social media made them aldhet party’s political message and

the results are illustrated in figure 4.3.2.

Figure 4.2: Aspect of social media that attractedlectorate
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According to figure 4.2, when asked the questiohataspect of social media
made you alert to your party’s political messagd8g?(29.4%) of the electorate cited
instant feedback; 33 (26.2%) cited interactivelpgratory; 31 (24.6%) indicated
informative; 17 (13.5%) cited affordable while 8.3%) indicated other. From this
analysis, it is therefore important for the poldies and political parties to ensure that
they give instant feedback via the social medith&ar followers. This is consistent with
Taylor (2012), who avers that social media needgetdreated as an interactive forum;
engaging with followers generates visibility thréwtdpeir networks. According to Taylor,
this might include replying to followers’ commenggsing and answering questions and

re-tweeting and posting followers input.

Table 4.3.2: Benefits of social media as a tool pblitical campaign

Benefits of social media Frequency Percentage
i)Benefits according to electorate

Accessibility 8 6.35
Convenience 19 15.1
Ready audience 5 4
Interactive 31 24.6
Informative 45 35.7
Affordability 8 6.35
None 10 7.9
Sub-Total 126 100
(i Benefits according to communication experts

Accessibility 3 7.3
Convenience 5 12.2
Ready audience 6 14.6
Interactive 8 19.5
Informative 8 19.5
Affordability 4 9.8
Other 7 17.1
Sub-Total 41 100
(iii)Benefits according to politicians

Accessibility 6 26.1
Convenience 2 8.7
Ready audience 6 26.1
Informative 1 4.3
Affordability 8 34.8
Sub-Total 23 100
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According to table 4.3.2, when asked to list besedf social media as a tool of
political campaign, most of the Starehe electocétd informative (35.7%), followed by
interactive (24.6%), convenience (15.1%), affortigbi(6.35%), accessibility (6.35%)
and none ( 7.9%). For politicians affordabilityasvthe main benefit (34.8%), followed
by ready audience (26.1%), accessibility (26.1%)venience (8.7%) and informative
(4.3%). For communication experts, informative ameractive were cited as the main
benefit in equal measure (19.5%), followed by ot{iat.5%), ready audience (14.6%),

convenience (12.2%) and affordability (9.8%).

Table 4.3.2.1: Social media was very useful to tiveter

Response Frequency Percentage
Strongly agree 28 22.2

Agree 57 45.2

Neutral 19 151
Disagree 3 2.4
Strongly disagree 7 5.6

No response 12 9.5

Total 126 100

According to table 4.3.2.1, 57 electorates (45.2(eed that social media was
very useful to them as voters, 28 (22.2%) stroragyeed, 19 (15.1 %) were neutral, 7
(5.6%) strongly disagreed, 3 (2.4 %) disagreedevhi#l (9.5%) did not respond. Overall,

67.4% of the respondents agreed that social measawery useful to them as voters and
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thus from the analysis it can therefore be condutiat social media is useful to a voter.
This is consistent with Rainie (2012), who notest tdocial media is a significant part of
the process by which voters are talking about thailot selections, especially younger
voters.

Figure 4.3 Benefits of Social Media to a Politicianfrom the perspective of

communication experts
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According to table 4.3.2 and figure 4.3, sociadiaeoffers a number of benefits
but to a politician what really matters is that réie an affordable tool of political
campaign, a ready audience which requires infoonadnd if exploited fully, he/she can
win some support for political gains. It is alsadrthat the electorate understand the
benefits of social media but to them the main hetiedt drives them to the social media
sites is information. Even from the interviews wittie IEBC officials and political
scientists, information was still dominant in terofshe benefits of social media. This is

consistent with Kushin and Yamamoto; Smith (201hjowbserve that social media
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allow users not only to seek information but alsteiact with others through online
expression such as posting political commentariedlogs and social networks sites.
Young people tend to get political information fr@mcial media more than any other age
group. Candidates are using social media to shdoemation and politics is almost
taking over the cyberspace whereas campaign message defeating territorial
boundaries (Bugalo, 2011). This is also consistetit TNS Research International and
ICT Board; Njonjo 2010, internet in Kenya was mypstlsed for knowledge and
socialising and 93% look up the news, 90% visitegbecific website to get information,
85% visited a social networking site. Twitter arat€book have also created an audience
that is aware of not only the elements in the ngsdaut of processing those elements

(Hellweg, 2011).

4.3.3: Impact of social media on presidential eleicins

To realise this objective, the researcher askedfdhowing questions: In your
opinion, is the social media a good channel of comgation between a politician and
the electorates? Do you think the use of socialianad a tool of political campaign can
help to win votes? Social media political messdg®ge an impact when communicated
through?

Table 4.3.3.1 presents the results on the respasfstee respondents on their
thoughts about the impact of social media on pesdidl elections, when asked the
guestion; do you think the use of social media sxohof political campaign can help to

win votes?
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Table 4.3.3.1: Social media can help to win votes

Respondent Response Frequency Percentage
Politician Yes 12 66.6

No 3 16.7

Not indicated 3 16.7

Sub-Total 18 100
Electorate Yes 77 61.1

No 22 17.5

No response 27 21.5

Sub-Total 126 100

According to table 4.3.3.1, when asked the questitlnyou think the use of
social media as a tool of political campaign caelp to win votes? 12 (66.6%) out of 18
(100%) politicians answered yes, 3 (16.7%) answe@dwhile another 3 (16.7%) did
not respond to the question. On the part of thetalate, 77 (61.1%) answered yes, 22
(17.5%) answered no, while 27 (21.5%) did not respd-rom this analysis it can be
concluded that the use of social media can helwitovotes. This is consistent with

Edelman (2009), who attribute’s President Baraclar@®d's victory to the campaign’s

proclivity to online advocacy.

The politicians were also asked the impact of domadia on presidential

elections and the results are illustrated in figuRe3.
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Figure 4.4: Impact of social media on presidentiatlections according to politicians
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According to figure 4.4, 10 politicians (55.6%) icated that to a small extent
social media had an impact on presidential elestidh (11.1%) indicated to a large
extent, 2 (11.1%) were of the neutral position,12.{%) indicated not at all while
another 2 (11.1%) did not respond. Overall, 66."ticated that social media had an
impact on presidential elections. In a nutsheltoading to the respondents, social media
had an impact on the presidential elections argl ithiconsistent with Wasswa (2013),
who in his study notes that social media had aifsignt impact on the presidential
campaign process. This is also corroborated by résponses gathered from the
interviews with the political scientists. 100% obietfive interviewed political scientists
answered in the affirmative when asked, “Do yowmkisocial media can shape political
decisions and outcomes?” This is evidenced in dflewing remark as made by one of

the political scientists interviewed:

Yes it can, considering the fact that the youth constitute a larger percentage of the
voting bloc and the youth are really in social media. So a politician can take
advantage of the attendance in social media platforms and inject his or her ideas.
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Further the same question was asked to communicatperts and most of them
believed that social media had an impact to a sexdéint as illustrated in the following
guote from one of the respondents:

Yes but to a very small extent because some candidates who were seemingly popular

on social media platforms such as Martha Karua and Peter Kenneth performed
dismally in the actual elections.

Table 4.3.3.2: Party’s use of social media genenalpersuaded the voter

Response Frequency Percentage
Strongly agree 30 23.8

Agree 48 38.1

Neutral 19 151
Disagree 11 8.7
Strongly disagree 7 5.6

No response 11 8.7

Total 126 100

According to table 4.3.3.2, majority of the eleetier 48 (38.1%) agreed that the
political party’s use of social media generally uexded them as voters; 30 (23.8%)
strongly agreed; 19 (15.1%) were neutral; 11 (8.4®agreed, 7 (5.6%) strongly
disagreed while 11 (8.7%) did not respond. Ove6dll9% agreed that the party’s use of
social media generally persuaded them as votershamefore from the analysis it can be
concluded that the political party’s use of socredia can persuade a voter and thus it

has an impact on the presidential election outcome.
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Table 4.3.3.3: Political party’s social media actities were relevant to the

electorate’s desires

Relevance Frequency Percentage
Strongly agree 30 23.8

Agree 47 37.8
Neutral 19 15.1
Disagree 10 7.9
Strongly disagree 8 6.3

No response 12 9.5

Total 126 100

According to table 4.3.3, when asked to indicatestivlr the political party’s
social media activities were relevant to the elettss desires, 47 (37.8%) agreed, 30
(23.8%) strongly agreed, 19 (15.1%) were neutr8l, (1.9%) disagreed, 8 (6.3%)
strongly disagreed while 12 (9.5%) did not resptmthe question. Overall 61.6% agreed
that the political party’s activities via social di@ were relevant and thus from this
analysis it shows that majority of the electoraiend the political party’s activities via

the social media to be relevant and thus it alsbamimpact on presidential elections.
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Table 4.3.3.4: Social media political messages haae impact when communicated

through:
Respondent Trusted source Frequency Percentage

(i) Electorate Political leaders 65 51.6
Opinion leaders 26 20.6
Religious leaders | 6 4.8
Mainstream media 13 10.3
Government 4 3.2
Spokesperson ofl 0.8
political parties
No response 11 8.7
Sub-Total 126 100

(i) Communication

experts

Political leaders 12 60
Opinion leaders 3 15
Religious leaders | 1 5
Mainstream media 4 20
Government 0 0
Spokesperson af0 0
political parties
Sub-Total 20 100

According to table 4.3.3.4, a majority of the respents indicated that social
media political messages have an impact when conuatga through political leaders;

51.6% of the electorate and 60% of the communioaéigperts were for the political
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leaders. For the electorate, following politicadders the next source was opinion leaders
at 20.6%, while for the communication experts iswaainstream media at 20%. Among
the electorate, mainstream media ranked at positiore with 10.3% while for
communication experts at third and final positioasweligious leaders at 5%. For the
electorate religious leaders was fourth at 4.8%o¥ad by Government at 3.2% and
spokespersons of political parties at 0.8%. Fréms tnalysis, it can therefore be
concluded that the messages communicated via soeidia through political leadership
have an impact. This shows that there’s good wali the political leaders in

dissemination of political messages via the sauiadlia as compared to other sources.

4.3.4: How social media can be used effectively fature to yield positive election
results

To realise this objective, the researcher askedidl@wing questions: Do you
think social media will continue being a reliabt®l of political campaign in future
elections? In what areas do you think the politpzatties in Kenya need to improve in
order to maximise benefits of using social mediaftdure impressive results? In
what ways can the 2Icentury politician use the social media to ensffective use

of the tool of communication for positive electiontcomes?
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Table 4.3.4.1: Social media will continue being aetiable tool of political campaign

in future elections

Social media will continue being Frequency Percentage
reliable in future
(i) Politicians
Yes 16 88.9
No response 2 111
Sub-Total 18 100
(i) Communication experts
Yes 19 95
No 1 5
No response 0 0
Sub-Total 20 100
(ii)Starehe electorate
Yes 99 78.6
No 11 8.7
No response 16 12.7
Sub-Total 126 100

Table 4.3.4.1 indicates the frequencies of religbibf social media in future
elections. According to the table most of the reslemts answered in the affirmative
when asked the question, do you think social mediecontinue being a reliable tool of
political campaign in future elections? 88.9% ofe tipoliticians, 95% of the
communication/media experts and 78.6% said yesewhil.1%, 5% and 8.7%
respectively indicated no to the same question. Sdme response was replicated from
the interviews with the political scientists andBIE officials as evidenced in the
following remark by one political scientist:

The future of social media is great, it has huge prospects. It isin

the pace of globalisation and will eventually be embraced by the
population.
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The fact that social media will continue being af#e tool of political campaign
in future is further supported by Maggiani (201Who argues that social media is here to
stay and it is the wave of the future. Smith (20&l5o argues that social media will

continue to be an important part of political cangpa.

Figure 4.5: Areas the respondent's coalition/polital party has to improve to
maximise benefits of using social media for futureimpressive results from
politician’s perspective
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From the figure 4.5, it is clear that many poldics would like their
coalitions/political parties to maximise benefits smcial media by prioritising in the
following order the stated matters; discussingassand not individuals, have a social
media strategy, one on one dealing with the elatéan social media, respond to issues
on a timely basis, avoid confrontational politicsén speech, ensuring consistence of

information and regular update of social mediaustaErom the interviews with political
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scientists the issues of establishing a social anasdicretariat, having a social media
strategy, having a one on one dealing with thetetate and responding to issues on a
timely basis were top on priority in that order.eTimportance of a social media strategy
is further supported by Greyes (2011) in Smith @Cddvices campaigns on social media
strategy. In addition, recent research pointsneed for audience making by the hosts of

social media sites and the importance of listeimngpcial media (Macnamara, 2012).

Figure 4.6: Areas the respondent's coalition/partyhas to improve to maximize
benefits of using social media for future impressi results from electorates’

perspective
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According to figure 4.6, the voter's top most areafs priority for their
coalitions/political parties in maximising benefits according to the following order;
have social media strategy (33.8%), respond tcesssun time (27.7%), regular updates

on social media (16.9%), ensuring consistence dbramation (9.2%), avoid
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confrontational politics/ hate speech (6.2%), oneooe dealing with electorate (4.6%)

and discuss issues not individuals (1.5%).

Table 4.3.4.4: Areas the political parties in Kenyahave to improve to maximize
benefits of using social media for future impressi results from communication

expert's perspective

Area of improvement Frequency Percentage
Have a social media strategy 4 20.G
Respond on issues on a timely ba 2 10.G
Regular update of social media st; 2 10.G
Avoid confrontational politics/ha] 4 20.G
speech

Use most popular platforms 2 10.0
Ensuring consistence of informatic 3 15.0
Discuss issues not individuals 3 15.0
Total 20 100.¢

Table 4.3.4.4 shows that the communication expeetgeve that to maximise
benefits of social media, as a matter of priofglitical parties in Kenya need to have a
social media strategy (20%), avoid confrontatignalitics/hate speech (20%), ensuring
consistence of information (15%), discuss issugsnuividuals (15%), use most popular
platforms (10%) and respond to issues on a timakish(10%). The need for a social
media strategy is therefore important as also amharby Greyes; Smith (2011) who

advises on campaigns on social media strategy.
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Table 4.3.4.5: How often respondent uses social mad

Respondent How often Frequency Percentage

(i) Electorate Hourly 17 13.5
Daily 81 64.3
Weekly 8 6.3
Monthly 3 2.4
Rarely 7 5.6
Not indicated 10 7.9
Sub-Total 126 100

(i) Communication

experts Hourly 6 30

Daily 12 60
Weekly 1 5
Rarely 1 5
Sub-Total 20 100

According to table 4.3.4.5, majority of the resgents use the social media on a
daily basis; 64.3% of the electorate and 60% ofcti@munication experts, followed by
those who use it hourly; 13.5% of the electorate 3@% of the communication experts.
This is followed by weekly at 6.3% for the electerand 5% for the communication
experts, followed by rarely for the electorate 5.6%%@ communication experts 5% and
lastly monthly at 2.4% for the electorate. From tealysis it shows that a large

percentage of the respondents keep using the soedia on a daily basis, thus social

media will continue being used in future.
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CHAPTER FIVE: SUMMARY OF FINDINGS, CONCLUSION AND
RECOMMENDATIONS

5.0 Introduction
This chapter presents a summary of the findingg, ¢bnclusion and the

recommendations of the study.

5.1 Summary of Key Findings
5.1.1 Electorate’s reliance on social media in deston making

Based on the analysis of the study, most Kenyagssacthe internet via the
mobile phone (62%) and majority (85.7%) use Fackbmbile 38.1% use twitter. This
shows that Facebook is the most popular social argth in Kenya.

According to the study, majority of the respondéetsctorate (76.2%) indicated
that they relied on social media in making electi@tisions; 58.7% indicated that they
relied on it to a small extent, while 17.5% saidythrelied on it to a large extent. This
therefore shows that social media as a tool of comaation is useful to a voter in
decision making. Even political scientists who weamneerviewed noted that to some
extent the electorate relied on social media to endécisions. However, the political
scientists emphasised that in Kenya ethnicity resai major factor that determines the
success of a candidate in any election outcomemRte study it can therefore be
concluded that social media can be relied uporotoesextent to help a voter in making
election decisions especially those between theodd® and 40 years who are found on

twitter and Facebook. However, a politician shdoddalert to the factors that contribute
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to election outcome including ethnicity, financiesources, political party affiliation, and
level of education among others.

Most of the respondents recognised social mediaaagood channel of
communication with 81.74% of the electorates, 90%he communication experts and
77.8% of the politicians who participated in thedst answering in the affirmative, when

asked whether they thought social media was a gbadnel of communication.

5.1.2 Benefits of social media as a tool of poliitcampaign

Based on the analysis of 126 respondents in tlegoat of the electorates, 35.7%
cited information as their main benefit, 24.6% ditenteractivity, 15.1% cited
convenience, 6.35% cited affordability, and 6.35Bk&d accessibility while 4% cited
ready audience. When asked what aspect of socidianmade them alert to political
party’s messages, 29.4% cited instant feedbacl2%2&ited interactivity/participatory,
24.6% cited informative while 13.5% cited afforddlpi Thus for the electorate
information and instant feedback are very key. kwev, for politicians 34.8% cited
affordability as the main benefit, followed by rgadudience 26.1% and accessibility
26.1%. This therefore shows that for the electothte main reason for being on the
social media is to get information while for thelipcian the reason for being on the
social media is to get a ready audience to shéwenmation with.

When asked whether social media was very useftihe¢ovoters, 67.4% of the
electorate agreed; whereby 22.2% strongly agreate wb.2% agreed. This therefore

shows that social media is a useful tool for theeks
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5.1.3 Impact of social media as a tool of politicadampaign

When asked the question, do you think social media help to win votes?
Majority of the respondents answered in the afftmea 66.6% of the politicians and
61.1% of the electorate. From the analysis it ¢enefore be concluded that the use of
social media can help to win votes. Politiciansevaiso asked a question on the impact
of social media on presidential elections where®y % of the respondents indicated that
it had an impact; 11.1% indicated to a large extehile 55.6% indicated to a small
extent.

In response to whether the party’s use of socialiangenerally persuaded them
as voters, 61.9% of the respondents agreed; 23u&¥gy agreed while 38.1% agreed.
This is also corroborated by the responses gatiieyedthe interviews with the political
scientists. 100% of the five interviewed politicaientists answered in the affirmative
when asked, “Do you think social media can shapiégad decisions and outcomes?”

Finally, majority of the respondents indicated tlpalitical messages have an
impact when communicated via the social media tingoolitical leaders; 51.6% of the
electorate and 60% of the communication expertss Shows that there’s good will for
the political leaders as compared to other sourcelsssemination of political messages
via this tool of communication. From this analysisan therefore be concluded that the
messages communicated via social media by theigadlieaders have an impact on

presidential elections.
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5.1.4 How social media can be used effectively mtéire to yield positive election
results

The analysis of data indicated that social medihashtinue being a reliable tool
of communication in future elections with most loé trespondents (88.9% of politicians,
95% of communication experts and 78.6% of the etat¢) answering in the affirmative
when asked the question, do you think social medliacontinue being a reliable tool of
political campaign in future elections? The sanas also replicated from the interviews
with political scientists and IEBC officials.

To maximise the benefits of social media for futurgressive results, it was
found that political parties need to prioritiseithiesues and according to politicians the
priority should be in the following order; discusgiissues not individuals, have a social
media strategy, ensuring consistence of informaéind regular update of social media
status. For the voter the priority should be inftiilowing order; one on one dealing with
the electorate, ensuring consistence of informati@mve a secretariat to handle social
media, have a social media strategy, discuss issatesdividuals, avoid confrontational
politics/hate speech, regular update of social medatus and use the most popular
platforms. For communication experts the top jyoior the political party should be
having a social media strategy followed by avoidiogfrontational politics and ensuring
consistence of information. Most importantly, thectorates appreciate the social media
campaign messages through political leaders.

It can therefore be concluded that the key for mésing benefits of social media
lies in an effective communication strategy thatomporates a social media strategy

which addresses the other issues of importance asiéhone- on- one dealing with the
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electorate, avoidance of confrontational politiaed consistence of information among

others.

5.2 Conclusion of the study
The study sought to investigate the impact of daniadia on the Kenya 2013

presidential elections.

5.2.1 Electorates’ reliance on social media in deston making

According to the above summary, it's evident thatial media played a role in
the elections and the electorate to some exterdreln the social media in decision
making. However, social media cannot be relied ugmithe only tool of communication
for political campaign to guarantee a political digate victory. Thus politicians and
even political parties should have a social mediategy to run their social media
campaigns and use it by providing adequate infaonatonsistently alongside other
political campaign strategies including politicallies and other mainstream mass media

channels in order to reach out to a sizeable numibarters.

5.2.2 Benefits of social media as a tool of poliitcampaign

Based on the analysis of the study, social mederfs number of benefits but
what is important for the electorate on the sogiatlia sites is access to information and
to the politician the presence of an audience #@reshvith information is what matters.

Therefore it is important for the politicians usitigs tool of political campaign to ensure
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that they meet the electorates’ expectations byigmy adequate, consistent and timely

information to win their support.

5.2.3 Impact of social media as a tool of politicadampaign

From the analysis of the study, it was found tloaiad media had some impact on
the presidential elections and therefore it is irtgod for politicians to take advantage of
the attendance in social media platforms for tpeiitical campaigns, and since there’s
that good will of the electorate for the messagggpdlitical leaders, it is important to

ensure timely, adequate and consistent informatianin the support of the voters.

5.2.4 How social media can be used effectively mt@ire to yield positive election
results
From the analysis of the data, it was found thatadanedia will continue being a
reliable tool of communication in future electicaasd to maximise the benefits for future
impressive results, it was found that the key irean effective communication strategy
that incorporates a social media strategy. Theabaoedia strategy itself must be detailed
to address issues such as one on one dealing Wwihelectorate, avoidance of

confrontational politics, and consistency of infation among others.
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5.3 Major recommendations from the study
5.3.1 Key policy recommendations

Social media has proved to be a reliable toolht® ¢lectorate in making their
decisions and therefore politicians and politicaities should embrace it fully to reap the
benefits.

With Facebook being the most popular site a loefébrts need to be directed
towards this channel to reach a good number oinpiatesoters.

Social media offers a number of benefits rangirgnfrcheap cost, flexibility,
information, accessibility, and interactivity, angonthers and thus it is recommended
that a strategy be put in place to reap these henef

Since most of the voters are online for purposegaeifing information/ political
news, the political parties should strive to giveguate, accurate, consistent and timely
information to the potential voters.

To maximise the benefits of social media as a tdgbolitical campaign for future
impressive results, political parties need to hawscial media communication strategy
that focuses on issue based politics, ensuresstense of information and responsive to
the communication needs of the electorates.

Political parties need to integrate social mediaheir presidential campaigns and
have a secretariat to specifically respond andessdissues in the social media.

It is recommended that the Government should comwith policies on the use of
social media and monitor content to guard agaipstagl of negative ethnicity and hate

speech via the social media.
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Since social media continues to gain popularityadsol of political campaign, it is
recommended that IEBC should amend the code ofumrfdr political campaigns of

candidates to include the use of social media asrgls of campaign.

5.3.2 Key recommendations for further research

(i) The areas for further research should includgtualy on whether the use of social
media can help electoral bodies to build credipdibhd win public confidence.

(i) There’s also need to conduct a study on thpaaoh of hate speech spread via the
social media on the electorate.

(i) Since social media has become a reliable okbarof information and it has
encouraged the growth of citizen journalism, itngortant to conduct a study on how

this affects the mainstream media.
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APPENDIX A: LETTER REQUESTING PARTICIPATION OF RESP ONDENTS

Buchere Dave Jones
The University of Nairobi
P.O BOX

NAIROBI

March 19, 2014

Dear Participant,

| am a final year postgraduate student at the Usityeof Nairobi pursuing Master of
Arts in Communication Studies.

The attached questionnaire seeks to find informatiom the Starehe electorate on the
effect of social media on the Kenya 2013 presi@d¢eliections outcome.

You are among the few who have been selected tocipate in this survey. Your
cooperation and assistance in completing the quesdire will be highly appreciated.

All the information obtained as a result of youspense will be used only for purposes of
this survey and will be kept confidential.

Let me take this opportunity to thank you in adwafar taking part in this study.

Yours sincerely,

B =

Buchere Dave Jones.
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APPENDIX B: QUESTIONNAIRE FOR THE ELECTORATE

INTRUCTIONS
Please respond to all items in this questionnairetitking [V] or filling the blanks

appropriately.
PART 1: BACKGROUND INFORMATION
1. What is your name? (Optional)

2. The person completing this questionnaire is

Male [ ] Female [ ]

3. Indicate your age bracket

20 years and below [ ]121-30[ ] 31-40[ }8Q[ ]51-60[ ]61 and above [ ]
4. Indicate by tick {/] your level of professional training

Certificate [ ] Diploma [ ] Degree [ | Mass [ ] PHD [ ] Others
(Specify).............

5. Indicate by tick {/] your highest academic qualification obtained

CPE/KCPE [ ] KIJSEC [ ] KCE/KCSE “O” Level [ ] KACE “A” Level [ ]

6. Do you have any training in the Information and @amication Technology (ICT)?
Yes[] NoJ]

7. What is your level of training in ICT?

Certificate [ ] Diploma [ ] Degree[ | Mastef | PHD [ ] Others (Specify).............

8. What is your occupation?

9. What is your marital status?
Single [ ] Married [ ] Divorced [ | Widowed [ others (specify) .................

10. How many general elections have you ever partiegha as a voter?
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2013 was my first elections [ ] 2013 was my seceledtions [ ]
2013 was my third elections [ ] 2013 was my fowgldctions [ ]

Have participated in more than 5 other elections [

PART 2: ASPECTS ON USE OF SOCIAL MEDIA

1. Do you have access to the Internet? If No proceqmiitt 3 of this questionnaire.
Yes | ] No|[ ]

2. How do you access the Internet?

Office computer [ ] Home computer [ | Cybeaf&[ ] Mobile phone [ ] All the
above [ |

3. Which of the following social media tools do yole@s

Facebook [ ] Twitter [ ] MySpace [ ] Linkied[ ] All the above [ ] Any other

4. In your opinion, why is the social media you chabeve preferable to use?

5. How often do you use the social media?

Hourly [ ] Daily [ ] Weekly [ ] Monthly [ ] Raely [ ]

6. What are your interests in social media sites?

Politics [ ] Interaction [ ] Entertainment][ Establish network [ ]
Education [ ] Information [ ] Business [ ]
Anyother ........ccooviiiiiii.
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7. In the last general elections of March 2013,cltof the following coalitions/ political
parties did you associate yourself with as a voter?

Jubilee coalition[ ] CORD [ ] Amani coalitign] Eagle Alliance [ ] Narc Kenya [ ]
Safina [ ] Grand National Union (GNU) [ ] AlliaedParty of Kenya (APK) [ ] Restore
and Build Kenya (RBK) [ ] Alliance for Real Chan@®RK) [ ] Others [ ]

8. Did the coalition/ party (in 7 above) use soam@dia in reaching the electorate?

Yes[ |No | ]

9. Through which social media tool(s) were you ablanteract with your preferred

coalition/ political party?

Facebook [ ] Twitter [ ] MySpace [ ] Linkied[ ] All the above [ ] Any other

10.How often was the coalition/ political party comnating with the electorate via

the social media?
Very often [ ] Often [ ] Sometimes | | 8em [ ]

11.How did the political party/ coalition use the sdanedia tool?

Announce political rallies [ ] share party manttep | Respond to questions [ ]
Post speeches [ ] Share photos [ ] Counter opyisti€]

Provide new information [ ] Explain political agda | ] Any other

12. In your opinion, is the social media a goodncigh of communication between a

politician and the electorates?

Yes[] Nol]
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13. What makes you to keep using the social mediis?
Easytouse[ ] Affordable [ ] Availability] Flexibility [ ]

[ ] Informative [ ] Interactive [ ] Entertaimg [ ] Educative [ ]
Anyother .........cccoevviiiie i,

14.Did your preferred coalition/ political party megiur communication needs via the

social media?

Yes[ |No | ]

15. Social media as a tool of communication was vegfuldo me as a voter
Strongly agree [ ] Agree [ ] Neutral [ ] Disagrk ] Strongly disagree [ ]

16.The political party’s social media activities werelevant to the electorate’s desires
Strongly agree [ ] Agree [ ] Neutral [ ] Disagrk ] Strongly disagree [ ]

17.1n your opinion the information disseminated by paditical party through the social

media prior to the elections was

Very adequate [ ] Adequate [ ] Average [ ] Inqdate [ ] Not sure [ ]

18.The party’s use of social media generally persuadeds a voter to believe the party

Strongly agree [ ] Agree [ ] Neutral [ ] Disagrg ] Strongly disagree [ ]

19.The persons charged with the responsibility of ngamgthe social media sites met

my expectations

Strongly agree [ ] Agree [ ] Neutral [ ] Disagrg ] Strongly disagree [ ]
20.What aspect of social media made you alert to pauty’s political messages?

Interactive/ participatory [ ] Instant feedbachk Affordable [ ] Informative [ ]
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Anyother .........coovvviiiiie i,

21.To what extent did social media tools help you &king your election decision?
Large extent [ ] Neutral [ ] Small extent [ ] Nat all [ ]

22.As a voter, do you think the use of social media dsol of political campaign can
help to win votes? Explain

23.List any three benefits of social media tools teter?

24. In what areas do you think your political partgatition needs to improve in order to

maximize benefits of using social media for futumgressive results?

25.Do you think social media will continue being aiable tool of political campaign in

future elections?

Yes|[ | No| ]
26. Social media outlets drive election outcomes

Strongly agree [ ] Agree [ ] Neutral [ ] Disagrg ] strongly disagree [ ]
27.Social media sites encourage discussions and ipattan

Strongly agree [ ] Agree [ ] Neutral [ |dagree [ ] Strongly disagree [ ]

28.Social media political messages have an impact whemmunicated through
Political leaders [ ] Opinion leaders [ ] Relig®leaders [ ] mainstream media [ |
Government [ ] Spokespersons of political partigs
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PART 3: RESPONDENTS WITHOUT INTERNET ACCESS

1. What makes you lack access to the Internet?

Lack of education [ ] Age factor [ ] It is cosfly] It is not necessary [ |
ANY O NI Lt
2. Given a chance how would you like to access thermet?

Mobile phone [ ] Office computer [ ] Cyber [ JlAhe above [ ]

3. Which of the following social media tools have yaxer heard of?

Facebook [ ] Twitter [ ] Myspace [ ] LinkedIn][

4. Do you think the social media above has any beh&fplain.
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APPENDIX C: QUESTIONNAIRE FOR THE POLITICIANS

INTRUCTIONS
Please respond to all items in this questionnajretitking [V] or filling the blanks

appropriately.
PART 1: BACKGROUND INFORMATION

1. What is your name? (Optional)

2. The person completing this questionnaire is

Male [ ] Female [ ]
3. Indicate your age bracket

20 yearsand below|[ ] 21-30 [ ] 31-40[ ]8Q{ ]51-60[ ] 61 and above [ ]
4. Indicate by tick{] your level of professional training
Certificate [ | Diploma [ ] Degree[ ] Mastef | PHD [ ] Others (Specify).............
5. Indicate by tick {/] your highest academic qualification obtained
CPE/KCPE [ | KISEC [ ] KCE/KCSE “O” Level [ ] KACE “A” Level [ ]

6. What is your occupation?

7. How many general elections have you ever partieghat as a politician?

2013 was my first elections [ ] 2013 was my seceledtions [ |
2013 was my third elections [ ] 2013 was my fowgtéction [ ]

Have participated in more than 5 other elections [
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PART 2: ASPECTS ON USE OF SOCIAL MEDIA

1. Do you have access to the Internet? If No proceguhit 3 of this questionnaire.
Yes|[ ] No [ ]

2. How do you access the Internet?

Office computer [ ] Home computer [ | Cybeaf&[ ] Mobile phone [ ] All the

above [ |

3. Which of the following social media tools do yole@s

Facebook [ ] Twitter [ ] MySpace [ ] Linked[ ] All the above [ ] Any other

4. In your opinion, why is the social media you chabeve preferable to use?

5. How often do you use the social media?
Hourly [ ] Daily [ ] Weekly [ ] Monthly [ ] Raely [ ]

6. What are your interests in social media sites?

Politics [ ] Interaction [ ] Entertainment][ Establish networks [ ]
Education [ ] Information [ ] Business [ ]

Anyother ........cooovviiiiiii.

7. In the last general elections of March 2013,clwtof the following coalitions/ political

parties did you associate yourself with as a oditi?

Jubilee coalition[ ] CORD [ ] Amani coalitign] Eagle Alliance [ ] Narc Kenya [ ]
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Grand National Union (GNU) [ ] Safina [ ] AlliaedParty of Kenya (APK) [ ] Restore
and Build Kenya (RBK) [ ] Alliance for Real Chan@®RK) [ ]

8. Did the coalition/ party (in 7 above) use soan@dia in reaching the electorate?
Yes[ |No | ]

9. Through which social media tool(s), did you as mahvidual use to interact with the
electorate?

Facebook [ ] Twitter [ ] MySpace [ ] Linkied[ ] All the above [ ] Any other

10.How often were you communicating with the electenat the social media?

Very often [ ] Often [ ] Sometimes [ ] Seldon [

11.How did you use the social media?

Announce my political rallies [ ] To share my péstmanifesto [ ] Respond to questions
[ ] Post speeches [ ] Gather intelligence on n#ofe ] To share my vision [ ] Share
photos [ ] Counter opponents [ ] Research [ ifR&unds [ ] Provide new information

[ ] Explain political agenda [ JAny other ..........ccccevvvinnnn.n.

12. In your opinion is the social media a good ciehrof communication between a
politician and the electorates?

Yes[] NoJ]

40 =1

13. What makes you to keep using the social mediis?
Easytouse[ ] Affordable [ ] Availability] Flexibility [ ]
[ ] Informative [ ] Interactive [ ] Entertaimy [ ] Educative [ ]

Anyother ........ccoooevviiiieinn,
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14.Did your preferred coalition/ political party megiur communication needs via the
social media?

Yes[ |No | ]

15. Social media as a tool of communication wag useful to me as a politician
Strongly agree [ ] Agree [ ] Neutral [ ] Disagrk ] Strongly disagree [ ]

16. The political party’s social media activitieeng relevant to the electorate’s desires
Strongly agree [ ] Agree [ ] Neutral [ ] Disagrk ] Strongly disagree [ ]

17. What do you think about the information yourskawith the electorate via social
media?

Very adequate [ ] Adequate [ ] Average [ ] Inqdate [ ] Not sure [ ]

18. The electorate was very supportive and cooperat social media

Strongly agree [ ] Agree [ ] Neutral [ ] Disagrg ] Strongly disagree [ ]

19.Generally speaking, to what extent did the sociatlia affect the outcome of the
Kenya 2013 Presidential elections?

20.Who administers/ manages your social media pages?
Myself [ ] My personal assistant [ ] Secretary ¢ther staff [ ] Agency [ |

Anyother ........ccooeiiiiiii.

21.To what extent did social media tools help youamrycampaigns?

Large extent[ ] Neutral [ ] Small extent [ ] Nat all [ ]
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22.As a politician, do you think the use of social maeds a tool of political campaign
can help to win votes? Explain

23.List any three benefits of social media tools fmodtician?

24. In what areas do you think your political partgatition needs to improve in order
to maximize benefits of using social media for fetumpressive results?

25.Do you think social media will continue being aiable tool of political campaign in
future elections?

Yes[ ]No [ ]

40 =T

26.What are some of the weaknesses of these tootsnaihanication to a politician?

27.Do you think social media campaigns can directlyecaf election results?
D q ] = V] o

28. Social media political messages have an impact wbhammunicated through
Political leaders [ ] Opinion leaders [ ] Religwleaders [ ] mainstream media [ ]
Government [ ] Spokespersons of political partigs

29.1n what ways can the ZIcentury politician use the social media to ensifective
use of the tool of communication for positive elect

(01U | o0 1 ST
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PART 3: RESPONDENTS WITHOUT INTERNET ACCESS

1. What makes you lack access to the Internet?

Lack of education [ ] Age factor [ ] Itis cosfly] It is not necessary [ |
ANY OLNBT e
2. Given a chance how would you like to access thermet?

Mobile phone [ ] Office computer [ ] Cyber [ ]lAhe above [ ]

3. Which of the following social media tools have yaer heard of?

Facebook [ ] Twitter [ ] Myspace [ ] LinkedIn][

4. Do you think the social media above has any beh&ixiplain.
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APPENDIX D: QUESTIONNAIRE FOR THE MEDIA/COMMUNICATI ON
EXPERTS

INTRUCTIONS

Please respond to all items in this questionnairetitking [V] or filling the blanks
appropriately.

PART 1: BACKGROUND INFORMATION

1. What is your name? (Optional)

2. The person completing this questionnaire is
Male [ ] Female [ ]
3. Indicate your age bracket
20 years and below [ ]121-30 ] 31-4D41-50[ 151 -60[ ] 61 and above [ ]
4. Indicate by tick {/] your level of professional training

Certificate [ ] Diploma [ ] Degree [ | Mass [ | PHD [ ] Others
(Specify).............

5. Indicate by tick {/] your highest academic qualification obtained

CPE/KCPE [ ] KJSEC [ ] KCE/KCSE “O” Level [ | KACE “A” Level [ ]

6. Do you have any training in the Information and @ammication Technology (ICT)?
Yes[] Nol]

7. What is your level of training in ICT?

Certificate [ ] Diploma [ ] Degree[ ] Mastef | PHD [ ] Others (Specify).............

8. What is your occupation?
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PART 2: ASPECTS ON USE OF SOCIAL MEDIA
1. How do you access the Internet?
Office computer [ ] Home computer [ | Cybeaf&[ ] Mobile phone [ ] All the
above [ |
2. Which of the following social media tools do yowe@s
Facebook [ ] Twitter [ ] MySpace [ ] Linked[ ] All the above [ ] Any other

3. In your opinion, why is the social media preferabie use for political
communication?

4. How often do you use the social media?
Hourly [ ] Daily [ ] Weekly [ ] Monthly [ ] Raely [ ]

5. In the last general elections of March 2013, whaththe following coalitions/
political parties do you think made maximum usetted social media sites for its
campaigns?

Jubilee coalition[ ] CORD [ ] Amani coalitign] Eagle Alliance [ ] Narc Kenya [ ]

Grand National Union (GNU) [ ] Safina[ ] Alhae Party of Kenya (APK) [ ] Others
[ ] Alliance for Real Change (ARK) [ ] RestoredaBuild Kenya (RBK) [ ]

6. How often should a politician communicate with #iectorate via the social media?

Very often [ ] Often [ ] Sometimes [ ] Seldom [

7. How should the politician use the social mediag@ol

Announce political rallies [ ] To share party nmfasio [ ] Respond to questions [ ]
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Post speeches [ ] Gather intelligence on votefsTp share vision [ ] Share photos [ ]
Counter opponents [ ] Research [ ] Raise funfi$fovide new information [ ] Explain
political agenda [ JAnyother ...........coooiiiiiiiinn ..

8. In your opinion is the social media a good clehrof communication between a
politician and the electorates?

Yes[] Nol]

40 =T

9. The information politicians shared with the eleatervia social media was?
Very adequate [ ] Adequate [ ] Average [ ] Inqdate [ ] Not sure [ ]

10.Generally speaking, to what extent did the sociatlia affect the outcome of the
Kenya 2013 Presidential elections?

11.As a media/ communication expert, do you thinkuke of social media as a tool of
political campaign can help to win votes? Explain

12.List any three benefits of social media tools fmodtician?

13. In what areas do you think the political partiekienya need to improve in order to
maximise benefits of using social media for futum@ressive results?

14.Do you think social media will continue being aiable tool of political campaign in
future elections?
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Yes[ |No | ]

40 =T

15.What are some of the weaknesses of these tootwihcinication?

16.Do you think social media campaigns can directlfecf election results?
e d ] =1 o

17. Social media political messages have an impact wbemmunicated through
Political leaders [ ] Opinion leaders [ ] Relig®leaders [ ] mainstream media [ ]
Government [ ] Spokespersons of political partigs

18.In what ways can the ZIcentury politician use the social media to ensifective
use of the tool of communication for positive elext

(o]0 [ (o 0] 1 g 1STS Y T TTTRRR
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APPENDIX E: INTERVIEW SCHEDULE FOR POLITICAL SCIENT ISTS

. What are the factors that determine the electicwarne of a political candidate in

any competitive elections in Kenya?

. In the recent past, politicians in Kenya, Africadaven globally have been using the
social media as a tool of political campaign. Da yiink the social media can shape

political decisions and outcomes?

. What are some of the benefits of this channel afroanication to a politician?

. How can citizen journalism (gathering and distribgtnews by ordinary citizens) via

social media affect a politician’s future?

. What are some of the challenges/ risks that aigalt may face when using the

social media as a tool of political campaign?

. Comment on the role of social media in shapingticali debate in the context of
plural politics in Kenya.

. Do these social media tools open up new opporasitir contentious politics?
. In your opinion, how is the relationship like fdret politician who is on the social

media sites with the ordinary citizen, as comparcethe one who does not employ

the use of these social media tools?

106



9. To what extent does the electorate rely on politeanpaign messages to make their
voting decisions?
10.To what extent should a politician rely on sociadma to disseminate these political

campaign messages?

11. How can a politician really make good use of tthannel to maximise the benefits

for better election results?

12.1n your opinion, what is the future of social medm far as the general elections in

this country is concerned?

13.What can the Government do to ensure proper ugesé social media tools before,

during and after elections?

THE CLOSURE OF THE INTERVIEW:

Is there anything else that you would wish to dss@uif yes kindly proceed and share.

The interview is now over and | take this opportyrio sincerely thank you for your

cooperation and support as this is very valuablenfpresearch.
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APPENDIX F: INTERVIEW SCHEDULE FOR IEBC OFFICIALS

. What was your role in the Kenya 2013 general elast?

. How was the elections and how do you gauge theopeence of IEBC during these

elections?

. What was the voter turnout like in the polling agehtconstituency/county where you

were assigned?

. Do you think the social media was of any use toIE®&C in discharging its mandate

before, during and after the elections?

. A number of political candidates from the posit@niVICA to the Presidential candidates
used the social media platforms to spearhead thenpaigns. In this case what can IEBC
do to ensure the candidates conduct their campagper the code of conduct governing

elections?

. What were some of the challenges of social media @®| of communication to IEBC
during the 2013 elections period?

. In your view, how can IEBC make use of the sociatlira to win public confidence from
the voters?

THE CLOSURE OF THE INTERVIEW:

Is there anything else that you would wish to dés@uif yes kindly proceed and share.

The interview is now over and | take this opportyrio sincerely thank you for your

cooperation and support as this is very valuablenfpresearch.
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APPENDIX G: RESEARCH BUDGET

BUGDET FOR RESEARCH ON EFFECT OF SOCIAL MEDIA ON EL ECTION

OUTCOME

NO. ITEM AMOUNT (KSHS)
1. STATIONERY 15,000
2. PHOTOCOPYING 5,000
3. TRAVELING EXPENSES 20,000
4. SUBSISTENCE 5,000
5. STATISTICIAN 5,000
6. INTERNET 5,000
7. TELEPHONE 5,000
8. PRINTING AND BINDING 10,000
9. MISCELLENOUS 7,000

TOTAL

77,000
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WORKPLAN FOR THE RESEARCH ON THE EFFECT OF SOCIAL M EDIA

APPENDIX H

: WORKPLAN

ON ELECTION OUTCOME

NO. ACTIVITY PERIOD DURATION

1. Concept Paper writing andanuary — March3 moths
Literature search 2014

2. Correction and improvement pMarch — April 2014 | 2 months
proposal

3. Full proposal development an#lay — June 2014 2 months
defense of the proposal

4. Correction and improvement pdune — July 2014 1 month
proposal

5. Pilot study, data collection anduly — August 2014 | 2 months
field work

6. Data analysis and submission| &ugust 2014 1 month
project for examination

7. Report writing September 2014 1 month

8. Defense of project and correctip@ctober 2014 1 month
after defense

9. Binding and submission of finalOctober 2014 1 month

project for examination
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