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ABSTRACT 

The National Alliance (TNA) used various Social Networking Sites (SNSs) for online 

public engagement, and as a communication tool for political mobilization ahead of 

the March 4
th

, 2013 General Election. Despite the use of the various SNS, limited 

evidence exists on the SNSs role in facilitating discussions, debates and the actual 

voter turnout during the elections. Hence, this study attempted to determine the role 

SNSs played in TNA campaign, and to investigate how the party mobilized the 

electorate translating online support into actual votes. Theory of public sphere and 

technological acceptance model were examined in the study. A retrospective study 

design was used to conduct the study, whose population included 119 post-graduate 

students and staff of University of Nairobi and Daystar University. Purposive 

sampling was used to obtain the study sample. Qualitative and quantitative data was 

collected through questionnaires and interviews. The Statistical Package for Social 

Scientists (SPSS) version 20 was used for data analysis and presentation. Findings 

indicated that the political party messages were a key influence on the respondents’ 

voting choices and not the SNSs debates. Use of SNSs by TNA enhanced public 

awareness and enabled the party’s engagement with the public. Despite the use of 

SNSs, traditional media is still relevant in the dissemination of political messages. 

The study therefore recommends the combined use of both traditional media and 

emerging SNSs in political messaging and public engagement.      
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

This study sought to analyze the use of social networking sites (SNS) by The National 

Alliance (TNA), one of the constituent parties in the Jubilee Alliance, during the 

Kenyan general election campaign period between 2012 and 2013. TNA was one of 

five alliances that were formed by political parties in the run-up to 2013 General 

Elections in Kenya.  

 

The public online engagement by the Alliance gave rise to new forms of political 

participation not seen before in Kenya. It paved the way for citizen participation, and 

was used as a tool for communication as well as political mobilization (Kalyango & 

Adu-Kumi, 2013; Obare, 2013; Wasswa, 2013). The research strived to shed light on 

the extent to which the communication strategy used by TNA relied on SNSs to 

interact with its electorate through sending messages, changing perceptions, and 

mobilizing voters to secure a win in the general elections held in 2013. This chapter 

shall cover the background of the study, statement of the problem, purpose of the 

study, significance of the study, assumptions of the study, and the limitations and 

delimitations of the study. 

Background of the Study 

Social networking sites are Internet-based applications that allow users to develop a 

public profile within a closed system, have a list of users with whom to relate, and to 

view each other’s friends’ lists and those of others inside the system (Boyd & Ellison, 

2007). Some research has already been done on the use of SNS in Kenya’s the 2013 

general elections. The findings by Wasswa (2013) and Obare (2013) suggested that 
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while SNSs were well integrated in the political campaigns, the fortunes of the 

political candidates were mixed. For some candidates, the online communication 

strategies had positive returns, that is, political messages from political parties 

reached the targeted audience and gave results at the ballot. For others, it did not. This 

is because SNS cannot be used in isolation, online presence together with grassroot or 

on the ground campaigns delivered the message to the target audience.  Kenyans also 

used SNS to access political information about their candidates and to get updates. 

Political candidates used SNSs to sell their agenda and to create interpersonal 

relationships with the electorate by holding online question and answer sessions 

(Obare, 2013).  

Web 2.0 technologies have changed the way society interacts, how people relate, and 

how people do business or carry out public relations (PR) or political campaigns 

(White, 2011). Nevertheless, the specific role and use of SNSs such as Facebook, 

Twitter, and YouTube in the National Alliance has not been analyzed in relation to 

the Kenyan general election as far as the researcher was aware. Other questions were 

how TNA mobilized voters, and whether the party was able to translate online support 

into an election win.  

In Kenya, the use of Internet and thus SNSs is mainly confined to mobile phones 

through purchasing data bundles from mobile networks for as little as Ksh. 20 or 

about USD 5 cents. The Communication Authority of Kenya (CA) put mobile 

penetration at 40.2 million in June 2017 (CA, 2017) and Internet subscriptions 

through mobile phones at 29.6 million. While the study looks at the 2013 general 

election, it is important to look at the current mobile penetration figures to give 

perspective on the growth of mobile internet connectivity over the years. Suffice it to 
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say, that in 2013, the Communication Authority of Kenya (CA) had put mobile 

penetration at 31.3 million in September 2013 while Internet penetration stood at 13.3 

million (CA, 2013). The figures show exponential growth, in the four years, of 8.9 

million and 16.3 million in mobile penetration and internet subscriptions respectively. 

SNSs thus provide an easy and a cost-effective way to disseminate information in 

large amounts to large groups quickly and efficiently.  

 

In 2014, the number of Facebook users in Kenya stood at 3.8 million, and that of 

Twitter users stood at 650,000 according to digitalrand.com. SNS usage has grown 

since 2014. Current figures indicate that Facebook users and Twitter users are 6.1 

million and 2.2 million respectively in late 2016 (BAKE, 2016). The media are cost 

effective compared to traditional forms of communication such as making a phone 

call or buying space on local media houses which costs over Ksh. 300,000 for a one-

minute commercial spot per day according to one of the rate cards (Standard Group, 

2015). 

 

SNS tools are therefore defining an emerging era of communication; moving it from a 

largely one-way mass communication for large audiences to socially-networked 

media communication (Lipschultz, 2012). Practitioners in the fields of journalism, 

PR, advertising, and marketing need to understand how to efficiently and effectively 

operate their core business within SNSs and to understand that there is no template of 

engaging in SNSs.  

In Kenya, the use of SNSs grew in the last few years, between 2010 and 2015, from 

basic social networking (that is finding friends and interacting) to complex 
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networking involving corporates who are using SNSs for customer service and 

feedback, and politicians to communicate and interact with the voters (Wasswa, 

2013). Further, SNSs act as vehicles for a visual representation of political discourse 

for Kenyan youth (Lusike, 2014). SNSs and other Web 2.0 technologies, such as 

online chat rooms and blogs, have created public and private online spaces that have 

been taken up by Kenyan youth locally and abroad to weave their own political 

narratives and discuss these in forums that accommodate their views without fear of 

censorship (Lusike, 2014). Furthermore, SNSs have opened up the political arena for 

young people who were not usually interested in politics, and have become sources of 

political information and public engagement.  

An attractive element of using SNSs for political interaction is the provision of low 

cost opportunities for participation and building social ties among citizens. Accessing 

these networks and interacting with the electorate has therefore been found to be cost 

effective both for the sender (politicians) and audience (electorate) of the information. 

SNSs constitute an important aspect in Kenya’s social and political dynamics. They 

have been used to drive positive change, channel public discontent, governance and 

civil awareness (Omanga & Chepng’etich-Omanga, 2013; as cited in Lusike, 2014). 

SNS have been used for political agenda-setting in that politicians used the media to 

answer the question ‘What is this election about?’ (Brady, Johnson, & Sides, 2009) by 

doing so, politicians were able to engage their audiences through SNSs. By answering 

this question, the politicians endeared themselves to the electorate by tackling issues 

that matter to them through their manifestos. 

 Kenya had a somewhat tumultuous five years since the 2007 elections and the 

violence that broke out thereafter due to the disputed presidential elections. It was 

Daystar University Repository

Library Archives Copy



 

5 

 

therefore not surprising that the 2013 election had Kenyans, investors, and the 

international community alike on edge. In the 2007 elections, SNSs were not in much 

use, at least not for political discourse. However, the blog Ushahidi came into the 

limelight in January 2008 when mainstream media stopped broadcasting live coverage 

of the post-election violence after the government banned it. Ushahidi mapped out the 

spots in Kenya where violence had broken out, and reported on human rights abuses 

(Goldstein & Rotich, 2008).  

In June 2012, a blogger on the site moderatekenyan.wordpress.com wrote an article 

titled ‘un-necessary noise’ about three local musicians who had sung songs which, in 

his view, were inciting hate (moderatekenyan.wordpress.com). The blog got 

thousands of hits that day, and numerous comments, with Kenyans seeking the 

National Cohesion and Integration Commission’s action on these musicians. Indeed, 

the commission picked it up, investigated it, and arraigned the suspects in court to 

answer to charges of hate speech (Daily Nation, 2012). In this case, the blogger 

created an arena for discussion which brought the issue to the attention of media 

houses and institutions concerned. In this example, we see that there was public 

engagement which the mainstream media picked up and highlighted, leading to 

prosecution of the musicians and reported by various media houses. Evidently, public 

discourse has been made successful through the network provided by Web 2.0 

technologies. This kind of public online engagement was absent in 2007 elections 

even though SNSs, in the form of blogs, were already in use. The blogs filled the gap 

created by local media through self-censorship of the violence that was taking place in 

parts of the country. Kenyans who were dissatisfied with the self-censorship became 

reporters and activists for peace (Odinga, 2013).  
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By the end of 2012, the use of SNSs had taken a new course. Mainstream media 

houses began to use hashtags on Twitter, and Facebook, to engage viewers and get 

feedback during the election period between October 2012 and February 2013. There 

were six twitter hashtags that were popular during the election period. #KenyaDecides 

was the most popular with an average of 62,000 appearances and on Election Day, 

that is March 4
th

, 2013, it was mentioned 55,000 times (oafrica.com). The emergence 

of SNSs has thus led to new forms of political engagement. Kenyans access the 

internet mainly through their mobile phones, as reported by CA in its quarterly report 

(2017). It is also worth noting that Kenya’s Internet penetration had grown from 10 

million in 2011 to 17 million at the beginning of 2013 (Hook, 2013; as cited in 

Odinga, 2013) and more recently the 2017 figures show that internet penetration is 

now at 29.6 million. This study therefore attempted to find out how TNA Presidential 

candidate (in the Jubilee Alliance), used SNSs to engage and mobilize young people 

and the general electorate which resulted in Jubilee Alliance’s win in the 2013 general 

elections, and to what extent this online engagement contributed to its success. 

Statement of the Problem 

The use of SNSs in the United States Presidential campaign of 2008 provided a 

platform to evaluate the usefulness of social media in politics. There are plenty of 

examples demonstrating how the use of SNSs such as Twitter, YouTube, and 

Facebook played a role in the US election of 2008 (Harfoush, 2009; Monte, 2009; 

Vatrapub & Medina, 2010). However, there is no concrete evidence that these 

avenues actually drove discussions or influenced participation in political rallies and 

debates and the actual voter turnout (Metzgar & Maruggi, 2009).  
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The same can be said of Kenya’s 2013 general election; studies have been conducted 

to investigate how SNSs were utilized by presidential candidates as a campaign tool 

(Obare, 2013; Wasswa, 2013). However, none had been carried out to determine the 

extent to which the SNSs drove discussions and influenced voter turnout and how 

political parties used discussions on these sites to rally voter turnout and thus win an 

election. 

In 2008, the Pew Internet Science and Tech reported that 46% of Americans used the 

Internet, email, and mobile phones to access information about the campaign, share 

their views and mobilize others (Rainie & Smith, 2008).  According to Lakew (2013), 

Kenyans are said to be among the most active Africans on Twitter, second after South 

Africa; which leads to the question of what use are the SNSs for politicians’ 

communication and SNS strategy choices, and how did SNSs influence the 2013 

elections? Kenyans in general and communication scholars in particular, need to 

interrogate the levels of their use of SNSs, and how effective they are in influencing 

political choices. This study therefore sought to examine the role of SNSs in TNA 

campaign and the party’s  eventual success in the 2013 general elections. 

Purpose of the Study 

The purpose of this study was to examine if TNA’s use of SNSs contributed to its 

winning the 2013 general election.  

Objectives of the Study 

1. To investigate how the electorate in Kenya used SNSs during the 2013 general 

campaign period  

2. To determine the role SNS played in the TNA campaign 
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3. To investigate the extent to which TNA mobilized the electorate through SNS 

translating online support into actual votes. 

 

Research Questions 

1. How did the electorate use SNS to access campaign information? 

2. What role did the use of SNS play in TNA campaigns? 

3. To what extent did TNA use SNS to mobilize voters to the ballot? 

 

Rationale of the Study 

Social Networking is a relatively new area of communication research in Kenya. 

Studies have been done to examine its role as a political campaign tool (Obare, 2013), 

the role of social media in the 2013 general elections (Wasswa, 2013), and the use of 

new media in Kenyan elections (Odinga, 2013). All these studies have examined how 

SNSs were used by the electorate, media houses, and political candidates. However, 

none of these studies have examined a specific political party’s communication 

strategy with respect to SNSs. This study therefore sought to analyze TNA’s use of 

SNSs, and to answer the question on whether it contributed to the election win.  

 

Significance of the Study 

The findings of the study would be important to communication scholars, campaign 

strategists and communication professionals. The results of this study would show if 

there is a causal relationship between online presence and votes. The expected 

outcome is that political outfits shall learn through this study and endeavor to create a 

communication strategy that will fully integrate all communication platforms SNSs, 

traditional media, political rallies and interpersonal communication. The strategy 
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should befit the electorate they are trying to reach and go further to use the same tools 

for policy advocacy and not the usual political rhetoric, polarization and propaganda 

that Kenyans are accustomed to. The study shall be useful to communication scholars 

seeking to advance the use and study of SNSs in communication specifically, political 

communication. 

 

Scope of the Study 

The study concentrated on TNA’s communication strategy and use of SNSs to 

communicate to the electorate; therefore, information sought will only be specific to 

the TNA’s campaign strategy. The study was limited to Facebook, Twitter, and 

YouTube social networking sites. Facebook and Twitter are the most popular sites in 

Kenya; Facebook had an estimated 4 million users and Twitter about 500, 000 users 

(Kaigwa, Madung, & Costello, 2014) current statistics are 6.1 million and 2.2 million 

respectively (BAKE, 2016). However, it is also important to note that the Alliance use 

of YouTube to post videos of the Uhuruto duo during photo shoots and other informal 

settings sold the duo as ordinary youthful fun loving candidates.   

 

This study sampled Daystar University students enrolled in the Master of Arts in 

Communication and University of Nairobi students at the School of Journalism. The 

students were issued with questionnaires to shed light on how they utilized SNSs 

during the elections, and if they were persuaded through SNSs to vote for a particular 

candidate. TNA party campaign strategists were interviewed to shed light on how 

they used social media for political communication as well as mobilization. 
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Assumptions of the Study 

The study assumed that: 

1. The respondents answered the interview questions honestly and candidly 

2. The respondents had a clear recollection of their electoral choices and the motivation 

behind the same. 

3. The sampling criterion was representative of the population and ensures that all 

participants came across social media messages of the Jubilee Alliance during the 

campaign period. 

Limitations and Delimitations of the Study 

One of the limitations of this study is that it was retrospective (four years since the 

general election in March 2013). There might be information that would not be 

available at the time of the campaign such as trending topics on Twitter, and 

candidate popularity data. This was overcome by using studies done right after the 

election period that used websites such as hashtag.org to get the trending topics and 

poll results.  

 

In addition, identifying those who actually voted for TNA to distribute the 

questionnaires and contribute to the study might be difficult due to the sensitivity of 

the question. This was overcome in three ways. First, by deliberately targeting only 

those that voted in the 2013 general election. Secondly, by increasing the scope of 

study in terms of number of respondents to overcome the inability to identify those 

that specifically voted for TNA. Lastly by seeking their consent to participate in the 

study. 
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The scarcity of up-to-date information was overcome by interviewing officials of 

TNA (one of the political parties that formed the Jubilee Alliance) who were the 

campaign strategists that were engaged by TNA prior to the launch of Uhuru 

Kenyatta’s presidential bid. Also, figures and diagrams of the Twitter hashtags and 

trending topics were adapted from previous studies carried out in 2013 a few months 

after the general election as well as newspaper reports during that period. 

Another limitation experienced was technological failure; the researcher was not able 

to get face-to-face interviews, and relied on recorded telephone interviews. The 

interviews were recorded using an android app – ‘call recorder’ which saved the 

recordings on the researcher’s Google Drive. Due to network Internet challenges, one 

of the interviews recorded was lost and could not be recovered. The loss was 

however, overcome through transcription of the interview which was done 

immediately after telephone conversation and thus the data was available for analysis.  

Definition of Terms 

Communication strategy is a well-planned series of actions aimed at achieving certain 

objectives through the use of communication methods, techniques, and approaches 

(Mefalopulos & Kamlongera, 2004). In this study, communication strategy shall 

represent social media strategy employed by The National Alliance during the 2013 

campaign period in Kenya. 

Facebook likes - Clicking Like below a post on Facebook is an easy way to let people 

know that you enjoy it without leaving a comment. (Facebook.com/help)  

Hash tags (#) – a way to delineate a key word that people can use to organize 

discussions about specific topics and events (Fitton, Hussain, & Leaning, 2014). 
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Hate speech- all forms of expression which spread, incite, promote or justify hatred 

based on intolerance (Weber, 2014). In this study, hate speech shall represent 

incitement to violence based in ethnicity and political inclinations  

New media: means of mass communication using digital technologies such as the 

Internet (Albarran, 2013). 

Retrospective study- a design that aims at investigating a phenomenon, situation or 

issue that has happened in the past (Kumar, 2005). 

Retweets - a re-posting of someone else's Tweet. Twitter's Retweet feature helps you 

and others quickly share that Tweet with all of your followers. (Twitter.com)  

Traditional Media – these are the conventional mass communication methods that 

utilised television, radio, newspapers to reach the masses with news (Albarran, 2013) 

Social Networking Sites (SNSs) – Internet-based applications that allow users to 

develop a public profile within a closed system, have a list of users with whom they 

relate and are able to view each other’s friends’ list and those of others inside the 

system (Albarran, 2013). In this study, SNS shall be used to refer to Facebook, 

Twitter, and YouTube sites. 

Social media – computer-mediated technologies that allow creating and sharing 

information, ideas, interests via virtual communities and networks (Albarran, 2013). 

The word is used interchangeably with SNSs in this text.  

Uhuruto – a portemanteau word which is derived from combining two parts of two 

words (Oxford, 2010). This was created by the campaign team and used to refer to 

Uhuru Kenyatta and William Ruto, who were running mates in the Jubilee Alliance. It 

was also used as a hashtag (#Uhuruto). 
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Web 2.0 technologies – It is the second stage in the development of the internet which 

is characterized by change of web platforms from static to dynamic or user generated 

content. (Albarran, 2013) 

Summary 

The chapter reviewed how SNSs have emerged in Kenya, the growth of usage of 

these sites over the years, and what other scholars have written about the subject. It 

also identified the gap that exists in Kenya’s scholarly landscape forming the basis of 

the study. The chapter has also outlined the questions the study shall attempt to 

answer, the scope of the study, and the limitations as well as how these were 

overcome. The next chapter shall consider communication theories that apply to the 

subject of social networking, and the general and empirical literature review around 

the subject of SNSs and political engagement in other countries. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

This chapter reviews the literature on the role Social Networking Sites (SNSs) have 

played in political campaigns in Kenya and around the world. The review includes 

consideration of previous works to identify gaps and any recent studies on the subject. 

Searches in the multi-media library, thesis library, online journals, and academic 

websites show that there have been published researches in Kenya on the use of SNSs 

in political campaigns and democratic participation (Kalyango & Adu-Kumi, 2013; 

Ndavula, Mberia, & Mwangi, 2015) and some published works abroad on the broad 

topic of use of SNSs in political campaigns in various countries (Metzgar & Maruggi, 

2009; Storck, 2011). 

 

The chapter examines general literature surrounding the topic of SNSs in political 

mobilization (that is mobilizing the electorate to vote), and political marketing (that is 

using SNS to market or propagate political ideology). The chapter also examines 

other studies that have been carried out on the topic social media use in presidential 

elections in the United States specifically looking at Obama 2008 presidential 

campaign and studies that have analyzed the role of social media in Kenya’s 

presidential elections of 2013. The focus of the study is to establish what role SNSs 

played in TNA’s campaign, and if the SNSs led to the Jubilee coalition’s victory in 

the 2013 general elections. The study also considers the extent to which public sphere 

theory applied to Kenyan elections as well as the technological acceptance model 

which proposes that technology is adapted by users depending on its perceived 

usefulness or perceived ease of use (Davis, 1989; cited in Al-Ghaith, 2015).  
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Theoretical Framework 

Technological Acceptance Model 

Technological acceptance model (TAM) posits that one’s actual use of technology is 

directly or indirectly influenced by the user’s intentions, attitude, perceived usefulness 

and ease of use of the technology. TAM further proposes that there are external 

factors such as intentional or actual use through mediated effects on usefulness or 

ease of use (Davis, 1989). TAM builds on the theory of reasoned action (TRA) which 

seeks to explain why individuals engage in consciously intended behavior. TAM was 

developed with the original emphasis on the design characteristics of ICTs; it 

originally assumed that information systems are used in organizations to improve 

workers’ efficiency. TAM postulates that the use of technology by an individual is 

determined by the behavioural intention to use which in turn is determined by the 

attitude and perceived usefulness (Davis, 1989). Therefore, people are likely to use a 

technology when they find it increases their performance despite their attitude 

towards it. TAM failed to take into account that ICTs could be used outside the office 

settings that is for work only, it also does not recognize the entertainment aspect of 

ICTs neither does it acknowledge the role of individuals in influencing the use of 

information systems. The theory has since evolved, to TAM2, to explain usefulness 

and usage intentions including social influence, cognitive processes and experience.  

In simple terms, technology shall be adopted by individuals based on their perception 

of its usefulness and the ease of use of the technology. Perceived usefulness is defined 

as the degree to which an individual believes a certain technology would enhance 

their job performance. Perceived ease of use is defined as the degree to which an 

individual believes a particular technology is free of effort (Davis, 1989; cited in Al-

Ghaith, 2015). 
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TAM predicts the likelihood of technology being accepted in a group, therefore Al-

Rahimi, Othman and Musa (2013) sought to find out how students are using social 

networking sites for collaborative learning, examining factors affecting their use of 

SNSs through TAM in the University of Malaysia. Data collection was done through 

questionnaire administered to 80 postgraduate and undergraduate students whose ages 

ranged from 18 to 36 years. Al-Rahimi et al. (2013) found that SNSs sites such as 

Facebook may be used to develop collaborative learning models because of the 

conversational, communal qualities of this SNS that would enhance the learning 

process. Students that had favourable perceptions of use of Facebook for learning 

stated reasons such as increased interaction and participation in discussions, exposure 

to relevant media for their favourable attitudes towards SNS for learning.  

Al- Ghaith (2015) studied why people adopt use of SNSs in Saudi Arabia. The study 

adopted ‘perceived social capital’ as an extension to TAM aiming to increase its 

explanatory power and predictive ability. Social capital can be defined as the benefits 

that are acquired from engaging in and utilizing connections that have been enabled 

through interactions in a given SNS (Coleman, 1988; cited in Al-Ghaith, 2015). Data 

was collected from 1100 participants, and four hypotheses were tested.  

Al-Ghaith (2015) pointed out researchers attribute the strength of TAM to its 

applicability; the two beliefs determine the intention to use any technology and are 

generalized to different systems and populations. He also points that the weaknesses 

of TAM; although the original construct (perceived usefulness and ease of use) is able 

to provide some predictive information, it does not assist designers of these systems to 

predict acceptance of a new system or software. TAM has also been criticized for 
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ignoring and excluding theoretical constructs that are important in predicting 

acceptance.  

 

For the purposes of this study, perceived usefulness is defined as the perception 

formed by the belief that using SNSs to reach out to voters and persuade them to vote 

for TNA shall lead to an election win and the ease of use for both TNA and the 

electorate to interact with SNSs for the purposes of perceived social capital. 

Therefore, TNA adopted use of SNSs because they believed it would help to reach a 

larger number of people at minimal cost while getting their message out in the 

shortest time possible. These beliefs, ease of use and usefulness, are the most 

important determinants on whether a particular technology shall be put to use in this 

case - SNSs. The study shall concentrate on these two tenets of TAM. 

Public Sphere Theory 

Habermas (1991) defined public sphere as a domain of social life in which such a 

thing as public opinion can be formed. A public sphere is a democratic space where 

public interests and agendas, opinions and problems are formed, transformed and 

exchanged by citizens’ proactive participation (Robertsona, Vatrapub & Medina 

2010). The public sphere as conceptualized by Habermas was a conversational space 

between state authorities (public components) and citizens (private components) 

(Amosin, 2017). The ideal age of public sphere was in the 18
th

 Century when it 

became influential and powerful in Europe. However, it declined and lost its place to 

enhance discourse and critical debate due to the socio political changes in the 19
th

 

Century (Amosin, 2017). The decline was contributed to by the manipulation of 

public opinion through the control of the medium that is print media and TV by the 
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political elite. This however does not negate its importance and transformation as 

ICTs revolutionize how we communicate (Amosin, 2017). 

 

The relationship between citizens taking part in public discourse and communication 

is a critical feature in public sphere. Habermas addressed the power of interpersonal 

communication which in this era of social networks allows people to come together 

on a platform and share opinions on the interpersonal level freely (Habermas, 1991). 

The public sphere through use of an effective medium such as the SNSs, can inspire 

public opinion prompting the state to act on inequalities or concerns present in society 

(Amosin, 2017). 

 

In the theory of public sphere, communicative action within a communication process 

was centered on equality; it was a prerequisite. Critical rationality, equality, freedom 

of expression, and dissemination are necessary for the proper functioning of the 

public sphere (Habermas, 1991). The prerequisite of equality is dependent on the 

participation and representation of multiple interests and perspectives in public 

discussions. Digital divide and literacy are also factors affecting access to and 

engagement in online public spheres (Robertsona, Vatrapub & Medina 2010). In as 

much as the digital divide and literacy are also key factors affecting engagement in 

public spheres, the study shall mainly concentrate on the youth who had access to the 

internet and thus social networking sites through their phones. Though public sphere 

theory is from the 18
th

 Century, it applies in this day and age in that the SNSs have 

seemingly created a public sphere in the virtual world – the internet. Through SNSs, 

citizens are able to engage with each other on issues that matter to them such as health 

care, education, and politics. What’s more citizens engage their leaders in questions 
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and debates regarding the policies they have put in place. The citizens have also taken 

to the platform to air their views concerning matters of national importance such as 

misuse of public funds and corruption scandals.  

 

Amosin (2017) undertook a qualitative study to prove that Harbemas theory of public 

sphere remains a critical part of the society as the focal point of democratic space and 

has been transformed in the 21
st
 Century. A public sphere is dependent on critical 

people deliberating through discussion and debate produce a public opinion. Amosin 

(2017) also sought to find out the impact of Information, Communication 

Technologies on the transformation of the public sphere in the 21
st
 Century. The 

research employed expository, exploratory and explanatory methods of analysing 

Harbemas works and other literature concerning the public sphere.  

 

In the analysis, Amosin (2017) sought to find out how public sphere can revive its 

democratic functions in the 21
st
 Century given the advancement in technology and 

media. The analysis brings to light Ortega (1961; as cited in Amosin, 2017) 

description from the literature ‘The revolt of the masses’ which states that people are 

realizing their growing social power and are thus becoming more involved in public 

and political affairs. The platforms brought about by ICTs must be utilized for fruitful 

dialogue and engagement (Amosin, 2017). He further discussed the rise of online 

deliberative forums which showed that the public sphere had been revived and 

extended to the internet. These forums align with Harbemas’s definition of 

deliberative democracy which is a type of democracy in which the public sphere 

could exist. 
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Robertsona, Vatrapub, and Medina (2010) proposed that SNSs are a form of online 

public sphere that meets the requirements for a successful democratic liberation. The 

study shall concentrate on one aspect of the public sphere theory; that indeed SNSs 

have increased the public sphere where citizens are increasingly taking part in public 

discourse on issues affecting them. A perfect example is the blog earlier mentioned by 

‘Moderate Kenyan’ that actually brought the country’s attention to these three 

musicians who were singing songs that were considered as those meant to incite hate 

(Moderate, 2012).  

 

The #SomeoneTellCNN hashtag is another befitting example of the public sphere 

theory. Prior to the general election in March 2013, CNN through its East African 

correspondent Nima Elbagir carried a story that depicted Kenyans taking up arms in 

Eldoret as elections drew closer. Kenya’s online community #KOT (an acronym for 

Kenyans on Twitter) took to social media to express their displeasure at the CNN 

story. It became a trending topic for days on end with other journalists across the 

globe joining in the discussion (Dewey, 2013). These incidents and others following 

the same, illustrated how SNS had started being used by the public to air their 

concerns and speak directly to those who would otherwise be out of reach for an 

interpersonal encounter or face-to-face discourse.  

 

Locally, in the same public sphere were ongoing debates on the manifesto of the two 

leading coalitions, SNSs users applauded and some critiqued the manifestos launch 

events as well as the contents and applicability of each of them in Kenya’s economy 

(Twitter, 2013)  
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General Literature Review 

The social networking phenomenon came about with the growth of Web 2.0 

technology in late 1990s to early 2000s. Web 2.0 is the stage of development of the 

worldwide web that is characterized by a change from static to dynamic user- 

generated content and social media (O’Reilly, 2005). Boyd and Ellison (2007) defined 

SNSs as Web-based services that allow individuals to: construct a public profile 

within a system, articulate a list of people (friends or not) with whom they share a 

connection, and the users view and traverse their list of connections and those made 

by others within the system.  Facebook is one of the SNSs that uses this public profile 

with a list of friends who are interconnected and can share stories, updates and 

pictures with everyone on their list of friends. 

One of the early SNSs that allowed reconnection of old school mates is 

classmates.com which has 57 million users worldwide. In 2002, social networking 

went to a new level with the launch of Friendster. Friendster used a degree of 

separation concept similar to that of the now-defunct SixDegrees.com, refined and 

dubbed it the “Circle of Friends” (Albarran, 2013). This promoted the idea that a rich 

online community can exist only between people who truly have common bonds. In 

2002-2003 came Myspace, LinkedIn and later Facebook which is now the “King” of 

social networking sites with 1.3 billion users worldwide. Twitter and Google + (plus) 

were launched in 2007 each having their unique attributes (Lipschultz, 2014).  

Locally, Communication Authority of Kenya’s Fourth quarter survey (2013) placed 

the number of internet users in the country at 14 million; a 5 percent growth from the 

last quarter which stood at 13.3 million. This is against the number of mobile 

subscriptions that stood at 32.2 million in the same quarter, the number of mobile 
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subscriptions is key because Kenyans mostly access the internet through their 

handsets/tablets. Interstats.com put the figure of Kenyans on Facebook at 2.046 

million in December 2012 and BAKE (2016) put the figures at 6.1 million in 2016 

while internet penetration figures stood at 21.2 million in 2012 and 40 million in 

2017.  

Social Media and Traditional Media 

 Social Networking Sites have led to a major shift in how governments, organizations, 

corporates, and politicians engage with their publics. Traditional media, also referred 

to as legacy media, encompasses television, radio, newspapers and magazines which 

have been used for mass communication for decades (Lusike, 2014).  

News bulletins have a twitter hashtag that viewers can use to give them feedback on 

stories in the bulletin and all local media houses have Facebook pages. Hashtags (#), 

an easy way for people to categorize, find and join conversations on a particular topic, 

is used to highlight keywords within a tweet and can be placed anywhere within a 

post (Fitton, Hussain, & Leaning, 2014). This trend (use of hashtags) was embraced 

by media houses in 2013 during the run-up to the Presidential Elections, NTV ran 

with the hashtag #Decision2013 and KTN had #Choice2013 where viewers followed 

the updates by keeping track of that trend. Viewers would be up to date with stories 

about the campaigns as well as respond to them, get election results and updates 

(Obare, 2013; Wasswa, 2013).  

Further to this, media houses have embraced SNSs, for example the Standard group, 

which is one of the leading media houses in Kenya; has a Facebook page for its 

brands that is KTN, Radio Maisha, and Nairobian with respective twitter handles. 

Standard Group also has an all-inclusive website with all its brands linking these 
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pages to their respective social media platforms (standardmedia.co.ke). 

Socialbakers.com places KTN Kenya page at #1 page visited in Kenya, with 1.2 

million local fans, followed by NTV Kenya at 1.16 million, Citizen TV at 1.06 

million, Daily Nation 0.99 million and Standard Media 0.51 million local fans 

(Socialbakers.com).  

Kenyans are so engaged and active on SNSs that one media house, NTV has a 

program by the name #TheTrend which was hosted by Larry Madowo. The idea 

behind this program is basically to analyse what has been trending (online) locally 

and internationally and just make fun of it. The program came into being after the 

general elections of 2013. 

 

Empirical Literature Review 

2008 US Presidential Campaigns and Elections 

Obama was the first presidential candidate to raise huge amounts of money online as 

well as use Internet grassroots efforts to mobilize online supporters for meet-ups in 

their communities. Obama was arguably the first candidate to translate this online 

support into votes (Edelman, 2009) by weaving technology and the internet into the 

fabric of his campaign. 

Lutz (2009) posited that: 

Barack Obama won the presidency in a landslide victory (by a margin 

of nearly 200 electoral votes and 8.5 million popular votes) by 

converting everyday people into engaged and empowered volunteers, 

donors and advocates through social networks, e-mail advocacy, text 
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messaging and online video. The campaign’s proclivity to online 

advocacy is a major reason for his victory (p. 2) 

Obama’s use of social media in his 2008 campaign was revolutionary. However most 

of the tactics employed, such as social media updates, voter mobilization among 

others, had been used before by Howard Dean and John McCain in previous 

campaigns (Lutz, 2009). However, McCain failed to mobilize his online donors into 

votes while Dean failed to convert his online fervor into grass root support. By 

contrast, the Obama campaign leveraged all the tools of social media to give ordinary 

Americans access to resources usually reserved for professional campaign operatives 

(Edelman, 2009). Obama had 13 million members email list and three million mobile 

and SMS subscribers. Obama campaign machinery also built website traffic on 

YouTube and SNSs on a ratio of 10:1, that is, for every person online there were ten 

campaign staff (Edelman, 2009).  

 

Metzgar and Maruggi (2009) looked at social media and the 2008 US Presidential 

election. They utilized Radian6 to track online discussions over a seven-day period 

following the presidential debate and vice president debate. Radian6 is a social media 

tracking tool that allows real time monitoring of topics in a given SNS (Metzgar & 

Maruggi, 2009). In this study, they argued that there is no evidence that shows that 

SNSs-Facebook, Twitter, and YouTube actually drove discussions, participation or 

outcomes and further that social media tools are just that-tools; which cannot replace 

the message, strategy and motivation.  

 

The findings in Metzgar and Maruggi (2009) proved that social media was useful in 

facilitating the distribution of the campaign message and offered a mechanism for 
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engagement for those who were moved by the message. Coverage of political events 

and news varied considerably between social and traditional media. Priority given to 

certain issues in traditional media was reflected in social media and vice versa. Issues 

were given equal coverage in the two avenues. Campaigns must have a message that 

resonates with the voter wherever they are. Creating a Facebook page or integrating 

blogging into a campaign website does not guarantee that the campaign will catch 

fire. The candidate, like President Obama, must have had a compelling message to 

win an election flashy packaging does not count (Metzgar & Maruggi, 2009).  

 

Gerodimos and Justinussen (2015) studied the role of social networking sites in 

contemporary political communication; their focus was on Barack Obama’s Facebook 

campaign in the run-up to the 2012 presidential election. The findings show that the 

Obama campaign used Facebook as a means of direct communication between 

President Obama and the public therefore bypassing or stifling the ‘noise’ by his 

opponents. Facebook was used as a means of top down communication rather than a 

civic engagement tool.  

Facebook was also used as a conversation starter with posts calling people to actions 

such as sharing, voting, showing support for ideologies that the Obama Presidency 

stood for. However, Gerodimos and Justinussen (2015) noted that directing Facebook 

users to spread the campaign message indicated a change in where political 

campaigning takes place, it does not demonstrate a paradigm shift in how politicians 

engage with citizens. This is because the campaign also employed the traditional 

method of campaign tours and carrying out debates etc. 
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Another study by Cogburn and Espinoza-Vasquez (2011) looked at the use of Web 

2.0 and social media by the Obama 2008 campaign. The study was an exploratory 

case study whose goal was to collect qualitative data from Web 2.0 and social media 

and use it to understand the Obama campaign of 2008. 

Cogburn and Espinoza-Vasquez (2011) found that Obama’s 2008 campaign created a 

nationwide virtual organization that involved and motivated 3.1 million individual 

contributors and mobilized over 5 million volunteers. The utilization of these social 

media tools, namely ‘Obama ’08’ website, Twitter, Facebook, MySpace, e-mails, 

iPhone apps and the Change.gov site, went beyond educating the public and raising 

money to mobilizing the ground game, enhancing political participation and getting 

people out to vote (Cogburn & Espinoza-Vasquez, 2011). This was done by using 

social media and Web 2.0 technologies not just as sources of information but also as a 

means to capture data about their participants and to build a geographically distributed 

virtual community.  

Obama used these technologies alongside interpersonal communication to win his 

senate seat in 2006. He used a personalized website and blog to reach voters with 

targeted sophisticated messages. Through ‘Obama communities’ such as ‘Asian 

Americans for Obama’, ‘Educators for Obama’ the Obama campaign was able to get 

volunteers to assist in voter registration, fundraising and canvassing among other 

activities (Shea & Burton, 2006; as cited in Cogburn & Espinoza-Vasquez, 2011). 

This was achieved by requesting their supporters for email addresses, zip codes and 

telephone numbers during rallies. Obama campaign sought to personalize the 

candidate and the campaign through social media and Web 2.0 technology and using 

it to embrace individual supporters. The campaign used “Facebook to organize, 
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Twitter to send news and YouTube to communicate” (Cogburn & Espinoza-Vasquez, 

2011, p. 201). 

 

Use of Social Networking Sites for Political Marketing and Mobilization 

During the 2007 election, the political parties employed new media as a tool for 

advertising. The official websites created by the political parties had no interactive 

functions such as online chat which would foster actual communication and feedback 

thereby insinuating that the politicians at the time were not interested in interacting with 

the electorate (Windeck, 2010). In 2013, however there was a drastic shift in political 

marketing where social networking sites specifically Facebook, Twitter and YouTube 

channels were employed. Messages from these pages attracted numerous comments and 

likes on Facebook and retweets on twitter (Ndavula & Mueni, 2014).  

In a post on the presidential candidate Uhuru Kenyatta’s page on March 4th, 2013 election 

day, he posted pictures under the caption “I have voted, have you?”  The post garnered 

7,851 likes with 5,756 comments on Facebook (Myuhurukenyatta, 2013) as demonstrated 

in the Figure 2.1 below. 
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Figure 2.1: Uhuru Kenyatta Official Facebook Page Calls out to Voters on March 4th, 

2013 (Facebook.com) 

 

In the article titled “New media and political marketing in Kenya the case of 2013 

General Election”, Ndavula and Mueni (2014) compared Facebook Likes and actual 

votes. Figure 2.2 demonstrates that online support did not necessarily mean a 

candidate is popular, likes and follows on social networks did not mean that one 

would win an election.  
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Figure 2.2: Online Support Compared to Actual Votes for all Candidates (Gathigi, 

2013). 

 

Social networking sites (SNSs) as a tool for political mobilization were demonstrated 

for the world to see during the Egyptian uprising in 2011. The uprising happened at a 

time when Egypt’s unemployment levels were highest among university graduates; 

the government was unable to provide employment for this disproportionally large 

demographic (Storck, 2011). However, mobilization was not witnessed immediately 

but started through a Facebook page calling for participation in a strike for a textile 

mill in the Nile Delta in 2008. Later in 2010, Facebook made yet another appearance 

in Egyptian political activism protesting the killing of a young man who posted an 

incriminating video of police officers (Storck, 2011). 

 

Google Middle East Marketing Director, Wael Ghonim, posted photos of the young 

man on Facebook under the name ‘We are all Khaled Said’ the page attracted 500,000 

members (Storck, 2011). The platform became an online discussion of grievances 

against Mubarak’s regime. He was later arrested. According to Aljazeera reports 

during the 18-day uprising, protest organizers relied heavily on SNS outlets that is 

Facebook and Twitter to organize this initial protest. The Egyptian government 

blocked all social networking sites in a bid to quell the protests however they had 
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already organized email threads that enabled organizers to mobilize crowds. On 

January 31
st
, 2011, 250,000 people gathered in Tahrir Square slowly building up to 1 

million protesters by February 3
rd

, 2011. On February 8
th

, President Mubarak stepped 

down and passed the power to the army (Storck, 2011). 

 

In the Egyptian uprising, SNSs were used in several ways; as an organizational tool, 

an alternative press, an outlet for citizen journalism and finally as a tool for generating 

awareness locally and internationally. The Facebook page “We are all Khaled Said” 

served as an organizational platform for like-minded people who wanted to honor the 

life of Said. This evolved to an interest in forming opposition to the use of force by 

Egyptian police and finally as a means to force Mubarak out of power. During the 

protests, Al Jazeera relied on reputable bloggers and twitter users during the uprisings 

for real time coverage of events on the ground that is Tahirir Square. The accuracies 

related to citizen journalism set aside, the tweets and blogs allowed protesters to tell 

their own story and expose themselves to an international audience (Storck, 2011). 

 

Kalyango and Adu-Kumi (2013) examined whether the online media have aided 

political mobilization in Africa more than traditional media specifically studying 

Ghana, Ivory Coast, Uganda and Kenya. The study also explored the extent to which 

the public perceived social network platforms as a mobilizing tool enabling them to 

participate and engage in the public sphere discussing issues of national importance. 

They found that SNSs have increasingly become a critical component of civic 

engagement as users generate virtual discourse among friends. SNS users in these 

four countries also used the platforms to reach leaders and policy makers who were 

otherwise unreachable through other means of communication. The study does not 
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categorically prove that SNSs can be used to mobilize an electorate to vote for a 

particular candidate even though it demonstrates how SNS are being utilized as an 

online public sphere. 

 

The 2013 General Election in Kenya 

Kenya’s 2013 general election was conducted in an environment where the urban 

populace in the country was connected to the internet through their mobile phones 

(CA, 2013). The mode of communication had changed as social media was being 

integrated in news coverage and politicians started engaging with potential voters on 

the various platforms. Studies have been done locally by student scholars pursuing 

master’s degrees at the University of Nairobi examining the role of social media in the 

2013 presidential elections.  

Wasswa (2013) undertook a study to find out the role of social media in presidential 

elections in 2013. The objective of the study was to investigate the integration of 

social media into the presidential campaigns, to explore how social media users 

utilized SNSs for political purposes and to explore the impact of social media on the 

presidential campaign process.  

Descriptive survey design, questionnaires, oral interviews and focus group 

discussions were employed for data collection. The sample was derived through 

purposive and stratified sampling. The target population was university students that 

are urban youth (Wasswa, 2013). The findings of the research revealed that indeed 

presidential candidates integrated SNSs in their campaigns and they were used as a 

platform for sharing information on campaigns, debate issues, sharing photos, videos 

and links, updating their followers, countering propaganda and soliciting for funds. 
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Wasswa (2013) also found that SNSs alone did not deliver voters for the candidates; 

as they still had to go on ground campaigns and the presidential candidates needed to 

strike a balance between the two campaign methods. The study also revealed that 

Facebook and Twitter were the most popular SNSs amongst Kenyan urban youth, 

with male users being more frequent online users. By contrast, female users spent less 

time online and preferred Facebook as their SNS of choice. 

Yet another research was carried out as a case study by a student in University of 

Nairobi exploring the role of social media as a campaign tool (Obare, 2013). The 

research sought to answer the questions of how social media was used by citizens in 

the 2013 general elections, how politicians used social media and how the mainstream 

media used this platform (ibid).  

The study found that the most popular SNSs were Facebook and Twitter, and the most 

talked about parties were the Jubilee Alliance and Coalition for Reforms and 

Democracy (CORD). Use of SNSs by politicians’ increased political engagement as it 

enabled politicians to reach the youth who hardly followed political developments on 

mainstream media. SNSs empowered Kenyans in that the platforms provided an arena 

where they interacted with the various candidates seeking their votes and Kenyans 

also shared their opinions with the candidates. In addition, citizens were able to get 

access to various sources of information without any censorship from government or 

the media (Obare, 2013).  

The findings show that citizens used SNS to seek information; in fact, Obare (2013) 

concluded that traditional media had been replaced by SNSs as a source of 

information and news. The two studies examined here have explored how citizens and 

presidential candidates utilized SNSs which gives insight to this study illustrating the 
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role SNS played in the 2013 election period. The data shall be useful where 2013 data 

is not available. Findings of Wasswa (2013) and Obare (2013) as stated herein shall 

be confirmed or disputed by this study. 

Access to information via the internet also changed the dynamics of how media 

reports news. SNSs provided another dimension of public sphere, one that is online, 

reversing the roles of media and government as custodians of information per se and 

could no longer determine what Kenyans should think about. Kenyans determined 

what the media reported and the social networking community became the authority 

thus forcing the government, media and politicians to conform (Obare, 2013). This 

shift also saw the older generation of 35 years and above, who previously did not 

engage in SNSs to now become active users in order to get real time political updates. 

This empowerment also led to the emergence of citizen journalism and bloggers, 

where ordinary Kenyans now share photos, videos of happenings around them and 

wrote stories albeit blogs concerning various issues (Obare, 2013).  

Alongside political mobilization, SNSs were also used to spread prejudicial messages 

in the form of propaganda, hate speech ethnicity and stereotyping polarizing the 

country according to political affiliation. Traditional media took to SNSs to spread 

messages of peace and encourage Kenyans to register to vote and further exercise 

their right to vote. The findings revealed that agenda setting theory is functional but 

with reversed roles with Kenyans now setting the agenda and determining what the 

media will report. The theory of Public sphere is also active as SNSs has given 

Kenyans the platform to share their opinions and interact without any filter from 

government (Obare, 2013).   
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Ndavula, Mberia, and Mwangi (2015) have looked at how Facebook was used in the 

2013 general elections. The population was derived from the politicians who 

contested for presidential, senatorial, and gubernatorial, women representative and 

parliamentary levels in the 2013 elections. The research sought to find out the extent 

to which the Facebook campaign was implemented by politicians and the 

communication strategies used in the Facebook campaigns. The findings were that 78 

percent of 338 politicians questioned used Facebook in their elections campaign, 5.6 

percent used Twitter and 3.7 percent used the websites. The findings indicate the 

popularity of Facebook as a social networking site, which is aided by the fact that it is 

more flexible in the type of messages one can post.  

The research further found that 57 percent of the candidates updated their Facebook 

pages daily, 27.7 percent updated weekly, 3.6 percent and 2 percent posted monthly 

and yearly respectively. The findings indicate that although most had adopted social 

networks as a means of communication, few of them followed through with full 

implementation by posting content frequently (Ndavula, Mberia, & Mwangi, 2015). 

The nature of messages uploaded was mostly photos of the candidates on the 

campaign trail, highlights of events such as launches, manifestos, et cetera. Text 

messages were also sent to accompany the social network posts. The study also found 

that pictures posted with captions were received better by the audience and sold the 

message more in contrast to photos without captions.  

Seventy nine percent of the content of Facebook messages posted was to mobilize 

supporters to attend rallies and demos, general communication comprised on 78 

percent and announcing events 77.5 percent One of the conclusions of the study was 

that social networks are an effective tool of political communication, facilitating 
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interaction between candidates and the electorate however political campaign 

strategists should look at ways of further enhancing the engagement through 

recruiting volunteers, organization of the campaign and fundraising. 

Summary 

This chapter has looked at the theories that inform this study: technological 

acceptance model and public sphere theory. The chapter further examined literature 

written around the subject of social networking sites as a means of political 

information and a tool of political mobilization. The chapter has also taken a look at 

U.S Presidential election of 2008 which heavily relied on social networking sites and 

how SNSs was utilized in Kenya 2013 general elections by all the presidential 

candidates. The studies examined here have added to the body of knowledge 

concerning how SNSs have been used in the US and Africa; the gaps identified there 

in form the basis for this study.  Chapter three shall look at the research methodology 

that the study employed. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

This chapter explores the methodology used in this study to examine the role played 

by social networking sites in The National Alliance Party campaign strategy. 

According to Mugenda and Mugenda (2003), research methodology describes the 

procedures that will be followed in conducting a study. It includes the description of 

the research design, target population, the area of study, and the sample size, sampling 

techniques that shall be employed, data collection instruments and procedure 

pretesting of the data collection instruments and finally data analysis methods as well 

as ethical considerations. 

Research Design 

Kothari (2004) defined a research design as an arrangement that outlines the 

conditions surrounding data collection and analysis process of the research.  There are 

considerations to be taken into account when selecting a research design, which 

include the research objectives and purpose, the data being collected, the source of the 

data that is the target population and the cost of undertaking the study. Research 

design is used to provide the structure of a study and how the researcher will address 

the research question (Kombo & Tromp, 2014). 

For this study, the researcher employed retrospective study design. The retrospective 

study is a design that aims at investigating a phenomenon, situation or issue that has 

happened in the past (Kumar, 2005). A retrospective study is conducted either on the 

basis of the data available for that period or on the respondents’ recall of the situation 

or phenomenon (Kumar, 2005). Because the 2013 general election occurred almost 
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four years ago, investigating the issues can only be undertaken effectively through 

retrospection by voters and the major players of the TNA campaign team. Thus the 

study interrogated the respondents’ recall of TNA campaign and how they consumed 

information that they came across through SNSs, and if this information alone led to 

their decision to vote for Jubilee Alliance. The study interrogated the officials in TNA 

party that channeled out the messages, seeking to find out what the objective was, if it 

was met and what other modes of communication, if any, were used to deliver actual 

votes from the online platforms.  

Kumar (2005) posited that a retrospective study has weaknesses such as the subject 

matter being studied happened a long time ago and therefore the researcher is relying 

on the respondents’ recollection of the phenomenon, in addition, primary data is not 

available such as trending topics, social media analytics of the engagement and reach 

of political messages and candidate popularity (Kumar, 2005). The weaknesses were 

overcome by examining research studies carried out by other scholars right after the 

election period. The researcher used purposive sampling to identify those that actually 

voted in the 2013 general election. The researcher also used convenience sampling to 

identify master’s students and faculty in Daystar University’s School of 

Communication, Language and Performing Arts, as well as School of Journalism 

master’s students and faculty at the UoN. Information for this study was both primary 

data from the respondents, while secondary data collected was from past studies 

around the same topic; these studies were carried out right after the general election in 

March 2013. 
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Population 

According to Kombo and Tromp (2014), a population is an entire group of individuals 

or objects from which samples are taken for measurement. Mugenda and Mugenda 

(2003) defined a population as a set of individuals or objects that share similar 

characteristics. The population of this study was the teaching staff and Postgraduate 

students found in two universities; the students are the ones that had embraced SNSs 

and mostly used their phones to get online (CA, 2013; Wasswa, 2013). The teaching 

staff were included to offer a different perspective of voting choices for those above 

the age of 30 years and had embraced use of SNS.  

The researcher targeted university students between the ages of 24 and35 years who 

were enrolled in master’s degree programs in University of Nairobi and Daystar 

University in the communication discipline. This age group had attained 18 years in 

2013 and were eligible to vote. According to socialbakers.com (2003), the majority of 

social media users are individuals between the ages of 18 to 24 years, and 25 and 35 

years. These users were mainly on Facebook, with Kenya having an estimate of about 

4 million users according to the Nendo Report 2014.  

A research population is classified into the target population and the accessible 

population. The target population is the group that the researcher seeks to learn 

(Lemeshow & Levy, 2013). The accessible population is the population to which the 

researcher intends to generalize the results of the study (Mugenda & Mugenda, 2003). 

In this study, the target population were respondents that voted in the 2013 general 

election as well as the social media strategists employed to design and implement the 

social media strategy used by Jubilee Alliance. The accessible population were the 

faculty and postgraduate students from Daystar University’s School of 
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Communication, Languages and Performing Arts and UoN’s School of Journalism 

students and faculty. The students from these two faculties were chosen because it 

was assumed that they had an understanding of communication and social media.  

Table 3.1: Population 

 

 Target Population Number of 

students/Staff 

University of Nairobi – Master of Communication Studies 

students 

UoN Communication department teaching staff 

152 

 

30 

Daystar’s Master of Communication students  

Daystar’s Communication department teaching staff 

272 

23 

The National Alliance social media strategists 3 

Source: Daystar University, Registrar’s Office and University of Nairobi, SoJ -

Registrar’s Office (2016). 

Sampling Techniques 

Sampling is the process or technique of selecting a suitable representative part of a 

population for the purpose of determining parameters of the whole population 

(Kombo & Tromp, 2014). The way in which subjects are selected will determine how 

the researcher is able to generalize the results of the study (Kombo & Tromp, 2014). 

To identify the sample for this study the researcher employed purposive sampling, 

this method of sampling is used when studying past events and only a fraction of the 

relevant material is accessible (Kombo & Tromp, 2014).   

Purposive sampling is a sampling technique that allows a researcher to use cases that 

have the required information with respect to the objectives of the study. Respondents 

are therefore selected because they are informative or they possess the required 

characteristics (Kombo & Tromp, 2014). Purposive sampling was used to select 

students who voted in the 2013 general election in order to get their experience and 

opinion of the campaign period in 2013. Purposive sampling was also used to identify 
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interviewees who were the key players in the campaign strategy that came up with the 

social media strategy and implemented it.  

Convenience sampling was used to reach the sample in both universities – the 

respondents were identified through the departments’ semester timetable and visiting 

the lecturers in their offices. 

Sample Size 

A sample is a finite part of a statistical population whose characteristics are studied to 

gain information about the whole (Webster, 1985; as cited in Kombo & Tromp, 

2014). A sample also refers to the number of units selected from the population as a 

representation of the total population (Mugenda & Mugenda, 2003). Once the 

researcher identified the total population of the study, a sample size of the study was 

established by calculating 25 percent of the total population see Table 3.2 below. The 

number of registered voters consisted of the target population. In this study, these 

were Master of Arts students in the School of Communication, Language and 

Performing Arts at Daystar University as well as its teaching staff and Master of Arts 

Communication Studies students and teaching staff in the School of Journalism at 

University of Nairobi.  Gay (1981; as cited in Mugenda & Mugenda, 2003) stated that 

the sample should be greater than 10 percent; with a sample size of 10 percent – 30 

percent being representative of the total population.   
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Table 3.2: Sample Size Distribution 

  Target 

population  

Sample size  Total 

Daystar target population 

Teaching staff 

272 

23 

25% 

25% 

68 students 

5  staff 

UON target population 

UoN Teaching staff 

The National Alliance 

Social media strategists 

152 

30 

3 

25% 

25% 

100% 

38 students 

8  staff 

3 interviewees 

Source: Daystar University, Registrar’s office and University of Nairobi, Registrar’s 

office (2016). 

Data Collection Instruments 

Data was obtained through primary and secondary sources of data. Primary data was 

collected by the researcher through the use of questionnaires and interviews. The 

secondary data was assembled from textbooks, journals, internet sources and other 

academic sources. The study utilized both qualitative and quantitative approaches. 

Questionnaires were used to collect data from students and staff who voted in the 

2013 general election in both institutions of higher learning. The questionnaires 

included both closed-ended and open-ended questions, see Appendix A for the 

questionnaire.  

The study utilized triangulation in order to overcome the weaknesses of the 

questionnaire data collection tool. Weaknesses such as having limited responses and 

information that lacked depth were overcome by using interviews. Interviews were 

used to collect data from the Jubilee Alliance officials and consultants. The aim was 

to understand the basis of the approach they used to inform during the campaigns and 

mobilize voters to come out and vote on March 4
th

 and if the objective was attained. 

Interviews were both structured and unstructured (see Appendix B). Structured 
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interview was used to establish the facts while unstructured interview was used to 

shed more light on the situation. 

Data Collection Procedures 

Data collection is defined as gathering information to serve or prove some facts 

(Kombo & Tromp, 2014). Data collection aids in proving or disproving some facts; 

the researcher must therefore have a clear understanding of what they hope to achieve 

and how they hope to obtain it (Kombo & Tromp, 2014). Research assistants were 

trained by the researcher prior to distribution of the questionnaires in Daystar 

University and University of Nairobi. The training encompassed issues of ethics, the 

sample the research targets and how to carry out convenience sampling. Copies of the 

questionnaires were distributed by the research assistants to the selected students and 

faculty who were selected through convenience sampling using Daystar’s and UoN’s 

January Semester teaching timetable for the respective departments. The 

questionnaires were collected and coded once they were duly filled. Once coded, the 

data was inputted into the Statistical Package for Social Scientists (SPSS) version 20 

to aid in analysis and compilation of the final report. The researcher carried out the 

telephone interviews with TNA officials and recorded them using a voice recorder. 

Further to this, the researcher manually transcribed the interviews and coded the data 

into themes. An examination of past academic research papers carried out during 

2013 were used to obtain information on campaigns activities online and trends in the 

use of the platform during the election period as the study is retrospective and social 

media highly dynamic. 
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Pre-testing 

Pre-testing is trying out a research tool on a sample that is representative of the actual 

study sample (Kombo & Tromp, 2014). This sample should have the same 

characteristics as the study sample. Interview schedule and questionnaires were 

pretested to check whether questions are clear, to know how long it takes to answer 

one questionnaire or ask all the questions in the interview schedule. Six students 

studying Master of Arts in Counseling Psychology in Daystar University’s School of 

Human and Social Science made up the pretest questionnaire. The pretesting results 

showed that the questionnaire was simple and easily understood, the choice of gender 

which was missing was added as well as the student’s area of specialization and 

finally print media was added as an option to question 8 in the questionnaire. The 

exercise helped to check the validity or reliability of the research tool which gave 

accurate results during data analysis and inferences about the whole population can be 

made from the sample population (Kumar, 2005).  

Data Analysis Plan 

Data analysis is the computation of measures and a search for patterns that may exist 

from the date collected during the study (Kothari, 2004). It involves editing and 

organizing the collected data into manageable portions, developing summaries, 

studying patterns in order to make inferences (Kumar, 2005). The data was coded and 

entered into the Statistical Package for Social Scientists (SPSS) version 20. Any 

incorrect coding or incorrect reading was then taken through data cleaning which is 

the process of detecting and correcting the coding errors (Kumar, 2005).  The study 

applied the use of both qualitative and quantitative data analysis techniques to analyze 

the data. The SPSS version 20 was used for quantitative analysis and the interviews 
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were transcribed, analysed manually and themes assigned. The data was presented in 

tables, graphs and pie charts.  

Ethical Considerations 

The researcher took care of specific considerations that ensured the study was carried 

out within ethical boundaries. To ensure that ethics are upheld, the researcher sought 

permission from all organizations involved in the study. The researcher also got the 

necessary permissions from Daystars’ Ethics and Review Board, the University of 

Nairobi Deputy Vice Chancellor – Research, and the National Commission for 

Science Technology and Innovation (NACOSTI).  

The researcher also ensured that data provided remained confidential by using coding 

methods to identify respondents, research assistants were trained on how to administer 

questionnaires. Use of research assistants enabled the researcher to eliminate bias 

emanating from being a member of the Daystar student fraternity. Participation in the 

study was voluntary for all respondents. The research objectives were outlined to the 

respondents in an open and transparent manner which cultivated a trustworthy 

environment.   

Summary 

The chapter addressed research design employed in the study, target population, 

research instruments used, data collection procedures, piloting, data analysis and 

ethical considerations. The next chapter looks at the presentation, analysis, 

interpretation and key findings of the data collected.  
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS AND INTERPRETATION  

Introduction 

The study sought to understand the role of social media in Kenya’s 2013 general 

election. It was a retrospective study of the TNA communication strategy. Descriptive 

statistics and inferential statistics were used in the analysis of data. Demographic 

findings are presented first followed by findings on the role of social media and 

communication strategy.  

 

Presentation, Analysis and Interpretation  

Response Rate 

 

Figure 4.1: Response Rate 

 

A total of 119 questionnaires were administered to the respondents out of which 112 

were filled and returned. The data represented a response rate of 94 percent while the 

unreturned questionnaires accounted for 6 percent as shown in Figure 4.1 According 

to Mugenda and Mugenda (2003) and Kothari (2004), a good response rate for 

analysis of data must be over 50 percent. From the 112 returned questionnaires, 71 

were from Daystar University, Department of Communication and 41 were from the 

University of Nairobi, School of Journalism. 

Returned; 94% 

Unreturned; 6% 

Returned

Unreturned
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Demographic Analysis of Respondents 

This section analyses demographic information of the respondents which includes 

age, gender and occupation. 

Age of the Respondents 

 
Figure 4.2: Age of the Respondents 

 

The results in Figure 4.2 show that the majority of the respondents were between ages 

26 and 30 at 49 percent. This was followed by respondents within the age bracket of 

21 and 25 years at 17 percent. Respondents within the age bracket of 31 and 35 

accounted for 16 percent, respondents within the age bracket of 36 and 40 years 

accounted for 12 percent, and lastly, respondents within the age bracket of 41 years 

and above accounted for 6 percent. 

Further to this, the interviewees indicated that TNA communication strategy targeted 

the youth some of whom had never been involved in politics before. This was the age 

bracket of between 18 and 30 years in 2013. The interviewees also mentioned the age 

bracket of between 18 and 35 years as the target of their SNS campaign. The data 
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above confirms this, as 56 percent of those sampled in the survey were those who fell 

in this age bracket at the time.  

Gender of the Respondents 

 
 

Figure 4.3: Gender of the Respondents 

 

According to the results in Figure 4.3, the majority of the respondents were female 

represented by 55 percent while the male respondents were 45 percent. 

 

Age and Gender Cross Tabulation 

Table 4.1: Age and Gender Cross Tabulation 

 

  Gender Total 

Male Female 

Age 21-25 years 7 9 16 

26-30 years 22 27 49 

31-35 years 9 7 16 

36-40 years 7 5 12 

41- years & 

above 

0 6 6 

Total Responses 45 54 99 

No Responses   13 

Total   112 

 

Male, 45%,  
Female, 55%  

Male Female
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The results in Table 4.1 indicate that the majority of the respondents were female 

between the ages of 26 and 30 years. These were 27 out of the 99 respondents that 

answered the age and gender questions. Male and female respondents in the age 26 to 

30-year bracket were the most, being 49 out of the 99 respondents that answered the 

two questions.  The age and gender questions were answered by 99 of the 112 

respondents. 

 

Respondents’ Use of Social Networking Sites 

 

This section analyses respondents’ general use of the SNSs they engaged with and 

further looks at the preferred sites. The section analyses the percentage of respondents 

with a social media account, what the respondents generally used SNS for as well as 

the respondents’ responses on what their most preferred social networking site is. 

Determining whether Respondents have any Social Media Accounts 

 
Figure 4.4: Determining whether Respondents have any Social Media Accounts 

The results in Figure 4.4 indicate that the majority of the respondents have social 

media accounts. This accounted for 97 percent while respondents without social 

media accounts were 3 percent. 

Yes, 97% 

No, 3% 

Yes No
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Analysis of Use of Social Networking Sites 

 
Figure 4.5: Respondents’ General Uses of SNSs 

Figure 4.5 presents the general use of SNSs by the respondents. The results show that 

the majority of the respondents at 91 percent used social networking sites to seek 

information and 85 percent used SNSs to communicate with friends. Seventy-nine 

percent of the respondents used social networking sites to keep up with trending 

topics while 68 percent use SNSs to post information, 63 percent of the respondents 

used the sites to network while 58 percent of the respondents used SNSs to engage in 

discussions and debates.  Thirty-eight percent of the respondents looked for jobs on 

SNSs, 25 percent of the respondents used social networking sites to make new friends 

and lastly five percent used SNSs for other reasons. 

 

Respondents’ Use of Social Networking Sites 

Respondents sampled had profiles/accounts on Facebook, Twitter, Instagram, 

SnapChat, LinkedIn, Telegram, and Whatsapp SNSs.  

To 
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Figure 4.5(a): Respondents’ SNS Accounts 

 

Whereas they had accounts in all these, there are specific ones that they frequented 

the most, as shown in Figure 4.5 (b).   

 
Figure 4.5(b): SNS Accounts Used Frequently 

 

Both Figures 4.5(a) and 4.5(b) agree with the findings of Ndavula, Mberia and 

Mwangi (2015) who found that 78 percent of 338 politicians questioned used 

Facebook in their elections campaign, 5.6 percent used Twitter and 3.7 percent used 

the websites. The findings indicate the popularity of Facebook as a SNS, which is 

aided by the fact that it is more flexible in the type of messages one can post. The 
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interview with one of the strategists also supports the data showing the popularity of 

Facebook among respondents. The interviewee said TNA used Facebook to launch 

their interaction on SNSs. 

 
Figure 4.6: Use of Respondents’ Most Preferred Social Networking Site  

The results in Figure 4.6 show the uses of SNSs among the respondents.  Respondents 

who used their preferred SNSs for news update were 63 percent, while those that used 

the SNSs for chatting stood at 57 percent. Those that used the preferred SNS for issue 

based dialogue were 51 percent. Liking photos was cited as the least favourite use of 

SNS that is 21 percent used SNSs to like photos. 

Communication Tactics and Tools 

This section shall scrutinize the means through which the respondents first heard of 

the political party or candidate that they voted for, analyse what specifically attracted 

the respondents to the candidate or political party and the communication tactics 

employed by TNA. Respondents were asked if there was any factor influencing their 

decision to vote for their preferred candidate or political party, and the lastly the 

respondents’ preferred candidate in 2013.  
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Respondents’ Voting Response 

Before proceeding to find out what messages the respondents responded to, how they 

heard about the party or presidential candidate, the researcher sought to find out 

whether the respondents voted in 2013. As illustrated in Figure 4.7.  

 

 
Figure 4.7: Whether Respondents Voted In March 2013 elections 

 

Figure 4.7 illustrates that 88 percent of the respondents voted in March 2013. The 

respondents who did not vote in 2013 March another respondent indicated that they 

did not like any of the candidates running, another respondent was registered but out 

of the country at the time of the elections, and yet another respondent was not near 

their polling area, others were not registered to vote. 

 

Determining whether any debate on favourite social network influenced one’s 

vote 

The results in Figure 4.7 indicate that the majority of the respondents at 62 percent 

were not influenced by any debate on their favourite social network. The remaining 

38 percent of the respondents were influenced by debates on their favourite social 

network. From the 62 percent who were not influenced, they cited that their mind was 
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already made up based on the policies their candidate of choice stood for which was 

further cemented by the campaign messages. Among those influenced by SNS 

debates, cited the ICC debates tainted the candidates leading them to choose an 

alternative, 15 respondents were candid enough to say they voted on tribal lines for 

the presidential ticket.  

 
Figure 4.8: Determining Whether any Debate on Favourite Social Network 

Influenced One’s Vote 

 

Wasswa (2013) also found that some respondents voted along tribal lines which verify 

the findings as stated. The researcher sought to find out the role SNSs played in 

TNA’s campaign and to investigate how they converted online support into votes and 

thus an election win.  

 Interviews with TNA strategists revealed the use of interpersonal communication as 

the main tactic employed to translate the online support into actual votes. 

Interpersonal communication was not captured by the researcher as a factor 

influencing voter choices. TNA was able to identify heavy consumers of their 

messages (party values and ideas) online and through a separate portal, the volunteers 
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were recruited and through the field operations team. The volunteers, christened as 

Team Uhuru, were used to mobilize the electorate to attend political rallies, meetings 

and barazas.  

The data collected from the interviews demonstrates that TNA did not use SNS in 

isolation but used traditional media as well as interpersonal communication. Further 

to this, TNA converted the heavy consumers of their messages into crowd mobilizers 

on the ground. 

Determining where respondent first heard about the political party or 

candidate they voted for. 

Respondents were asked through what medium they first heard about the 

political candidate they voted for.  

 

Figure 4.9: Determining Where Respondent First Heard about the Political Party or 

Candidate They Voted for 

The results in Figure 4.9 reveal that majority of the respondents at 76 percent first 

heard about the candidate or political party they voted for on TV. Some of the of the 

respondents, 26 percent first heard on newspapers, 23 percent of the respondents first 

heard on radio, while 21 percent of the respondents first heard on online platforms. 
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This demonstrated that traditional media are still considered the main channels or 

trusted sources of information where respondents heard of their candidates despite the 

popularity of SNSs as a source of information.  

Figure 4.9(a) shows the specific channel that respondents answered to have first heard 

of their political party or candidate of choice. It is important to note that SNSs fall in 

the category of others where a few respondents cited having watched the news story 

on Kenyamoja.com or a video on YouTube. 

 
Figure 4.9(a): Traditional Media where Respondents heard about their 

Candidate/Political Party 

 

Further to this, the interviewee also cited that they used radio and bulk SMS to reach 

the grassroots and also those above 35 years with news about the party activities. Real 

time updates were done through bulk text messages to contact correspondent 

journalists who would then, through their local networks (church groups, farmers’ 

associations, chamas), mobilise the electorate to attend the rallies and baraza 

meetings. The mobilization helped to sell the party ticket and the message to the 

electorate which then translated to actual votes. Ndavula, Mberia, and Mwangi (2015) 
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also found that presidential candidates used text messages to reach supporters in 

addition to SNSs posts.  

Factors that attracted and influenced the respondent towards the candidate or 

political party 

Respondents were asked the factors that influenced their choice of candidate in a bid 

to understand how the electorate utilized SNS.  

Table 4.2: Factors that Attracted and Influenced the Respondents towards Their 

Candidate or Political Party 

Factor  Yes No Total 

The tribes in the 

alliance 

17% 83%   100% 

The policies 58% 42% 100% 

Social media 

discussions 

10% 90% 100% 

The campaign messages 43% 57% 100% 

The ICC debate 5% 95% 100% 

Other reasons 7% 93% 100% 

 

According to the results in Table 4.2, the factors that attracted respondents to a 

specific political party or candidate also influenced their voter choices as follows: 58 

percent of the respondents were attracted to the candidate or political party by their 

policies. Campaign messages attracted 43 percent of the respondents. Tribes in the 

alliance attracted 17 percent of the respondents while 10 percent were attracted by the 

social media discussions. 5 percent of the respondents were attracted by the ICC 

debate while 7 percent of the respondents were attracted by other reasons specifically 

the ideas of the new candidate in the playing field that is Abduda Dida and Peter 

Kenneth. The results show that the policies and the campaign messages had a lot more 

clout or persuasive power than the debates on SNSs.  
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The interviews carried out in the study seek to answer the research question to what 

extent TNA utilized SNSs to mobilize the electorate to vote. The interviewee 

intimated that BTP advisers, the PR firm behind the TNA’s Presidential flag bearer’s 

branding, were brought in to build Uhuru Kenyatta’s international profile. This was 

done through pushing messages and stories to change the ICC narrative through 

international press specifically; The Washington Post, the Guardian and the New 

York Times. The firm also undertook research here in Kenya to help the party gauge 

the mood of the public towards the Uhuruto duo in light of the ICC cases, whose 

findings they used to rebrand the Uhuruto duo who had been given the nickname by 

the opposition at the time.  

 

BTP Advisers assisted in rebranding the Uhuruto duo changing the local narrative that 

is from “ICC suspects” to a youthful, energetic, patriotic, performers and digital 

leadership by reminding the electorate about they delivered the economic stimulus 

package and agricultural reforms for the country during their respective tenures in 

government. This agrees with the findings that 5 percent were influenced by ICC, 

their rebranding and research was successful further influencing the voter through 

policies. This was attained through embracing bottom up approach to communication, 

where they took they analysed the needs of the people and through this came up with 

a manifesto which catered for all age groups- this is where the laptops, 5 stadia and 

cash transfers for retirees’ message was born. 

Translating online support into votes on the ballot 

Interview findings indicate that TNA employed tactics from the outset of the party in 

2011 to create awareness and brand the party ticket and the presidential candidate. 

They branded the party as youthful with a youthful leadership led by Johnson Sakaja 
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– the party Chairman who were unveiled at the launch of the TNA party in 2012. The 

strategists then went ahead to brand the then Finance Minister, Uhuru Kenyatta as a 

viable presidential candidate and as a national figure. This was initially done through 

SNS sites, specifically Facebook which had a bigger following between the age group 

18- 35 years, who were also heavy SNSs users. This is confirmed by Ndavula, 

Mberia, and Mwangi (2015) who found that 78 percent of 338 politicians questioned 

used Facebook in their elections campaign, 5.6 percent used Twitter and 3.7 percent 

used the websites. The findings indicate the popularity of Facebook as a social 

networking site, which is aided by the fact that it is more flexible in the type of 

messages one can post. Ndavula and Mueni (2014) also found that messages posted on 

the two SNSs attracted a lot of feedback from the electorate. TNA also used Twitter 

and YouTube to reach the same age group; Twitter offered a fast way of spreading the 

message and sharing links to their YouTube videos through retweets and hash tags.  

 

For the older generation, who did not espouse SNS as much, the strategists used sub 

networks or forums in the internet which by then had an older generation engaging in 

them. These forums were Wazua, Mashada and Nipashe where they acted as 

‘whisperers’ in the initial stages of creating awareness of the new political party, TNA 

and the presidential candidate. The work of the whisperers was to generate a buzz or 

what they called ‘a whisper campaign’ driving discussions about the potential 

presidential candidate. 

 

Having the Presidential candidate, Uhuru Kenyatta, tweet and post messages on 

Facebook was one of the tactics they used to gain credibility with the online 

following. Borrowing from the Obama ’08 campaign and other international 
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candidates, the team borrowed tactics and strategies that would work for the local 

audience such as having the candidate post messages online, conducting what was 

dubbed “Twitter chats” where there would be an online Q and A session and posting 

videos on YouTube that would sell the two candidates as youthful and fun to the 

voters below 30 years. The team also employed use of traditional media, below and 

above the line strategies, to sell the party ticket and presidential candidate messages. 

The interviewees indicated that TNA used radio to spread the word about TNA 

activities and meetings as well as bulk SMS through correspondent journalists as 

earlier mentioned. 

 

On the ground, grassroots, mobilization was carried out through enrolment of online 

volunteers. The volunteers were drawn out through SNSs that is the strategists were 

able to identify the heavier consumers or early deciders, if you may, of their party 

values and ideas. Through a separate portal, the volunteers were recruited and through 

the field operations team. The volunteers, christened as Team Uhuru, were used to 

mobilize the electorate to attend political rallies, meetings and barazas where TNA 

would meet with the electorate to hear what they had to say. From the outset, the party 

embraced bottom up approach to communication, where they took they analysed the 

needs of the people and through this came up with a manifesto which catered for all 

age groups- this is where the laptops, 5 stadia across the country and cash transfers for 

retirees, widows and orphans message was born. This is confirmed by Wasswa (2013) 

who found that SNSs alone did not deliver voters for the presidential candidates in 

2013; the candidates had to use on the ground campaigns and thus strike a balance 

between the two methods. 
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Respondents’ preferred presidential candidate 

The time frame of this study is during a season when the country is preparing for a 

general election, thus potential respondents’ voter choices could not be used to sample 

the population due to the sensitivity of the question. The question on the preferred 

candidate was therefore indicated last in the survey with a disclaimer that answering 

was purely voluntary. Figure 4.10 demonstrates that majority of the respondents voted 

for Uhuru Kenyatta as their candidate. This accounted for 43 percent of the 

respondents of the 112 respondents sampled, 29 percent of the respondents voted 

Raila Odinga as their candidate while eight percent of the respondents voted for Peter 

Kenneth as their presidential candidate. Three percent of the respondents voted for 

Abduba Dida and three percent of the respondents preferred Musalia Mudavadi as 

their candidate and finally 16 percent abstained from answering the question. 

 
Figure 4.10: Respondent’s Preferred Presidential Candidate 

 

Summary of Key Findings 

  In summary, the study found that majority of the respondents used SNSs to seek 

information such as news updates and to engage in issue based dialogue, Majority of 

43% 

3% 8% 

29% 

1% 

16% 
Uhuru Kenyatta

Abduda Dida

Peter Kenneth

Raila Odinga

Musalia Mudavadi

Abstained
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the respondents were not influenced by SNS discussions to vote for a particular 

candidate. The respondents were attracted to and were further influenced to vote for 

their candidate of choice by the campaign messages and the policies of the political 

party and candidate. The findings also reveal that TNA used journalist correspondents 

and the heavy consumers of their online messages to spread their campaign messages 

to the grassroots as well as to mobilize electorate to attend baraza meetings and 

political rallies. Further to this, it emerged that TNA used the heavy users or early 

deciders of their online campaign messages to spread the word of Uhuru Kenyatta’s 

candidature for Presidency in early 2012 through the SNS sites – Wazua, Mashada, 

and Nipashe. These heavy users of TNA message were used as “social media 

whisperers” to spread the message and engage in conversation and debates online. 

They were also identified and recruited to join Team Uhuru; the grass root 

mobilization tool for the campaign. Interestingly, the findings also show that 

traditional media such at Television and Radio are still a trusted source of information 

in the social media dispensation. 

Summary 

The chapter examined the data analysis, presentation and interpretation of findings 

from data collected from Daystar University, University of Nairobi and two 

interviews by former Strategy staff of the National Alliance Party. The data was 

analysed in a statistical manner using graphs, figures and tables; the interviews were 

recorded and transcoded. Chapter five discusses the findings of the study in relation to 

the literature reviewed and objectives. It also gives conclusions, recommendations, 

and suggestions for further study.  
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS 

Introduction 

In this chapter, the researcher discusses the findings of the study, draws conclusions 

and makes recommendations for further studies. The study looked at the role of social 

media in Kenya’s 2013 general election, a retrospective study of the National Alliance 

communication strategy. The population of the study was the teaching staff and 

Master of Arts students of the University of Nairobi, School of Journalism department 

and teaching staff and Master of Arts students of Daystar University Communication 

department. It is important to note that the sampling procedure did not include choice 

of presidential candidate due to the timing of the study which was also during a 

campaign period for 2017 elections. Therefore, it is important to further highlight that 

43 percent of 112 respondents sampled voted for the TNA Presidential candidate, 

Uhuru Kenyatta. Therefore, the discussions below will be general in terms of how 

respondents used SNS but become specific to TNA’s use of SNS and shed light on 

whether or not they mobilized voters through SNS only which was sufficiently 

covered in the in-depth interviews. 

Discussion of Key Findings 

Objective one: To investigate how the electorate used SNS during the 2013 

campaign period. 

The purpose of this objective was to identify the different ways the electorate used 

SNSs during the campaign period. Majority of the respondents used SNSs to seek 

information such as news updates and to engage in issue based dialogue as opposed to 

chatting with friends and liking photos. This corresponds with the findings of Wasswa 

(2013) who found that respondents visited SNSs to seek information and to engage in 

Daystar University Repository

Library Archives Copy



 

63 

 

issue based debates. It is interesting to note that Kenyans use of SNS has remained 

constant – to seek information and engage in dialogue. That Kenyans engage in SNSs 

for news updates, debates and seeking information is evidence that they find SNSs 

useful – perceived usefulness and ease of use as espoused by TAM. This poses great 

opportunity to communicators particularly in politics, that SNS are an avenue that can 

be tapped not just as a means to get information out quickly and cost effectively but 

also as a means of engaging with the electorate whose support you seek because they 

are active engaged users means that one can no longer churn out information. Political 

communicators must be willing to engage in discourse to further their brand and 

candidate. 

 

SNSs are useful for their facility of spreading a message but furthermore they are 

utilized by those who want to engage with the message thereby creating a platform for 

civic engagement as a public sphere (Robertsona, Vatrapub, and Medina, 2010). Al-

Rahimi et al. (2013) found that students perceived Facebook as useful in that it 

enhanced their interaction, discussions and exposure to different points of view. This 

goes to show that online platforms provide a fairly untapped opportunity for political 

communicators and strategists to maximize on and engage their target audiences in 

discussions which combined with grass root mobilization that could guarantee future 

election wins. 

 

The findings on Table 4.2 (page 63) show that the respondents were attracted to and 

were further influenced to vote for their candidate of choice by the campaign 

messages and the policies of the political party and candidate. The researcher 

therefore found that majority of the respondents were not influenced by SNS 
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discussions to vote for a particular candidate. During the campaign period in 2013, 

Politicians put out political messages on their SNS pages reaching the electorate 

directly and thereby having that interpersonal communication, albeit, virtually. This 

supports the public sphere theory in that, the SNSs have created an online space for 

engagement by the public (politicians) and the private components (citizens). 

From the interview, it emerged that TNA had identified SNSs as a channel of 

communication for their campaign messages because of its usefulness to spread the 

message quickly and to get feedback just as fast. TNA used the heavy users / early 

deciders of their campaign messages to spread the word of Uhuru Kenyatta’s 

candidature for Presidency in early 2012 through the SNS sites – Wazua, Mashada 

and Nipashe. These heavy users of TNA message were used as ‘social media 

whisperers’ to spread the message and engage in conversation and debates online. The 

findings illustrate the perceived usefulness of SNSs as envisaged in TAM in that 

SNSs spread the message fast and provided feedback just as fast, TNA utilized the 

SNSs to spread their message, get feedback and further identify those who found their 

messages favourable. Further to this, it is important to note that because of perceived 

ease of use of SNSs by TNA supporters greatly influenced the supporters’ coming on 

board with the campaign and spreading the message. The heavy users were also 

identified and recruited to join Team Uhuru; the grass root mobilization tool for the 

campaign. As Shea and Burton (2006; as cited in Espinoza-Vasquez & Cogburn, 

2011) found that Obama senate campaign in 2006 used Facebook pages to mobilize 

volunteers who used interpersonal communication through door to door outreach to 

get other Obama supporters and come out to attend meetings. Perceived usefulness of 

SNSs made mobilization of volunteers possible in terms of the reach of the message. 

Perceived usefulness also allowed TNA campaign team to reach a wider audience 
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online and offline through traditional media who picked up the messages sent out. 

Insights gathered from the study show that SNS are important tool for political 

communication and mobilization however the medium cannot be utilized in isolation 

to realize results at the ballot.  

 

The online debates about land issues and ICC case at the Hague influenced some 

respondents even though this study’s overall tally shows respondents were not 

influenced by SNS debates. This matches the findings by Wasswa (2013), who found 

that some respondents withdrew support for a candidate based on what they saw or 

read on SNS while others did not withdraw support. Best (2005; as cited in Wasswa, 

2013) noted that individual who participate online are similar to those offline and 

furthermore that the online participation reinforces decisions and beliefs by the 

electorate rather than supplementing them. This goes to show that online debates 

hardly influence political decisions or inclinations by the electorate. Therefore, 

political strategists should endeavour to use SNS platforms for calls to action such as 

fundraising or showing support for a political candidate. 

 

Findings from the interview revealed that having the presidential candidate tweet and 

post messages himself on the SNS sites helped their campaign, in that it brought out 

an interpersonal relationship with the electorate. The electorate was able to identify 

with the candidate, his ideas and messages and the youthful, energetic, techno-savvy 

brand that the political party embraced as their identity. This insight from the 

interview confirms the data as presented that 58 percent and 43 percent of the 

respondents were influenced by the policies and campaign messages respectively. The 
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interpersonal aspect of public sphere which is aided by the SNSs is demonstrated by 

the findings. 

 

The respondents further stated that they first heard of the party or candidate that they 

voted for on the traditional media channels with 70 percent cited television, followed 

by 26 percent through newspapers and 23 percent through radio. Only 21 percent 

heard about their candidate for the first time on SNSs. Interestingly, this contradicts 

findings by Obare (2013) who found that due to uptake of SNSs, youth sought 

information and news updates online rather than from traditional media.  The 

respondents, who cut across ages 21 to 35 years and above, cited one form or the 

other of traditional media as their source of news. It is important to note that the 

cluster of 31 years and above actually relied on newspapers for their news updates and 

political analysis. This goes to show the relevance of traditional media as a trusted 

source of information in this social networking dispensation. This provides interesting 

insights in that traditional media is still accessed and furthermore trusted for political 

information by the electorate despite the uptake of SNS for political communication 

by the political elite. In this era of fake news which is largely propagated by the 

widespread use of SNS as a source of information, traditional media is poised as the 

true source of news and information. 

 

Objective two: To determine the role SNS played in the TNA campaign. 

Respondents in the study cited that they used their preferred SNS to engage in 

discussions or debates at 51 percent of total respondents sampled. This corresponds 

with Obare (2013) where respondents cited using SNS to engage in discussions about 

the political party manifestos and putting politicians to task about their ideas. Findings 
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from Wasswa (2013) indicated that political decisions were reinforced by social 

media messages that respondents came across. This correlates with the findings that 

indicate respondents were attracted to the policies at 58 percent, irrespective of the 

presidential candidate they voted for and were further influenced by messages 

communicated by their political party and candidates through SNS at 43 percent.  

From the interview findings, SNS played a role in identifying Team Uhuru who were 

heavy consumers of TNAs messages online. Team Uhuru was then used to mobilize 

on the ground support for the political party and its candidate. Further to this, having 

Uhuru Kenyatta, the presidential candidate tweet for himself creating an interpersonal 

relationship (albeit online) that personalized TNA campaign messages thereby 

reinforcing decisions by the electorate. 

The findings clearly demonstrate that Habermas’ (1991) public sphere theory is fully 

operational and relevant albeit now moved from the normative to the virtual sphere. 

Public Sphere theory maybe from the 18
th

 Century but SNSs have shown its relevance 

in the 21
st
 Century in that issues discussed online are being used by campaigns 

strategists to tailor their messages and party manifestos to meet the needs of the 

electorate. This came out clearly during the interview that through online interactions 

with the electorate where the needs were brought out, TNA was able to put together a 

manifesto which reflected the needs as communicated to them by the public. From 

these engagements, TNA came up with the ideology to build 5 stadia to boost sports 

across the country, tailoring a fund for the elderly, widowed and orphaned to get a 

monthly pay cheque for their daily upkeep and finally the laptops for lower primary 

schools. Through the Baraza meetings TNA employed the bottom up approach of 

communication to further understand the electorates’ needs. Therefore, the findings 

Daystar University Repository

Library Archives Copy



 

68 

 

show that public sphere both online and the normative were utilized by TNA in their 

campaigns.  

Further to this, findings from the interviews indicated that TNA relied on SNS to 

engage the electorate in the issues that mattered to them instead of embracing the old 

fashioned top down approach they instead took bottom up approach taking time to 

listen first. TNA used Facebook and Twitter to reach their primary target audience 

that is, 18 to 35 years’ age bracket. They introduced their candidate on SNS for the 

first time before launching the party and its manifesto several months later. The above 

gives credence to the relevance and transformation of the public sphere theory in the 

21
st
 Century. The SNSs have created a ‘new public sphere’ where citizens are able to 

discuss issues, political and otherwise and make their voices heard as demonstrated by 

the study further reinforcing the proposal that SNSs are a form of online public sphere 

that meets the requirements for a successful democratic liberation (Robertsona, 

Vatrapub, & Medina, 2010).  

 

Another interviewee indicated that in 2011, they used SNS to build the brand of the 

party and the potential flag bearer, Uhuru Kenyatta who was then the Finance 

Minister. Through Facebook, Twitter, YouTube to start the conversation online with 

the younger target audience and sub forums like Wazua, Mashada and Nipashe to get 

the older folk ‘Internet veterans’ discussing the possibility of Uhuru Kenyatta running 

for the top seat thus creating an internet buzz. 
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Objective 3: To investigate how TNA mobilized the electorate translating 

online support into actual votes 

The findings showed that SNS debates did not influence or attract voters all the way 

to the ballot box. The findings did however, show that respondents related well to the 

campaign messages and the policies of the candidates. The messages and the policies 

delivered the votes for the National Alliance and not the various debates that were 

going on online either by TNA supporters or by the CORD coalition opposition.  The 

interviewees further indicated that they relied on the traction that Facebook enjoyed, 

to engage with potential supporters online – this was their first SNS site. Through the 

two SNS that is Facebook and Twitter, TNA was able to keep their audience informed 

and engaged throughout the campaign period aside from all the noise or debates about 

land and ICC cases. This was also done through sending out bulk text messages to 

their audiences. The findings on use of Facebook and text messages correlate with 

Ndavula, Mberia, and Mwangi (2015). 

Further to this, through the constant engagement TNA was able to channel the ‘heavy 

consumers’ of their message to another portal where they were recruited as volunteers 

for the campaign machinery. The volunteers were then organized by the field 

operations team thereby mobilizing on the ground support through interpersonal 

networks. It is important to note that TNA also targeted and further mobilized the 

older generation not on SNSs; this was done through radio and TV (traditional media) 

to get the message out. Through the conventional means and on the ground networks 

facilitated by correspondent journalists, TNA was able to use church groups, farmers’ 

association and village caucuses to spread their message to the older generation as 

well as get buy in through adopting a bottom up communication approach.  
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The above findings dispute Metzgar and Maruggi (2009) who stated that SNS are just 

tools that cannot replace the message or strategy. It provides evidence that further to 

driving discussions SNSs (Facebook, Twitter, and YouTube) actually increased 

participation and outcomes. However, because SNSs are just tools, the political party 

or candidate need to have a solid message and strategy that is grassroot mobilization 

to convince the electorate and further get them to vote. Thus the findings also agree 

with Metzgar and Maruggi (2009), in that SNSs are useful in facilitating the 

distribution of the campaign message and offered a mechanism for engagement for 

those who were moved by the message.  

The interview further revealed that TNA translated the online volunteers who engaged 

with them on Facebook and Twitter to actual on the ground volunteers who were then 

organized by the Field operations team to mobilize the electorate to attend grass roots 

meetings such as the next political rally or baraza through interpersonal channels. 

Further to this, TNA also used correspondent journalists across the country to spread 

the word about TNA and by extension Jubilee Alliance activities. 

Conclusion 

This research has examined the role of social media in Kenya’s 2013 election 

specifically looking at The National Alliance campaign strategy. The study has 

established that SNSs played a huge role in the TNA campaign to create awareness 

and to engage the electorate. SNSs on their own were not enough, TNA further went 

ahead to convert the online support and engagement into a grass roots network. This 

was done by enrolling the early majority as volunteers christened Team Uhuru, who 

mobilized the electorate to participate in political rallies and barazas and further to 

come out and vote on March 4
th

, 2013. 
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The study has also highlighted that traditional media is still relevant and useful in the 

dissemination of political messages. SNSs were used to target the young voters 

between the ages of 18 and 35 years while the older voter block was reached through 

traditional media and bulk text messages. The study clearly shows that respondents of 

35 years and above rely on TV, Radio and Print for their news and political analysis. 

It is important to note the place of research in communication interventions, TNA 

hired BTP Advisers who conducted research to gauge the mood of the electorate 

towards Uhuru Kenyatta and to further use the international media to paint a positive 

picture of the Presidential candidate to those who would be his peers; other world 

leaders. These research findings then informed the campaign strategy and the 

messages TNA (and by extension Jubilee Alliance) put out to international and local 

press. Through the findings, the political outfit, the Jubilee Alliance was able to 

rebrand the Uhuruto duo as a dynamic, young team ready to take Kenya into a 

different dispensation of leadership.  

 

While this study may not be representative of how SNSs are used collectively in the 

democratic processes, it however provides an insight on the strengths of new media as 

well as its capabilities in building online support which can be translated into on the 

ground support with proper strategy and tactics employed. It clearly reinforces SNSs 

as platforms that can be exploited for political communication and mobilization and 

further places traditional media as a relevant communication platform in the SNS 

dispensation. The two cannot be used exclusive of each other.  
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Recommendations 

The following are recommendations of the study: 

1. Political parties and aspirants while embracing SNS as a formal tool of 

communication should incorporate research into their strategy and use the findings to 

craft political messages that will endear them to the electorate. 

2. The popular SNSs according to this study are Facebook, Twitter and WhatsApp these 

cut across age groups. However, in order to reach potential voters of all age groups, 

political parties and aspirants need to segment their audiences according to their 

preferred SNSs and further have specific messages for each of these groups given the 

different features that the new SNSs offer.  

3. Respondents aged between 18 and 25 years and a small cluster of 25 years and above 

cited other SNS platforms as those they frequent the most such as WhatsApp, 

Instagram, Telegram and SnapChat. These platforms were not as popular and some 

nonexistent in 2013. They have created new avenues that can be used for 

disseminating political messages to these age groups. Other features such as Facebook 

Live that have also become popular can be used to give live updates of campaign 

activities and news about their preferred aspirants to the electorate. 

4. Political parties and aspirants should take time to listen to the needs of the electorate 

and tailor their messages accordingly. TNA embraced bottom up communication as a 

method of reaching out to the electorate to understand their needs and tailor the 

Jubilee Alliance manifesto to cater to these needs. This made their messages all the 

more popular because they reflected the needs of the people.  
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Areas for further Research 

1. This study looked at the role of SNS in the TNA campaign strategy in 2013 with the 

respondents being derived from an urban populace that is Nairobi County, it would be 

interesting to find out if and how Kenyans in peri urban areas utilize SNS during any 

campaign period. 

2. Since the study looked specifically at TNA’s campaign strategy that aided the party to 

win the presidency in 2013, a similar study can be done examining the use of SNS in 

the other electoral races such as senatorial campaigns, legislative campaigns or 

gubernatorial campaigns. 

3. Whether or not SNS can be used to mobilize support and funding is also an avenue 

that can be looked into. Kenya is currently in election mode even before the official 

campaign period commences, it would be prudent to find out if aspirants shall 

successfully use SNS to mobilize the electorate to give funds and support their 

candidates especially those running under new political outfits or independently.  

Daystar University Repository

Library Archives Copy



 

74 

 

REFERENCES 

Albarran, A. B. (Ed.). (2013). The social media industries. New York, USA: Routledge. 

 

Al-Ghaith, W. (2015, August). Applying the Technology Acceptance Model to understand 

Social Networking Sites (SNS) usage: Impact of perceived social capital. 

International Journal of Computer Science and Information Technology 7 (4) 105-

117. 

 

Al-Rahimi, W. M., Othman, M. S., & Musa, M. A. (2013, November). Using TAM model to 

measure the use of Social Media for Collaborative Learning. International Journal of 

Engineering Trends and Technology, 5 (2) 90-95. 

 

Amosin, A. B. (2017). Jürgen Habermas’s theory of the public sphere and its transformation 

in the 21st Century (Unpublished bachelor of philosophy thesis). University of Santo 

Tomas, Manila, Philippines.  

 

Bloggers Association of Kenya. (2016). State of the Internet in Kenya report 2016. Nairobi, 

Kenya: Bloggers Association of Kenya 

 

Boyd, D. M., & Ellison, N. B. (2007, October). Social network sites: Definition, history and 

scholarship. Journal of Computer Mediated Communication, 13(1), 210–230. 

CORD Manifesto hashtags on twitter. Retrieved May 5, 2015 from 

https://twitter.com/search?q=%23CORDmanifesto&src=typd  

Cogburn, D. L., & Espinoza-Vasquez, F. K. (2011). From networked nominee to networked 

nation: examining the impact of Web 2.0 and social media on political participation 

and civic engagement in the 2008 Obama campaign. Journal of Political Marketing, 

10(1-2), 189-213. 

Communications Authority of Kenya (CA). (2017). Quarterly sector statistics report: 4th 

Quarter 2016/2017. Nairobi, Kenya: C.A. 

Communications Authority of Kenya. (2013). Quarterly sector statistics report: 2
nd

 Quarter 

2012/2013. Nairobi, Kenya: C.A. 

Communications Authority of Kenya. (2011). Quarterly sector statistics report 3rd and 4th 

Quarter 2010/2011. Nairobi, Kenya: C.A. 

Daily Nation. (2012, July 4) Musicians charged with hate speech. Retrieved April 29, 2015 

from http://www.nation.co.ke/news/politics/Musicians-charged-with-hate-

speech/1064-1444008-106cflu/index.html 

Davis, F. D. (1989). Perceived usefulness, perceived ease of use, and user acceptance of 

information technology. MIS Quarterly 13 (3) 319-339,  

 

Dewey, C. (2013). Kenyans mock foreign media coverage on Twitter. Retrieved on September 10, 

2015 from 

https://www.washingtonpost.com/news/worldviews/wp/2013/03/04/kenyans-mock-

foreign-media-coverage-on-twitter/ 

Daystar University Repository

Library Archives Copy



 

75 

 

Facebook likes definition. Retrieved April 30, 2017 from 

https://www.facebook.com/help/452446998120360/ 

Fitton, L., Hussain, A., & Leaning, B. (2014). Twitter for dummies. Hoboken, New Jersey:   

John Wiley & Sons. 

Gathigi, G. (2013). Likes and votes: Social media following is a terrible way to judge 

political contest. Retrieved May 5, 2015 from http://internewskenya.org/blog/?p=143  

Gerodimos, R., & Justinussen, J. (2014, November). Obama’s 2012 Facebook Campaign: 

Political Communication in the Age of the Like Button. Journal of Information 

Technology and Politics, 12(2), 113-132. 

 

Goldstein, J., & Rotich, J. (2008). Digitally networked technology in Kenya’s 2007–2008 

post-election crisis: Internet and democracy case study series. Berkman Center 

Research Publication, 9, 2-10. 

MyUhuruKenyatta, (2013, March 4th). Go out and vote. Vote peacefully. God bless you all. 

Retrieved from https://www.facebook.com/myuhurukenyatta/?fref=ts  

Habermas, J. (1991). The structural transformation of the public sphere: An inquiry into a 

category of bourgeois society. Cambridge, MA: Massachusetts Institute of 

Technology Press.  

Harfoush, R. (2009). Yes, we did! An inside look at how social media built the Obama brand. 

Berkley, CA: New Riders.  

Jubilee manifesto hashtags on twitter Retrieved May 5, 2015 from 

https://twitter.com/search?q=%23jubileemanifesto&src=typd  

Kaigwa, M., Madung, O., & Costello, S. (2014). Nendo 2014/5 social media trend report. 

Retrieved August 30, 2015 from http://report.nendo.co.ke/  

Kalyango, Y., & Adu-Kumi, B.  (2013, Spring). Impact of social media on political 

mobilization in East and West Africa. Global Media Journal, 12(22), 1-20. 

#KenyaDecides hashtag mentioned 55,000+ times on election day. Retreived May 5, 2014 

from http://www.oafrica.com/statistics/kenyadecides-hashtag-mentioned-55000-

times-on-election-day/  

Kombo, D. K., & Tromp, D. L. (2014). Proposal and thesis writing: An introduction. 

Nairobi, Kenya: Paulines Publications Africa. 

Kothari, C. R. (2004). Research methodology: Methods and techniques (2nd ed.). New Delhi, 

India: New Age International Publishers 

Kumar, R. (2005).  Research methodology: A step-by-step guide for beginners. London, UK: 

Sage Publications. 

Lakew, G. (2013). Development media: Challenges and attempts. In C. Onwumechili & I. 

Ndolo (Eds.). Re-imagining development communication in Africa 17-132. Plymouth, 

UK: Lexington Books 

Daystar University Repository

Library Archives Copy

http://www.google.co.ke/search?tbo=p&tbm=bks&q=inauthor:%22Rahaf+Harfoush%22


 

76 

 

Lemeshow, S., & Levy, P. S. (2013). Sampling of populations: Methods and applications. 

Hoboken, New Jersey:   John Wiley & Sons 

Lipschultz, J. H. (2014). Social media communication: Concepts, practices, data, law and 

ethics. New York, New York: Routledge. 

Lutz, M. (2009). The social pulpit: Barack Obama’s social media toolkit. Edelman. Retrieved 

31 October, 2014 from 

http://cyber.law.harvard.edu/sites/cyber.law.harvard.edu/files/Social%20Pulpit%20-

%20Barack%20Obamas%20Social%20Media%20Toolkit%201.09.pdf  

Lusike, L. M. (2014). Negotiating new media platforms. TripleC, 12(1), 328-341. 

Media brands ratings on Facebook. Retrieved May 5, 2015 from 

http://www.socialbakers.com/facebook-statistics/kenya#  

Mefalopulos, P., & Kamlongera, C. (2004). Participatory communication strategy design: A 

handbook (2nd ed.). Rome, Italy: SADC Centre of Communication for Development. 

Metzgar, E., & Maruggi, A. (2009, Spring/Summer). Social media and the 2008 U.S. 

Presidential election. Journal of New Communications Research, IV(I), pp. 142-165. 

Moderate Kenyan.  (2012). Unnecessary noise.  Retrieved April 29, 2015 from 

https://moderatekenyan.wordpress.com/2012/06/23/unnecessary-noise/  

Monte, L. (2009). The social pulpit: Barack Obama’s social media toolkit. USA: Edelman. 

Mugenda, O. M., & Mugenda, A. G. (2003). Research methods: Quantitative and qualitative 

approaches. Nairobi, Kenya: African Centre for Technology Studies.  

Ndavula, J. O., Mberia, H. K., & Mwangi, M. K. (2015, July). Online campaign in Kenya: 

Implementing the Facebook campaign in the 2013 general elections. International 

Journal of Education and Research, 3(7), 255-266. 

Ndavula, J. O., & Mueni, J. (2014, August).  New media and political marketing in Kenya: 

The case of 2013 general elections. International Journal of Arts and Commerce, 3(6), 

69-84. 

Noor Al-Deen, H. S., & Hendricks, J. A. (2012). Social media: Usage and impact. Plymouth, 

UK: Lexington Books. 

Obare, M. A. (2013). The role of social media as a political campaign tool: the case of 2013 

Kenya general elections (Unpublished master’s thesis). University of Nairobi, 

Nairobi, Kenya. 

Odinga, C. (2013). Use of new media during the Kenya elections (Unpublished master’s 

thesis). Uppsala University, Uppsala, Sweden. 

O’Reilly, T. (2005). What is Web 2.0: Design patterns and business models for the next 

generation of software. Retrieved from http://oreilly.com/web2/archive/what-is-web-

20.html 

Daystar University Repository

Library Archives Copy



 

77 

 

Rainie, L., & Smith, A. (2008, June). Report on the Internet and the 2008 election: Science & 

Tech. Washington DC, USA: Pew Research Center. Retrieved June 20, 2016 from 

http://www.pewinternet.org/2008/06/15/the-internet-and-the-2008-election/  

Retweets definition. Retrieved April 30, 2017 from https://support.twitter.com/articles/77606  

Robertsona, S. P., Vatrapub, R. K., & Medina, R. (2010). Off the wall political discourse: 

Facebook use in the 2008 U.S. presidential election. Information Polity, 15,11–31. 

IOS Press. 

Standard Group Ltd. (2015). Media rate card. Nairobi, Kenya: Standard 

Group. 

Storck, M. (2011). The role of social media in political mobilisation: A case study of the 

January 2011 Egyptian uprising (Unpublished master’s thesis). University of St 

Andrews. Fife, Scotland. 

 

Turnbull, J. (Ed.). (2010). Oxford advanced learner's dictionary (8
th

 ed.). Oxford, UK: 

Oxford University Press. 

Wasswa, H. W. (2013). The role of social media in the 2013 presidential election campaigns 

in Kenya (Unpublished master’s thesis). University of Nairobi, Nairobi, Kenya. 

Weber, A. (2014). Manual on hate speech. Brussels, Belgium: Council of 

Europe. 

Windeck, F. (2010). Political communication in sub-saharan Africa and the role of new 

media. Retrieved June 20, 2016 from www.kas.de/wf/doc/kas_19703-544-2-

30.pdf?100526134006  

White, C. M. (2011). Social media, crisis communication, and emergency management: 

Leveraging Web 2.0 technologies. Boca Raton, FL: CRC Press. 

Yun Li, J (2013) Re-examining the two-step flow of information in the age of digital media: 

The case of the 2012 presidential election in the United States (Unpublished master’s 

thesis). Iowa State University, Iowa, USA. 

 

Daystar University Repository

Library Archives Copy

http://www.pewresearch.org/staff/lee-rainie/
http://www.pewresearch.org/staff/aaron-smith/


 

78 

 

APPENDICES 

Appendix A: Questionnaire 

Introduction 

My name is Maureen Ochieng’. I am a student at Daystar University studying for my 

master’s in Corporate Communication. As part of my research, I’m required to 

distribute questionnaires as well as carry out interviews. You have been chosen as one 

of the interviewees because I believe you have the information I need. The purpose of 

this interview is to give additional information that shall aid my research which seeks 

to investigate the role social media played in Jubilee Alliance strategy to win the 2013 

elections.  

The answers you provide will be treated with confidentiality and we will appreciate 

honest answers. In case of any questions contact me: 

maureenwochieng@daystar.ac.ke or call 0716-717608.  
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PART ONE- Answer all questions 

1. What is your age?  

21-25 years  26-30 years   31-35 years 

36-40 years   41 years and above 

2. What is your occupation?  

 

 

3. Do you have a social media account in any of the social networking sites 

(SNS)? 

Yes     No 

 

 If so, specify: 

 

 

b) Which one of the above stated do you frequent the most? 

 

 

4. What do you use your most preferred social networking site for? 

 

Chatting   Liking photos   Issue based dialogue 

 

News Updates  Others 

 

5. What do you use social networking sites for? (Tick where applicable) 

 

o Seek information  

 

o Communicate with friends  

 

o Post information  

 

o Keep up with trending topics 

 

o Engage in discussions & debates 

 

o Seek new friends 

 

o Networking 

 

o Job seeking 

 

o Others 
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PART TWO: 

6. Did you vote in March 2013? YES    NO 

 

If you answered yes, proceed on with the questionnaire. If you answered no, 

kindly explain why below: 

 

 

 

7. During the 2013 elections, debates were rife in social media. From the ICC 

debate, the Land question, manifestos, the promise of laptops, stadiums and 

many others. Did any of the debates on your favourite social network 

influence your vote? 

YES      NO 

Elaborate 

 

 

 

 

8. How did you first hear about the political party or candidate you voted for? 

 

Through  TV   Radio           Social networking sites? 

 

Specify Channel or Social Networking site:  

 

9. In reference to question 8 above, what specifically attracted you to this 

candidate or political party? 

The tribes in the alliance  the policies          

 

Social media discussions  the campaign messages  

 

ICC debate  Others  

 

Elaborate: 

 

 

 

 

10. Did any of the answers above influence your decision to vote them? 
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11. The question below should only be answered on voluntary basis. The answer 

to this question shall assist the researcher make important inferences. Which 

of the candidates below was your preferred candidate? 

Martha Karua    Uhuru Kenyatta   

Abduba Dida   Musalia Mudavadi 

Prof. Olekiyapi   Peter Kenneth 

Raila Odinga   Paul Muite 

Thank you  
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Appendix B: Interview Guide 

Introduction 

My name is Maureen Ochieng, a student at Daystar University studying for my 

Master’s in Corporate Communication. As part of my research, I’m required to 

distribute questionnaires as well as carry out interviews. You have been chosen as one 

of the interviewees because I believe you have the information I need. The purpose of 

this interview is to give additional information that shall aid my research which seeks 

to investigate the role social media played in Jubilee Alliance strategy to win the 2013 

elections.  

The answers will be treated with confidentiality and we will appreciate honest 

answers. In case of any questions contact me: maureenwochieng@daystar.ac.ke or 

call 0716-717608.  
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INTERVIEW QUESTIONS 

1. When did you join the Jubilee Alliance? 

2. What was your role in the Jubilee Alliance campaign machinery?  

3. What was the mandate of the communications and strategy team? 

Elaborate on the role of each sub department in relation to the whole. 

4. At which point did BTP advisers, UK-based PR firm, come on board the 

Jubilee Alliance campaign? 

5. Jubilee’s Communication strategy targeted the youth between the age 

brackets of 18-30 years old. How did the team come up with this strategy? 

6. How did you go about incorporating those not in this age bracket to buy 

your ideas and eventually vote for you? 

7. In a nutshell, outline the Jubilee Alliance communication strategy.  

8. Were social networking sites incorporated in the communication strategy 

from the beginning? Elaborate. 

9. Which sites did you initially start with and how many likes/followers did 

you amass before the official launch of the manifesto? 

10. Was there a social media team or did you incorporate the services of a 

social media management agency?  

11. If the answer above is yes, tell us more about this agency. If no, how many 

people made up the social media team? 

12. What was the social media strategy used, if any, during the campaign 

period? 

13. Was having the presidential candidate tweet for himself part of the strategy 

to get followers to like your social media pages?  

14. The National Alliance (TNA) and by extension the Jubilee Alliance had a 

heavy social media presence. Would you say that the TNA campaign 

borrowed heavily from Obama ’08 campaign? 

15. If the answer is no, how was this campaign different?  

16. How did Jubilee Alliance translate online support into ground support and 

actual votes? 

17. Did Jubilee Alliance have on-the-ground networks?  
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18. How did these on the ground networks help the campaign? 

19. If you did not have on the ground networks, how did you mobilize voters 

to attend rallies and come out to vote in March, 2013? 

20. Would you say that Jubilee Alliance carried out an issue-based campaign? 

 

Thank you 
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Appendix C: Research Permit 

Nacosti Permit & Letter 
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Nacosti Letter 
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Appendix D: Ethical Approval 

ERB Approval
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UoN Letter of Authority 
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Appendix E: Anti-Plagiarism Report 
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