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ABSTRACT 

The purpose of this study was to assess the effectiveness of communication strategies used 

by select political parties in the Democratic Republic of the Congo (DRC) during the 2018 

general election and the effect of the strategies on electoral performance. The study 

targeted political leaders, national officials, political and communication strategists of the 

People’s Party for Reconstruction and Democracy (PPRD) and Union for Democracy and 

Social Progress (UDPS) political parties in the DRC. The target population was 152 

respondents. Stratified random sampling technique was used in coming up with 61 

respondents and a questionnaire was used to gather the data. The data was presented in 

form of narratives, graphs, charts, frequency distributions, and tables, The study results 

showed that political parties used various communication strategies, where 72.4% 

indicated persuasion, 65.5% indicated grassroots campaigning, 62.1% indicated 

propaganda, 48.3% indicated narrowcasting, while 36.2% indicated micro targeting. The 

communication platform that was mostly employed during campaign was television and 

radios, as indicated by a mean of 3.95; while Facebook was the most common social media 

communication platform, as indicated by a mean of 3.93. The study concludes that political 

parties’ communication strategies have a positive effect on electoral performance in the 

DRC. Further, the study concludes the political parties in the DRC used various strategies, 

including grassroot campaigns, persuasion, micro targeting, and propaganda, during 

campaigns. The study recommends that political parties should not only communicate 

during the election period but should also be accountable to their voters or electoral base 

on a daily basis and that election of communication platforms should be evaluated based 

on user needs and information type. 
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CHAPTER ONE 

INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Politics and communication cannot be separated in a democracy. This is because 

politicians and political parties have to convince the voters on their manifestos and the need 

to vote them in hence the need for effective communication (Khumalo, 2009). However, 

often political parties’ communication strategies are left unchecked and uninterrogated. A 

communication strategy is a vital requirement for every corporate that wants to succeed 

including political parties, who must persuade people to vote for them, improving public 

or voters’ image or marketing their society projects or plans/services (Stromback & Kiousis 

2011). Communication strategies come handy in many areas including when a political 

party or any organization in general needs to enhance the awareness level of the activities 

among the public, bring attention to new initiatives, motivate target audiences to take 

desired action in a given duration or to sustain a given retention level (Simmons, 2004).  

Communication strategies can be used to maximize every opportunity to inform, 

inspire, and motivate supporters. This is done through various channels to effectively 

communicate the intended message to audiences. In this way, the public is convinced of a 

particular party’s manifesto (Khumalo, 2009). Undoubtedly, any political party that wants 

to connect and motivate the public to vote them amidst competition must put more effort 

in communication. Many political parties grapple with the challenge of communicating to 

supporters and voters especially in countries where the media pays more attention to a 

given political side. However, having a good strategy especially when it comes to 

partnering with the media and other channels can really pay off for those seeking to win 
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elections, allowing them to reach more voters with a persuasive message. That is why, a 

strategic communication plan will help ensure that every opportunity is maximized to 

inform, inspire, and motivate the electorate and the public in general through different 

methods (Huckfeldt & Sprague, 2016). 

This is an introduction chapter that gives the background of the study, the problem 

statement of the study, the objectives of the study, the scope and significance of this study. 

It further provides the assumptions, limitations, and delimitations. 

Background to the Study 

Communication Strategies Used by Political Parties 

During election campaigns many political parties use communication as a strategy 

to reach potential supporters and voters. The communication strategies used may directly 

or indirectly be linked to the media among other ways of communication. Communication 

serves many purposes in political campaigns (Koc-Michalska, Lilleker, Surowiec, & 

Baranowski, 2014). For instance, if the party needs to organize meetings there is need for 

communication among the supporters, volunteers, donors, the party members and leaders. 

If the parties need to involve the media in the covering of their activities, then there is need 

to communicate and build a relationship with journalists and editors in media houses and 

to communicate with them on how to best report the party issues, processes, and events 

(Huckfeldt & Sprague, 2016). 

In case the party campaign agenda is to reach as many voters as possible, 

communication is necessary in ensuring voters are contacted either through door-to-door 

interventions, telephone calls, organizing voters’ meetings and building interpersonal 

relationships with the voters. If the party needs to change the mindset of voters by passing 
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information that favors their election campaigns and their candidate, and maybe show their 

competitors as unfavorable, communication will be used in all positioning efforts and in 

branding (Sproule, 2017). 

Communication strategies are crucial as they can provide the difference between 

merely passing information and creating an understanding. The communication strategy is 

used as a guide that provides the right words and actions that will help achieve the 

communication goals (Hastings, 2008). It’s crucial that political parties and their leaders 

have a plan in place that can help in the management, coordination, and implementation of 

the communication strategy. A well implemented communication strategy ensures that 

political parties get the attention of the voters and encourages new members and supporters 

to join the party. A good communication strategy also expands and develops the party and 

ensures that it (the party) gains more power in a competitive environment. It also helps 

build sustainable alliances and improves team spirit and party performance (Oluseyi & 

Sherice, 2019). 

According to Bradshaw and Howard (2018), globally, most of the political parties 

and politicians tend to use the mass communication tools. Several decades back, they used 

oral communication like public speech, radio and textual communication via newspapers, 

pamphlets, posters, among others, and later television and other tools (Wright & Hinson, 

2009). They are changing their communication vehicles from time to time on the basis of 

the availability, convenience and reach (Stieglitz & Dang-Xuan, 2013). Most campaigners 

prefer to keep the message broad in order to attract the most potential voters. A case in 

point is the United States of America (USA) elections in 1988, where the Republican 

candidate, George Bush Sr., used persuasive negative advertising against Democratic 
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candidate, Michael Dukakis. Bush advertised heavily to present his opponent in a bad light 

by using different types of attacks. He presented Dukakis as an ineffective liberal who 

would rather intimidate the defence of the country and let prisoners out of jail. The 

opponent, Dukakis, refuted this attack, but it was too late. George Bush won by 53.9% in 

contrary to Dukakis 46.1% (King, 2013).  

In the USA election of 2008, John McCain originally used a message that focused 

on his patriotism and political experience, "Country First". Later the message was changed 

to shift attention to his role as "The Original Maverick" within the political establishment 

(Arulchelvan, 2014). Barack Obama ran on a consistent, simple message of "change" 

throughout his campaign. The above examples show that if the message is crafted carefully, 

it will assure the candidate of victory at the polls (Arulchelvan, 2014). 

Another case was in Slovakia between Fico and Kiska where Fico used propaganda 

to accuse Fico of extortion and Scientology. However, Kiska simply asked Fico to present 

to the public all the evidence corroborating his allegations which Fico was unable to present 

(Sechny, 2016). This led to Fico's failure in the second round when he got 40.6% while his 

opponent gained almost 60% (59.4%) of the vote (FOCUS, 2014). This is a clear message 

that people, as voters, do not rely only on propaganda but they want to be persuaded 

through facts. 

In Africa, the use of new media as a means of political communication has been on 

the increase as the major parties and some individual politicians have had an online 

presence (Tshibola, 2017). Parties have used propaganda to win votes, for example in 

Zimbabwe, the Zimbabwe African National Union, Patriotic Front (ZANU-PF) always 

portrayed the opposition as traitors and sympathizers to the imperialists who should not be 
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allowed to take over power (Cheeseman 2010). These have all become systemic forms of 

political violence that permeates all spheres of our national life (Suberu, 2007). 

The political communication has evolved in Kenya recording multidimensional 

groups of political minded individuals out to attain state power and keep it (Muhingi, 

Agonga, Mainye, Mongáre, & Maranga, 2015). As such, political parties are to some extent 

tribal outfits that misuse political communication and the media to spew vitriol on the 

opponents (Muhingi et al., 2015). Kenya has been described as a nation that is in perpetual 

mood of campaign (Wanjala, 2002). At all functions from funerals to fundraisings to 

church functions, the misuse of communication and the media by the political elites has 

been witnessed (Wanjala, 2002). It is clear that most political parties in Kenya are guilty 

of not having sound manifestos and thus the misuse of the media during the electoral 

process to cover-up (Muhingi et al., 2015). 

In the Democratic Republic of the Congo (DRC), the media landscape is heavily 

polarized, and its resources unequally distributed across the country. Although there is 

pluralism in the private media, access to public media is unequal (Van der Meer, 

Hameleers, & Kroon, 2020). The Higher Council for Audio-visual and Communication 

(CSAC) is responsible for guaranteeing candidates equal access to airtime for campaigning 

on public media (Tshibola, 2017). Fake news and misinformation are spread through 

Facebook, Twitter, and YouTube, among others, at all key stages of the election process. 

Perhaps this is why the authorities cut off internet access immediately following the 

election, breaching international standards on freedom of expression (Tshibola, 2017). This 

step, coupled with preceding events, reduce the credibility and transparency of the electoral 
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process, hampering the activities of observers and media, and limiting citizens’ access to 

information (Mbaku, 2018). 

Political Parties During Elections 

Political parties undergo changes throughout their existence. New members join, 

others leave, leaders are changed at the headquarters of the parties, resulting in 

restructuration in order to compete for power. A political party seeks to seize power by 

winning elections and holding public offices, that is its main purpose. A political party 

serves to advance/promote its social, political, and economic stands and policies in the 

government (Mukendi, 2014). The party’s primary role is to nominate candidates that will 

represent it in government, actively participate in governance, rally members and 

supporters, act as other parties’ watchdog and is the bonding agent among the party leaders 

(Duverger, 1960). 

There is no one party that can operate on its own; it has to operate in line with the 

existing social, political, micro and macroeconomics (Tshibola, 2017). According to 

Cornelissen (2011), many experts in the academic and professional worlds are of the 

opinion that the success and future of any institution and firm lies critically on how it is 

regarded by its stakeholders. The stakeholders include community members, public, 

customers, shareholders, employees, and investors. Similarly, the future of any political 

party when it comes to gaining and retaining power, depends on how it’s viewed, followed, 

and perceived by the voters and the public (Strom, 1990). 

Thus, a political party’s reputation and image are crucial as these two impacts on 

how people engage with the party (Wolfsfeld & Gadi, 2017). Therefore, whether the 

political party is trying to develop a positive image in the eyes of the people or the political 
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leaders, it must market and advertise itself but more importantly connect with the citizens 

through a well laid down communication strategy (Argenti, 2009). A plan of this 

communication strategy helps give a guide on what the party should do to present itself 

positively to the masses, gain acceptance and ultimately win elections. The political party 

should communicate its message with the intended audience in mind and ensure the 

message is delivered efficiently and effectively (Paget, 2019). 

In the same way, the message of the political party can be efficiently communicated 

if it’s in line with the goals of its intended audience (Shimul, 2013). What this means is 

that before the party comes up with its message, it should understand its audience to ensure 

that the message is communicated in a way that is well-received and understood. This is 

not only true among political parties but also in the corporate world. Furthermore, political 

parties together with their candidates need to know how to present, promote and package 

themselves in a way that appeals to the public (Mukendi, 2014). The packaging and 

presentation in this case goes beyond the way they appear physically, but it also refers to 

how they carry themselves, their body language, facial expressions and the format of the 

speech. The message they pass should also be credible, compassionate, and consistent 

(Mahmood & Rudaina, 2018). 

Politics is a competitive area especially among parties that aim to win elections 

(Greenwald, 2018), but the political activities are often done as a communication 

competition. Notably, for any politician to win elections, they need to communicate 

effectively. They must express themselves clearly, their personality must be warm, and 

their image as portrayed in the media must be positive. This is the only way that such a 
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person will convince others that they are fit to lead and be given the mantle to develop a 

community or a nation (Kaitlyn, 2015). 

The Evolution of the Political Parties in the DRC 

History indicates that since June 30, 1960, when the DRC achieved sovereignty and 

gained its independence from Belgium, its citizens had never experienced democracy in 

which they participated in decision making. This meant that the people were stifled and 

lived under dictatorship (Manin, 2012). Certainly, in the early hours of independence, the 

country had experienced a certain liberalization of the political scene, and political parties 

had been formed, some of them moving from the status of tribal associations to that of 

political parties (Koko, 2016). 

After this ephemeral liberalisation of the political sphere that the DRC experienced 

just after independence, the country subsequently plunged into a deep dark pit of 

totalitarianism from the early 1970s with the Popular Movement of the Revolution (MPR), 

which was the one and only political party that animated the political life of the country, 

later baptized Republic of Zaire. On April 24, 1990, the President, Mobutu Seseseko, 

proclaimed the democratisation of the political sphere which he had dominated for over 

two decades, during a speech in which he instituted a multi-party system and announced 

his withdrawal from the MPR. It was this act that marked the first step towards democracy 

in Zaire which, after the overthrow of the MOBUTU regime by Laurent Désiré KABILA 

and the Alliance of Democratic Forces for the Liberation of Congo (AFDL) in 1997, retook 

the name, the DRC (National Independent Electoral Commission [CENI], 2020). 

After four years as President of the DRC, Laurent DesiréKabila was assassinated, 

and the country was once again plunged into a political crisis. In 2001, immediately 
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following his death, he was succeeded by his son Joseph Kabila Kabange . The new 

President pledged to establish a democratic transition leading the DRC to the adoption of 

a new constitution approved through a referendum in December 2005. This was 

promulgated on February 18, 2006, establishing a semi-presidential regime. Therefore, in 

2006, for the first time in the history of the country, so-called free, democratic, and 

transparent elections were held. The second elections were held in 2011 with the 

participation of a total of 477 political parties (Milios, 2013). 

The latest general elections were held on 30th December 2018, with the participation 

of 599 political parties (CENI, 2018), so as to determine a successor to President Joseph 

Kabila. Félix Tshisekedi of the Union for Democracy and Social Progress defeated 

opposition leader, Martin Fayulu, and Emmanuel Ramazani Shadary, who was supported 

by term-limited outgoing president Joseph Kabila. Fayulu, the runner-up, alleged rigging 

and challenged the election results (Nebe & Bashi, 2020).  

On 19 January 2019, the challenge was dismissed by the Constitutional Court, 

officially making Tshisekedi president-elect. Félix Tshisekedi on 24th January 2019 was 

sworn in as the president. This happened after long delayed and disputed national elections, 

marred by widespread irregularities, voter suppression, violence, and interference from 

armed groups. On 20 May 2019, Tshisekedi reached a deal with the FCC coalition and 

Joseph Kabila, appointing the career civil servant Sylvestre Ilunga as Prime Minister (Nebe 

& Bashi, 2020). 
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People’s Party for Reconstruction and Democracy and Union for Democracy and Social 

Progress 

The People's Party for Reconstruction and Democracy (PPRD) is a political party 

in the DRC (Milios, 2013). The Union for Democracy and Social Progress (UDPS) is a 

modern political party in the DRC (Koko, 2016). At the time of the first democratic 

elections of 2006 in the DRC, the country had 295 political parties. They included the 

UDPS, which emerged in late 1980 from a movement of a group of thirteen 

parliamentarians who rebelled against the MPR, which was evolving into the country as a 

single and unique party (CENI, 2020).  

After a long period of dictatorship under former leader Mobotu Sese Seko’s single-

party rule, parliamentarians, led by Mr. Etienne Tshisekedi Wa Mulumba, initiated an open 

political opposition known as the “Fronde of Thirteen Parliamentarians” by creating the 

UDPS (CENI, 2020). The UDPS is thus one of the major contemporary political parties 

with the lengthiest record of continuous operation in the DRC (Ross, 2017). 

In the same vein, the PPRD, a former rebel component that had its origin in the 

AFDL, became a political party (Koko, 2016). This is the political structure set up since 

2002 by the DRC's former president, Joseph Kabila Kabange, who ruled from January 2001 

to December 2018 (Kiyala, 2019). More than 200 co-founding members signed the act of 

creation of the party, which claims to be centre-left and advocates social democracy 

(Kiyala, 2019). In the 2018 general elections, the PPRD had 52 of the 500 parliament seats 

while UDPS had 32 seats in parliament thus making PPRD the largest party in parliament 

considering the 500 seats were shared among 34 political parties (Milios, 2020). 

Ultimately, in order to win elections, political parties have to develop strategies to define 
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the decision-making system. The most important of these strategies is undeniably the 

communication strategy (Mwamba, 2012).  

The UDPS and PPRD’s communication strategies, as for any other political party, 

have been established from the parties’ strategic plans and are set to assisting these parties 

achieve and maintain power as their main goal, hence, rule public offices after their 

candidates being elected (Bente, 2016). In addition, these parties’ sole communication 

objectives are to appeal to the voting public as well as a great capacity to mobilize the 

electorate, consequently, attract or grab the attention of the masses and increase the number 

of militants or sympathizers especially during the election campaign (Kiyala, 2019). 

Hence, PPRD and UDPS have planned to achieve these objectives by coming up and 

implementing notable messages and activities (Ogunnoiki, 2019). Some of these activities 

include providing timely and effective communication to the public and party members, 

embracing modern communication methods such as the use of websites, social media, and 

the provision of opportunities to the public to give feedback and to communicate their 

needs through forums, meetings, and open days (Koko, 2016). 

The main focus of this study will be on PPRD and UDPS which are the oldest and 

biggest parties in DRC (CENI, 2020). The PPRD has remained the largest party in 

parliament and was the party of former president Joseph Kabila (CENI, 2020). The UDPS 

is also one of the major contemporary political parties in the DRC together with the PPRD, 

having their largest presence in all the 26 provinces in the country. The party (UDPS) has 

the lengthiest record of continuous operation in the DRC (CENI, 2020). The focus of the 

study was the 2018 general election which was the most recent elections in the country and 

was held on 30th December 2018. The election was to elect a successor to President Joseph 
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Kabila, as well as fill the 500 seats of National Assembly and 715 elective seats of the 26 

provincial assemblies. In the 2018 general election, the PPRD won the majority of the seats 

50 against the UDPS with 32 but the UDPS formed the government with Félix Tshisekedi 

being the president in year 2019 (CENI, 2020).  

Statement of the Problem 

Politicians have used different communication strategies such as micro targeting, 

narrowcasting, propaganda, persuasion, and grassroots campaigning so as to enable them 

win elections. However, there has not been a particular communication strategy which has 

been documented as being a surety of enabling a candidate wins an election (Mahmood & 

Rudaina, 2018). Despite of several the studies that have been conducted on communication 

strategies, few have focussed on the effectiveness of communication strategies used in 

political communication and, in particular, in the DRC. For instance, Bente (2016) focused 

on the role of social media logic and political communication in Norway. It was noted that 

social media was being used as a new communication and information distribution channel. 

However, the study focused on the role of social media in provision of a political platform 

and left out the aspects of communication strategies in elections. 

Additionally, Okigbo and Onoja (2017) focused on strategic political 

communication in Africa and noted that it significantly contributed to political and 

economic development in Africa. However, the above study didn’t address the issues of 

the communication strategies used by political parties during campaigns. Having a 

communication strategy and ensuring that it is well implemented helps the political parties 

get the attention of the voters, encourage new members and supporters to join the party. 
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However, this has not always been the case as many political parties fail to communicate 

effectively (Yankem, 2015).  

It has been established that sometimes, politicians do not follow nor have a proper 

communication strategy to implement during an election campaign in the DRC. The result 

is the interpretation of the message differently among the recipients (Frere, 2017). In 

addition, there is evidence that there were good candidates, with good society projects but 

failed at being elected because of poor or lack of good communication strategies 

(Dieudonne, 2014). The current study is thus timely to fill the research gap that exist in the 

assessment of the effectiveness of communication strategies used by select political parties 

in the DRC during the 2018 general election and their effect on electoral performance. 

Purpose of the Study 

The purpose of this study was to assess the effectiveness of communication 

strategies used by select political parties in DRC during the 2018 general election and the 

effect of the strategies on electoral performance. 

Objectives of the Study 

1. To determine the political parties’ communication strategies used during election 

in the DRC. 

2. To examine the communication platforms used by political parties during elections 

in the DRC. 

3. To examine the effect of political parties’ communication strategies on electoral 

performance in the DRC.  
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4. To determine the best practice in enhancing effective communication for political 

parties during elections in the DRC. 

Research Questions 

1. What political parties’ communication strategies were used during election in the 

DRC? 

2. What were the communication platforms used by political parties during elections 

in the DRC? 

3. What was the effect of political parties’ communication strategies on electoral 

performance in the DRC? 

4. What were the best practices in enhancing effective communication for political 

parties during elections in the DRC? 

Justification for the Study 

Politicians sometimes fail to communicate effectively to their publics and the 

electorate. That is why there have been criticisms from voters who do not find themselves 

in the communications of political parties and their politicians (Dahlgren, 2005). They, the 

politicians, tend to forget that communicating effectively will not only help them win 

elections but also build their image to voters in the long run so that they can remain 

competitive and enjoy reigning for a long time (Koko, 2016). The assessment will encircle 

the PPRD and UDPS communication strategy regarding the messaging, timing, target 

audience, channels used as well as handling of feedback among others. The findings are 

then expected to inform the effective implementation of the PPRD and UDPS 

communication strategies during future electoral seasons.  
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Significance of the Study 

The findings of the study would help other political parties review their existing 

strategies and improve their communication in order to communicate effectively with their 

audience. Similarly, the study results could help in the revaluation of the existing 

communication strategies such that they can be improved to ensure the politicians are seen 

in positive light by the public. This is even more important as it would enhance political 

performance in communication as well as increase opportunities for communicators in the 

arena of politics. 

Political actors would employ communication strategies suggested in this study in 

ushering change through the country’s management, gain the public’s trust, and ultimately 

win elections. The results and recommendations of the study would be critical for DRC’s 

political parties’ effective communication.  

The results would also be a great contribution to the available literature on politics 

and specifically political communication strategy. The findings would help academicians 

and researchers who want to focus in the area of political communication and thus form a 

reference material for future researchers who wish to undertake a similar topic in their 

studies. 

Assumptions of the Study 

The study assumed that the researcher would be able to meet political leaders, 

national officials, and political and communication strategists of these political parties. It 

was also assumed that the respondents would be honest in their responses or interactions 

with the researcher and that they would provide documentation about communication 

strategies adopted by political parties. 
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The study also assumed that PPRD and UDPS officials and communication experts 

would understand what communication strategies were and that they had embedded them 

in their campaigns and while communicating with their voters. Thus, the researcher would 

be able to obtain the data required for the study from the selected political Congolese 

parties and their leaders. 

Scope of the Study 

This study specifically focused on the effectiveness of political parties’ 

communication strategies in electoral performance during the 2018 elections. The select 

political parties in the DRC were PPRD and UDPS. The 2018 presidential electoral 

campaign was used because it was the latest elections organised in the country so far. The 

population for this study comprised the political leaders, national officials, and the branch 

officials of the PPRD and UDPS political parties in the DRC. This comprised of 52 political 

leaders from PPRD and 32 from UDPS who won the 2018 legislative elections, 68 political 

and communication strategists in the headquarters from the two political parties.  

Limitations and Delimitations of the Study 

Some of the respondents did not share information regarding the strategies they 

used to win elections as they viewed the information to be confidential and would be used 

by their competitors against them. However, the researcher assured them of confidentiality 

of the information they gave and assured them that the information was meant for academic 

purposes. 

 The researcher encountered some difficulties obtaining appointments for interviews 

with executives, leaders, and managers of the selected political parties; some institutions 

and agencies concerned, given their busy schedules, which caused some delay in the 
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drafting of the study. To ensure that the researcher obtained the necessary information from 

the interviewees, there was a prior plan/schedule of the interviews at their convenient time 

and place. 

 Finally, the DRC is a young democracy, and some political parties are young, thus 

their strategies would not be fully developed or documented. To counter this limitation, the 

researcher only focused on the two large political parties in DRC so as to gather detailed 

information in regard to the strategies. 

Definition of Terms 

Communication strategy: Cornelissen (2008) defined a communication strategy as 

the formulation of a desired position for the organization (or an institution, political party, 

association) on how it would like to be seen by the public based on how it is currently 

viewed. In this study, this term referred to a plan of communication that assists political 

parties such as PPRD and UDPS decide on the how, what, and who should communicate 

in order to achieve power.  

Politics: Activities that have to do with the governance of a given area or location. 

It is characterised by group decision making and the election of persons who are to govern 

others in a state or community (Mukendi, 2014). Politics in this case were the campaign 

that took place in 2018 at the DRC. 

Political leader: This is an active person in political party; he or she is a campaigner, 

candidate, nominee, a politician who is running for public office. A political leader is a 

symbol of power as he or she is able to influence others to perform some actions that they 

would not have done were it not for the control subjected on them by the leader (Blondel, 

1987). Political leaders in this study were the leaders at PPRD and UDPS political parties. 
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Political party: A group of people with similar ideologies, political opinions and 

goals that are after the public votes to help their chosen candidates are elected to public 

positions (Duverger, 1960). A political party fields candidates for elections, in an attempt, 

to get them elected and thereby implement the party's agenda. Political parties in this study 

were the two big political parties in the DRC namely, PPRD and UDPS.  

Summary 

The chapter has given the introduction and background to the problem of the 

research. It has identified the research gap in issues related to the effectiveness of political 

parties’ communication strategies in electoral performance during the 2018 presidential 

election in DRC. This chapter has also presented the study objectives, the study’s research 

questions, significance and justification of the research, the assumptions made and the 

scope of this research. The delimitations and limitations of this research, definition of terms 

and lastly the summary was undertaken. The next chapter reviews the literature relevant to 

the study. 

. 
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CHAPTER TWO 

LITERATURE REVIEW 

Introduction 

This chapter covers review of relevant theories and general literature on 

communication strategies used by political parties during elections. The chapter finally 

reviews the empirical evidence on the key concepts of the study. 

Theoretical Framework 

There are several theories informing the study of communication strategies used by 

political parties. These include systems theory of communication, cognitive dissonance 

theory, the theory of the public sphere, expectancy theory and persuasion theory among 

others. This study was anchored on the persuasion theory since it involves the use of verbal 

messages to influence attitudes and behaviour of the audience such as the voters. 

Persuasion Theory 

Persuasion theory of communication began in earnest during World War II in, an 

attempt, to determine the effects of war-time propaganda (Hovland, Lumsdaine, & 

Sheffield, 1949). This was followed by a period of intensive experimental research at Yale 

University in the 1950s under the direction of Carl Hovland (Hovland, Janis & Kelley, 

1953). Persuasive communication is multi-disciplined and is a process that uses verbal 

messages to influence attitudes and behaviours and, through a process of reasoning, 

modifies or changes the response (Ajzen, 1992). Persuasive theory involves the use of 

verbal messages to influence attitudes and behaviour of the audience such as the voters. 

Two of the goals of human communication are to be understood and to be believed, and in 

persuasive communication, both, of these acts are fulfilled. The rational model of 
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persuasion is based on the idea that people behave in predictable ways based on their beliefs 

and values (Chaiken, 2010).  

Although the context of persuasion must necessarily be considered, the verbal 

message, designed to sway the hearts and minds of the receivers, is at the core of persuasive 

communication (Petty & Cacioppo, 2006). Through a process of reasoning, the message 

exerts its influence by force of the arguments it contains. People can be induced to behave 

in a prescribed way by offering a sizable reward for compliance or by threatening severe 

punishment for non-compliance (O’Keefe, 2002). This strategy of change can be very 

effective in producing the desired behaviour, but its effectiveness is contingent on 

supervision and has few lasting effects on beliefs or attitudes.  

Enduring attitude change by means of coercion is more likely in the context of total 

institutions, such as prisons, mental hospitals, or prisoner-of-war camps (Chaiken, 2010). 

Situations of this kind enable control over many aspects of an individual’s life for an 

extended period of time. Even here, however, enduring attitude change is difficult to obtain 

and often fades after release from the institution (Petty & Cacioppo, 2006). Another way 

of trying to avoid resistance to change involves the use of conditioning procedures.  It has 

been argued that attitudes can be changed by means of classical conditioning and that 

behavior can be influenced through the systematic use of reinforcements in an instrumental 

conditional paradigm (Chaiken, 2010).   

A major critique of Persuasion theory is that it does not accept the distinction 

between cues and arguments that has been instrumental to the dual process models; rather, 

it suggests that all information relative to the source such as credibility, the message such 

as quality of argumentation or the context such as channel modality can be considered 
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evidence that an individual can take into account to reach a conclusion about an issue 

(Smith & Collins, 2009). Further, since persuasion is predominantly utilized in political 

gathering newspapers, social media, radio, and television, those who don’t enjoy these 

tools of communication are less likely to be persuaded and this may pose a challenge to 

politicians (Petty & Cacioppo, 2006).  

Persuasion theory critique is of its inability to produce change via the central route 

to create a message that will originate favorable responses, produce yielding to its 

arguments, and generate impact effects in accordance with the advocated change. 

Arguments contained in a message can be considered effective to the extent that they 

influence the receiver's cognitive structure (Johnson & Eagly, 2006). 

Clearly, such a fine balance demands careful calibration and given individual 

differences in perceptual acuity, may not be achievable in a mass communication context 

(Leydesdorff, 2007). Communication, persuasion, and decision making are based on the 

logic of good reasons and hence the theory was important in informing the voters of the 

best decision that they need to make during elections (Smith & Collins, 2009). Persuasion 

theory has provided a wealth of information detailing when and how people are persuaded 

(Petty & Cacioppo, 2006). The theory has been used in studies by Geers (2018); Henry and 

Ottaviani (2019); Mera (2015); Ziaei, Radfar, and Noori (2020). The theory was applicable 

in this study as it revealed how the politicians can persuade voters to switch their 

preference, convince masses about the needed changes or about the validity of their 

strategies and thus enable them win elections.  
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General Literature Review 

This section focuses on the general literature in regard to the variables of the study 

and also the relationship between the variables. It will specifically outline the literature 

regarding the communication methods used during the election, the communication 

channels used to communicate to their voters and the appropriateness of the 

communication channels used. 

Political Parties’ Communication Strategies Used During Election  

The use of communication strategies among politicians and political parties is 

aimed at ensuring there is proper management of communication and information that can 

help the parties and the individuals reach the political goals they have set up for themselves 

(McNair, 2017). When we consider communication done for the achievement of political 

goals, one must consider the campaigns and strategic political parties’ goals although there 

is the assumption that such systems only have one political goal which is to maximise the 

support they get from the public (Blumler & Kavanagh, 2015). Communication done 

during political campaigns often focuses too much on the candidates and fails to focus on 

the political parties. The media also places too much focus on the candidates and the 

campaign process during their coverage of the political campaigns (Strömbäck & Kiousis, 

2014). The media and the political parties find it easier to effectively communicate when 

they focus more on the party leaders and the candidates than when focusing on the parties 

(Huckfeld & Sprague, 2016). 

Every party has its own strategic goals which mean the primary goals among the 

parties may vary (Strom & Muller, 2010). It is possible to classify political parties into 

three types based on their main goals: policy-seeking, vote-seeking, and office-seeking 
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parties. The vote-seeking parties are different from the other two as their primary goal is 

to get as many votes as possible during elections. They seek to maximise the number of 

votes they can get.  

The parties whose goals fall towards office-seeking goals do not focus on 

maximising their votes but on their control on the existing political office. The policy-

seeking parties primary focus is on maximise their impact on the public policies (Strom & 

Muller, 2010). Looking at the three types of parties’ primary goals, we can conclude that 

the vote-seeking parties put more emphasis on communication during election campaigns 

compared to the other two types of parties since their success is highly influenced by how 

many voters they can reach during their campaigns (Strom & Muller, 2010). 

In the African context, political leaders encourage voters to come out in large 

numbers during election times by use of messages that are meant to encourage them to 

vote. The electioneering process in Africa can be distinguished using the charismatic, client 

list and programmatic appeals (Huckfeldt & Sprague, 2016). Some politicians influence 

voters’ decision by emphasising on given policies which is a programmatic form of appeal 

(Paget, 2019). Nevertheless, almost all politicians seek for the support of the people by 

emphasising on their abilities and intentions to look for the unpopular aspects of policies 

or what we call valence appeals. 

The history of parties and on which side they stand in the political divide impact on 

the issues they claim as theirs and which they emphasis during their political campaigns. 

Many of these politicians, appeal to the voters through gifts that are in form of cash, goods, 

and service delivery. Most of these gifts unfortunately are not the exchange of gifts for 

votes but the politicians use these gifts to impress, flatter and convince the voters of the 
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good deeds of the politicians. This is the reason why in the African politics, we see 

clientelism and public policy are close together (Aspinall & Berenschot, 2019).  

The African political parties together with the politicians have come up with 

national missions that seem to order the political issues in these nations. Some of the 

political candidates that focus on national discourses use these as a way to show their 

credentials and their abilities to be better at governance and delegitimize their rivals who 

were not part of the liberation and struggle in their countries (Ogbar, 2019). The liberations 

and revolutions are on-going and do not seem to have an end which makes nationalism 

have regenerative traits. Other nationalists’ ways used is to emphasis on rival groups threats 

who may be within the country or those outside the country.  

Similarly, African countries are characterised by ethnic conflicts although their 

content may differ from one country to another. Some focus on the ethnical differences 

between people while others express the victimisation subjected on a particular ethnic 

group, yet others communicate the fear some ethic groups have of their rival groups. While 

some focus on compensation, others propose devolution of power, creation of separate 

states, reconciliation while others seek the help of the central government (Glassman, 

Worger, Ambler, & Achebe, 2018). 

In many African countries the press is often seen to support the ruling regime in 

what is referred to as Soviet media model (Khalid, 2018). Although political messages are 

meant to influence the behaviour of the public, they must be communicated through 

channels of communication such as face-to-face contact or mass media to reach the people. 

The politicians and their parties use substantial resources to pass these messages to the 

masses. Campaigns done on the ground may not have been highly highlighted in the past, 
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but their goal is to gain popularity among the people at the grassroots level. Some of the 

parties set up branches at the local levels while others recruit well known and respected 

local actors. The local actors are meant to strategize and plan campaigns in the local areas 

(Jandt, 2017). In Africa, many people are not informed and often rely on the media to 

interpret and make them aware of existing political issues (McClendon & Riedl, 2019). 

A campaign strategy that is gaining popularity is micro targeting. Micro targeting 

seeks to segment voters according to their differences such that internally what results are 

homogenous groups. The political parties then come up with messages that appeal to the 

different voters’ segments (Bennett, 2016). Segmentation can be done considering the 

behaviours, opinions, attitudes, lifestyles, geography, and the demographics of the people. 

The collection of public data helps politicians have an idea on the characteristics of the 

different voters and thus segment them based on this data (Hillygus & Shields, 2008). For 

instance, in the US the existing political parties have data on their public and they use the 

data to micro target and segment voters. As the strategist of President Bush-Sara Taylor 

noted in 2004, we are able to determine on which people to mail on the different issues, 

and the ones that should be ignored (Hillygus & Shields, 2008). 

Another campaign strategy that is becoming more common is narrowcasting. 

Narrowcasting is characterised by increasing the media environment, expanding the 

fragmentation of the audience and the increase in sophistication through voter 

segmentation (Russmann, 2011). Having more media houses means it’s easier to predict 

people preferences and the content they are listening or exposed to. This also means that 

people are able to have preferences and there is more available media content for people to 

choose from. Thus, the campaigns are able to tailor their messages to different and existing 
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groups. This is with the assumptions that the political parties have access to reliable data 

on the public. For narrowcasting and micro targeting to be said to be successful, there must 

be voter segmentation that is sophisticated in nature (Duck & Mullin, 2015). 

There has been an increase in the demand for professional and learned 

communication experts. This is because there are more diverse and fragmented media 

landscapes in terms of the available media houses and the audience (Bennett & Entman, 

2008), and there is also the observation that the behaviour among voters have changed and 

has increasingly been noted to be more volatile and unpredictable since individualisation 

and identifying with given parties has increased (Dalton, 2010). With the increase in the 

voter groups to communicate to, the challenges of reaching them have also risen. This 

means there is need to seek experts and to use strategies in political campaigns that can 

make communication more successful (Gueorguieva, 2014).  

Notably, there has been an improvement in professionalism. This has been due to 

on-going efforts taken up by political parties to improve their campaign strategies and 

methods. Hiring communication experts can help make the process easier and professional. 

Some nations enhance the process by increasing the professionalism and training of 

internal staff (Gibson & Rommele, 2013). Although many political parties are in the 

process of enhancing their professionalism, the professionalism levels across countries still 

differ (Negrine & Lilleker, 2012). Political communication when done strategically is 

meant to reach the goals that are set. It is therefore important to understand the goals and 

objectives of the political parties and the campaigns they set up and there is need to look 

at the campaigns and the political parties as organisations with goals to be met (Iyengar & 

Simon, 2016). 
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Campaigns use similar political concepts that include persuasion, propaganda, and 

grassroots influence. Propaganda refers to the use of communication to the masses that has 

a hidden agenda to manipulate the public to believe in certain actions and ideologies 

(Gibson & Rommele, 2013). Politicians and the government use propaganda to influence 

the public beliefs such that they believe what the government or political parties want them 

to believe. This may be aimed at increasing votes towards a certain candidate or support 

towards certain policies (Jowett & O'donnell, 2018). 

Such messages are proof that there is power in political communication as it can 

change public opinion towards a certain direction. The messages whether communicated 

through speeches, public debates, pamphlets, or media commercials can succeed in 

changing the public opinion. Social media is another communication channel that 

politicians can use to spread their messages and propaganda although in this case the goal 

of the campaign is often clear to the social media users. Social media messages are crafted 

in such a way that they put the politician in good light in an effort to persuade the public to 

support the candidate (Woolley & Howard, 2018). 

Politicians use persuasions to sway their voter’s opinions. Every word and action 

they take is aimed at persuading the voters to elect them and in some instances through the 

use of propaganda (Pratkanis, Pratkanis, & Aronson, 2015). To understand persuasion in 

politics, one must look and understand how politicians use words and symbols to 

communicate. The politicians also emphasise on their competence and credibility so that 

voters are persuade that they are the best candidates to occupy political office (Sproule, 

2017). Voters can also be persuaded using emotions and appearance. Emotions allow the 

politicians to express their views to the voters. The appearance of the politician also is used 
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by voters to form their impression about the politician although the words, symbols, and 

values that the politician claims to hold on to is what leaves a lasting impression on the 

public (Sanders, 2018). 

The emergence of the internet has seen more emphasis on grassroots campaigning. 

This type of campaigning puts the people in control, and they are the ones who are 

spreading the message. It’s a personal campaign method that is decentralised (Pratkanis et 

al., 2015). With the internet, it is now easier for campaign leaders to communicate with 

volunteers and other members but there is a disadvantage of giving a voice to the people at 

the grassroots levels as this means the campaign managers are not in control of the 

messages sent (Levenshus, 2010). This means the managers may not be prepared on how 

to provide answers that they may be asked unexpectedly.  

The comments from the public shared on social media may also be unexpected 

catching the campaign managers and volunteers by surprise. The trust earned through the 

use of this transparency has become an important asset when it comes to campaigns at the 

grass root levels as the campaign managers have also encouraged the staff and volunteers 

to share their experiences and activities at the grassroots through blog posts and videos 

(Levenshus, 2010). 

Today political campaigns are not what they used to be in the past. A few years 

ago, the campaigns were done in terms of speeches, but this quickly changed to the use of 

TVs and radios as a form of campaigning and today the internet and social media are the 

platforms used to communicate political messages. However, the form of communication 

used in these political campaigns is still very similar as it’s in the form of commercial and 

speeches. All these forms of messages communication aim to ensure that the right message 
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is sent to meet the goal of persuading the masses to support a certain political agenda and 

political leader (Gibson & Rommele, 2013).  

The change in political campaigns have been supported by the development of the 

internet and its use in communication as it has allowed a bottom-up approach with the 

people at the grassroots having more capabilities than in other modes of communication. 

The people also now have a voice, and they can better elect the right leaders to public office 

after reviewing the relationship they have built with these leaders at the local levels 

(Dalton, 2010). 

Communication Platforms Used by Political Parties  

Politicians use various communication platforms to communicate to voters 

including the traditional forms of communication and modern ones such as social media 

(Ross & Burger, 2014). Traditional forms of communication such as newspapers, TVs and 

radio helps politicians reach many people at any one time. Even with the emergence of new 

and modern communication channels, traditional mediums such as TV is still being used 

as for many people, they rely on this medium of communication to stay in touch with 

political happenings (Beck, Dalton, Greene, & Huckfeldt, 2002). Television channels have 

been on the rise, and they cater for the different needs of their audience which are 

fragmented. However, TV is still one of the most used channels to communicate political 

happenings despite the coming up of more modern medium of communication. Thus, use 

of advertisements is one of the commonest ways politicians pass their message and also 

persuade voters to vote on election day. If there is a change in the predicted voting pattern, 

there is a conclusion made that advertising for the other party worked (Gibson & Rommele, 

2013). 
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The relationship between citizens, mass media and politicians is different. The 

media plays a role of shaping the politics of the country and the decisions made by the 

people. This role is however affected by the democracy or dictatorial governance in that 

country (Mutsvairo & Karam, 2018). For example, in some countries there are groups that 

forbid their members from watching television which can see the votes go a given direction 

due to such members who are not informed.  

There is need, therefore, to understand issues such as religious affiliations and 

beliefs if one is to gain an understanding of how communication affects politics. In the 

liberal countries that are democratic like the western countries, the media is the watchdog 

that ensures politicians do not abuse power and ensure the Fourth Estate functions well. 

Today citizens are active players in the politicking process unlike the past when they were 

passive players. Citizens can today gather to discuss politics while others share political, 

messages on social media which is why political communication is changing (Mutsvairo 

& Karam, 2018). 

Social media is a tool that has been used to communicate politician’s agendas 

during elections. It is also used to seek support for a given candidate. Some politicians have 

websites and blogs they use to interact with their supporters and drum up support for 

themselves. The speculation that the use of the internet and other online technologies by 

politicians is going to shape the politics of the country in a positive manner should be taken 

with unlimited scepticism (Aspinall & Berenschot, 2019). According to Bratton, Mattes, 

and Gyimah-Boadi (2005), democracy would not hold without political participation. 

There is not enough evidence that the internet and other online strategies are supporting 

more political participation by the citizens.  
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The term democracy when regarded in politics is hard to comprehend as every 

politician and leader claims to be democratic. Social media statistics for the DRC indicates 

that there were four million social media users in the DRC as at January 2021. The number 

of social media users in the country increased by 900 thousand (+29%) between 2020 and 

2021. The number of social media users in the DRC was equivalent to 4.4% of the total 

population in January 2021 (Datareportal, 2021) 

Newspapers are a good channel of communication as the message and vision using 

this channel can be well explained. Many local voters engage with newspapers on a 

consistent basis, which makes newspapers an attractive form of advertisement for 

politicians (Wolfsfeld & Gadi, 2017). Local newspapers provide a good avenue to talk 

about local politics and the happening occurring at the grassroots levels during campaigns 

(Howard, 2015). Most countries especially in the local areas, radio is a popular form of 

communication medium. Many people in remote areas may be unable to access any other 

source of print or electronic media but they can access radio.  

Campaign advertisers often use traditional methods of communication such as 

radio, newspapers, and television to advertise their campaigns (Wolfsfeld & Gadi, 2017). 

Social media allows people to communicate and share information without boundaries. 

Social media also allows people from different communities and nations to communicate 

as it eliminates location barriers. Social media also allows for the circulation and publishing 

of information within groups which sees a quick spread of information and at a low cost 

(Ridout, Fowler, & Branstetter, 2012). 

Social media is rapidly becoming very popular around the world during campaigns. 

Wright and Hinson (2009) pointed out those social networks that are mostly used by 
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politicians including Facebook, Twitter, LinkedIn, YouTube, and Blog. As of May 7, 2020, 

there were over 4.55 billion internet users and 1.8 billion websites (World Wide Web 

Foundation, 2020). The use of smart phones to access the internet has already exceeded the 

use of computers since phones are very portable. Thus, internet users can easily access 

social media at any time of day. Furthermore, the number of social media platforms has 

increased with several internet users creating profiles on several sites (World Wide Web 

Foundation, 2020). 

Facebook provides an opportunity that helps politicians communicate better with 

the public. Facebook makes it easy to make a social connection and share information with 

the use of digital mapping (Kittowski, 2015). It was launched in February 2004 and there 

are over 2.49 billion Facebook users worldwide as of May 20, 2020 (World Wide Web 

Foundation, 2020). YouTube was developed in 2005 in the month of February. It is an 

online platform for sharing videos. Users can easily upload and share videos on the 

network. Due to its simplicity in the sharing of video content, the network revolutionized 

video sharing even for large video files. Schwarz (2012) noted that before YouTube it was 

very hard to share a video clip with others. YouTube has more than a billion users 

worldwide. As of May 20, 2020, there was an average of 6.1 billon YouTube views per 

day (World Wide Web Foundation, 2020). 

Twitter, which is a micro-blogging network, allows the sharing of timely data that 

can be found in 280 characters or less of a tweet. It is almost similar to mobile phone 

messaging only that it is found online. Those who use Twitter are able to follow others or 

use hash tags (For example: #Nimbomassacre or #Blacklivesmatter). The hash tags are 

keywords that identify others or relevant information on a topic. In the globe, Twitter is a 
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popular and widely used network. One of the reasons why many like this network is that 

they can easily follow celebrities and other public figures and interact with them 

(Kittowski, 2015). As of May 20, 2020, Twitter service averaged at 360 million active 

users (World Wide Web Foundation, 2020).  

Best Practice in Enhancing Effective Communication  

When looked with a serious angle, election campaigns are just political 

communication. If for instance those campaigns seek to organise, then for organising to 

take place, communication must take place between the leaders, volunteers, and supporters 

(Bimber & Davis, 2013). If we claim that election campaigns are all about enhancing 

alliances between groups that have similar objectives, then communication must occur if 

relationships are to be built and maintained.  

If the campaign is said to be aimed at mobilising supporters, there must be 

communicating if the campaigners are to reach the voters and convince them to support the 

party (Davis, 2017). If we claim campaigns only focus on the covering of politics, 

communication must take place between the mass media and the campaigners to ensure the 

processes, events and issues are presented as expected. In case the campaign aims to come 

into contact with voters, communication must be in existence to reach the voters through 

door-to-door activities, the phone or even social media (Voltmer, 2014). 

In case the campaign is aimed at passing on information and ensuring the 

information among the voters is that which presents the politicians of a particular party as 

favourable and their rivals unfavourable, then there is need for communication to ensure 

the information passing, branding, and positioning done is successful (Voltmer, 2014). 

Advertisement made by political campaigners focus on showing the differences between 
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the candidates and focusing on the good side of the candidate. They are also used to 

communicate the values of the political party and the candidate in an effort to gain the 

support of the voters (Lau & Redlawsk2016). The campaign also hopes to sway the voters 

to vote for a given candidate by creating a positive impression of the candidate on the 

voters’ minds (Negrine & Lilleker, 2012). 

Crispus (2015) explained that mass media as a means of communication can be 

well understood during electoral campaigns. Mass media is a channel of political 

mobilisation in many nations. Social media has come up as a social mobilisation tool too 

due to its diversity and ability to reach a wide area. Some of the popular mass media tools 

used in political mobilization include posters, newspapers, radio, and television (Yankem, 

2015). 

A campaign can be said to be successful if it successfully connects to the voters and 

allows them to understand the role the candidate will play in their lives (Allcott & 

Gentzkow, 2017). In this regard, for political campaigns to be successful, there should be 

available factors that make this happen. Such factors include, but are not limited to 

communication media, communication abilities, credible candidates, political good will 

and positive character and personality of the candidates such that they can influence the 

decision of the voters (Alsamydai & Al kasawneh 2013). The rise of technology has seen 

political leaders use digital communication mediums which are also sophisticated in their 

campaigns (Stieglitz & Dang-Xuan, 2013). Today, the political parties have less members 

and the public is more distrustful and seeking and/or demanding to be part of the political 

process often using digitalised forms of media; this is why the parties and candidates move 

to more digitalised communication tools (Römmele, 2013). 
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Use of online as a medium of communication is now more important than ever. In 

every election held more and more people are relying on the internet to get politics 

information and data and today more campaigners are using the internet to campaign 

(Jackson & Lilleker, 2011). It is prudent to recognise that the internet has not come to 

challenge the existing traditional medium of communication in terms of audience numbers 

but it’s another platform that improves communication. This is supported by the fact that 

most users who seek the internet for political information focus on the online version of 

traditional media to get the information they need (Davis, 2017).  

The internet is very good when it comes to reaching out to others. It also excellent 

when it comes to organising and mobilising supporters. Unfortunately, it is not as efficient 

when it comes to recruiting and reaching out to new and disinterested supporters. It may 

not be effective in reaching out to disinterested supporters since they have already decided 

on the political leader or political party to vote for and hence not easy to persuade them 

(Sproule, 2017). 

Social media is an important medium in communicating political strategies as it 

passes on information on the opinions and policy preferences of the political candidates to 

the public and their supporters (Stieglitz & Dang-Xuan, 2013). Furthermore, the message 

content give insight into the important political issues and how these issues can be resolved. 

A good example is the issue whether contested issues are related to the DRC or should be 

part of the existing debates (Lau & Redlawsk, 2016). Social media as a modern form of 

communication helps bridge barriers such as language barriers and also helps communicate 

to political parties’ supporters who are found in multi-national political regimes (Howard, 

2015). 

Daystar University Repository

Library Archives Copy



36 
 

Social media sites such as Facebook, Twitter, and video sharing sites such as 

YouTube have provided a perfect avenue that politicians can use to interact and reach their 

supporters. They also provide a more personalised image of politicians to the public and 

given an opportunity for parties with minimal resources to campaign and compete with 

those with numerous resources by use of creative and less expensive online strategies 

(Allcott & Gentzkow, 2017). Online interaction has allowed politicians to provide their 

stand on policy issues, plan and communicate events, invite supporters and followers for 

campaigns, hold meetings on Facebook and interact with their supporters anywhere and 

anytime. The short messages used on Twitter also save time and are easy to read compared 

to the use of long messages and posts that such politicians post on their websites and blogs 

(Ross & Bürger, 2014). 

On realising that social media is enhancing political engagement among the 

citizens, many politicians are embracing it as a form of reaching out to the public during 

elections. Some do so by switching on to social media platforms (Hussain, 2016). For 

instance, in the DRC, the government in 2015 sought to oppose protests against the then 

President Joseph Kabila by upholding an internet blackout. This led to big internet and 

telecoms companies including Orange, Airtel, and Vodacom to stop offering their short 

message service and internet services to the public nationwide (Mutsvairo & Karam, 2018).  

Another notable social media restriction happened in Chad where the restrictions were 

extended to the phone and messaging communication during the countries national election 

held in 2016 (Mutsvairo & Karam, 2018).   

Zimbabwe and Uganda have also faced similar restrictions although government 

officials in Zimbabwe denied restricting the use of WhatsApp when the public rioted 
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against the then president Mugabe (Hove & Chenzi, 2018). Ghana despite being a good 

example of a democratic country in Africa, took measures to restrict the use of social media 

before their November 2016 elections with the claim that this was being done to stop the 

passing on of misleading messages that could cause conflict in the country (Clottey 2016). 

Another country that experienced similar restrictions was Cameroon during the 2017 mass 

anti-government protests that were mainly happening in the Anglophone regions 

(Mutsvairo & Karam, 2018). 

Tribe, Personality and Money Effect on Electoral Performance 

Tribalism has been a major stumbling block to democracy as well as socio-

economic development. It affects every sphere of development, from social economic, 

political to educational spheres. In political spheres, tribalism persists since it provides an 

avenue via which state goodies and favours trickle down from those in power to their 

tribesmen (Hagg & Kagwanja, 2007). Therefore, loyalty to tribe is given ever greater 

relevance than loyalty to the country. Tribalism in Africa evolved as a group with unique 

cultural values, beliefs and attitudes that guide their living in the society. The challenge to 

effective electoral performance in Africa is not the prevalence of ethnic diversity, but the 

use of identity politics to promote narrow tribal interests. Most African political parties 

lack such support and are generally manifestos cobbled together with little consultation. 

Tribal groupings thus see themselves as infallible, but parties have to be accountable to the 

people. By stating a vision for the future, political parties provide voters with a way to 

measure their performance (Weisfelder, 2015). 

Personality traits refer to multifaceted, enduring, and internal psychological 

structures that affect electoral performance. The big five model is considered to be a 
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practical, comprehensive and hierarchical model for understanding and studying 

personality traits affecting electoral performance. The acronym OCEAN is used in 

reference to the component’s traits of the big five model which are openness to experience 

(or intellectual culture), conscientiousness (dependability), extraversion (or energy or 

surgency), agreeableness and neuroticism (or emotional stability) traits (Maweu, 2016). 

Openness to experience trait explores factors which include imagination, tolerance 

of a range of values, and appreciation for the voters. Conscientiousness trait covers two 

basic factors: achievement orientation and dependability. Therefore, it assesses the extent 

to which a person is organised, reliable and hardworking. Extraversion trait incorporates 

qualities such as sociability, assertiveness, activity level, and positive emotions among 

those who are more extraverted; while less extraverted people tend to be reserved, less 

energetic and less likely to experience positive feelings. Agreeableness trait pertains to 

interpersonal relationships. It covers the extent to which an individual is friendly, altruistic, 

and flexible when dealing with others. Neuroticism trait refers to the extent to which an 

individual manifests absence or presence of anxiety, depression, and other negative 

feelings (Maweu, 2016). 

Money in politics serves as an expression of free speech and an effective instrument 

for informing voters and building an inclusive society. For others, the unrestrained use of 

money in politics can erode the functioning of democracy as it can lead to excessive 

campaigning, unequal access to power and politicians who are beholden to special interest 

groups (Cotton, 2012). Almost every country with political pluralism has adopted some 

type of political finance regulation ranging from information and disclosure requirements 

to limits on campaign contributions and/or expenditures (Scarrow, 2007). Despite the 
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widespread adoption of spending limits, their impact on the political process has been 

difficult to quantify. Theoretically, campaign spending limits affect the behaviour of both 

incumbent politicians and challengers. Their effects depend on whether incumbents have 

a higher voter disposition, whether their fund-raising efficiency is different, and whether 

they have different campaign spending effectiveness (Pastine & Pastine, 2012). 

Empirical Literature Review 

Guantai (2012) did a case study on how effective political communication was in 

regard to Kenyan social media. The study considered the use of cheaper and easily 

accessible platforms that could influence or sway the decisions of voters. The study used 

quantitative and qualitative data. The study reported that Facebook and Twitter platforms 

were extremely effective in political campaigns and politicians should embrace them more 

and use them more in their campaigns. The study also noted that people were more 

receptive to campaign messages that were more personalised compared to the professional 

ones. This was related to content on Twitter posted by the politicians. The study established 

that politicians that had social media sites had better relationships with their supporters 

compared to those who did not. However, a gap existed as the above study focused on 

effective political communication in regard to Kenyan social media while the present study 

focuses on the effectiveness of political parties’ communication strategies in electoral 

performance. 

Kaitlyn (2015) focused on political communication in a digital age: Tea Party 

Senators backed candidates in the 2010 U. S. Senate elections. This study was empirical in 

nature and the existing literature was reviewed. The study looked at the politicians’ use of 

social media platforms including social networks (Facebook), micro blogs (Twitter), and 
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social video (YouTube), and how they used these medium in their campaigns and 

communication strategies. The study pointed out that networking online especially using 

social media sites has increased among the modern society and has been successfully used 

by politicians to gain more support.  

Since social media is a two-way communication that fosters interaction, it’s vital 

that scholars consider the way politicians utilise social media platforms to gain more 

support and run their campaigns. The study also looked into the issues affecting the use of 

social media such as control and transparency. Nevertheless, a gap existed as the above 

study was a global study and focused on political communication in a digital age while the 

extant study focuses on the effectiveness of political parties’ communication strategies in 

electoral performance. 

Bente (2016) looked at the role social media plays in political communication. The 

study, based in Norway, considered how media actors, political actors and citizens 

communicated on social media during the Norway 2013 elections. The political landscape 

during the elections was characterised by politicians who could bypass the media and 

connect and interact with their supporters through social media especially through 

Facebook. Facebook and Twitter among other social media platforms drive a lot of traffic 

for mass media who are connected; they are also used by journalists to reach the people 

and are sources of political information. Additionally, the study reported that social media 

has given the public new and more convenient ways to distribute, connect and share 

information. Nonetheless, a gap existed as the above study was a global study and focused 

on the role social media plays in political communication and logic while the present study 
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focuses on the effectiveness of political parties’ communication strategies in electoral 

performance. 

Okigbo and Onoja (2017) researched on strategic political communication in Africa 

and found out that in Africa many see politics as something imported from abroad since 

it’s often associated with colonial masters and western ideologies. They noted that the use 

of communication to meet political goals needed strong strategies that are best met by use 

of diligent planning, careful evaluation and implementation which are all important factors 

during the implementation of communication strategies. Some of the noted concepts that 

have to do with political communication include the management of crisis, public opinion, 

internal cohesion, governance, election campaigns and government policies. The study’s 

conclusion indicated that Africa has not embraced strategic communication as a profession 

on its own but there are good prospects for it to be adopted by political parties and 

enterprises.  

Strategic communication in the continent can help in the improved use of the 

existing and modern communication methods to achieve the laid political goals and to 

ensure that Africa develops well both politically and economically. However, a gap existed 

as the above study was a regional study and focused on strategic political communication 

while the contemporary study focuses on the effectiveness of political parties’ 

communication strategies in electoral performance (Okigbo & Onoja, 2017). 

Mbetera’s (2017) study focused on the role played by social media in the 

participatory politics among the University of Nairobi students in Kenya. The data for this 

study was gathered from 385 sampled students. The researcher interviewed key informants 

including political actors, experts and analysed social media pages. The results indicated 
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that social media was a vital platform in enhancing engagement and sharing of political 

information, but its efficiency was pegged on the habits of the individuals who used it. 

Efficacy was determined by the activities that the students engaged in influenced by their 

trust, belief, and trust that what they did would impact on the politicians’ actions and 

activities (Mbetera, 2017) . 

 The research further revealed that the youths made known their policy and political 

stands by use of social media. Thus, social media helped improve their knowledge on 

political happenings and enhanced democracy in Kenya and thus helped impact on political 

behaviour and opinion. Nonetheless, a gap existed as the above study focused on the role 

played by social media in the participatory politics while the current study focuses on the 

effectiveness of political parties’ communication strategies in electoral performance 

(Mbetera, 2017). 

Mahmood and Rudaina (2018) investigated the influence advertising campaigns 

have on the choosing of political candidates for Jordan elections. The data gathering tool 

was a questionnaire. The results indicated that political advertisement helped political 

candidates explain, deliver, and share their views and plans for the voters through the 

existing communication medium. There was an impact of advertisement campaigns, 

through radio, on encouraging voters to participate in elections. The reason behind that is 

that radio provides all information about the candidate and may be repeated often. 

Television advertisement campaigns had the most impact on electoral candidates’ election, 

with street posters having the least impact.  

Political advertisements are still a significant tool for achieving victory in elections. 

Politicians and political parties have to concentrate on publishing trusted messages for 
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voters and take into consideration other factors affecting voter decisions such as family, 

friends and party members. Nevertheless, a gap existed as the above study focused on the 

influence advertising campaigns has on the choosing of political candidates while the 

present study focuses on the effectiveness of political parties’ communication strategies in 

electoral performance (Mahmood & Rudaina, 2018). 

Mutsvairo and Karam (2018) focused on perspectives on political communication 

in Africa with the focus being on Nigeria, Mozambique, Ivory Coast, Zambia, South 

Africa, Rwanda, Uganda, Zimbabwe, Kenya, and Ghana and also compared these with 

other global regions. The study was empirical in nature and past literature was used in this 

case. The study reported that journalists still have a mediating role to play. However, the 

study noted that the political dynamics of the nation and the easy accessibility to the 

internet, have led to citizens to be more active in determining the politics of the country 

and in ensuring the abusers of power are punished or removed from political office. Across 

Africa, social media has been used to enhance support for politicians in electioneering 

periods. Governments have noted the power of social media especially in facilitating the 

active public engagement in politics which has seen some governments regulate the use of 

social media. Nonetheless, a gap existed as the above study focused on perspectives on 

political communication while the present study focuses on the effectiveness of political 

parties’ communication strategies in electoral performance. 

Oluseyi and Sherice (2019) sought to determine the relationship between political 

engagement and the use of the media. The study was a case study of Nigeria, Kenya, and 

the US. Data used was gathered from the Pew Research Centre spring 2016, Global 

Attitudes and Trends survey. Results showed that media use was predictive of political 
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engagement. Differences were however observed in the influence of modern and traditional 

media to political engagement. Findings suggested that perceptions of a good national 

economy motivate Kenyans to participate in order to sustain such developments, whereas 

U.S. respondents with similar perceptions felt more at ease and less motivated to participate 

politically.  

In contrast, Nigerian respondents were neither more nor less likely to engage 

politically in response to perceptions of the economy. Overall, these findings support the 

assertion that accessing online, and social media news promotes engagement. 

Nevertheless, a gap existed as the above study focused on the relationship between political 

engagement and the use of the media while the present study focuses on the effectiveness 

of political parties’ communication strategies in electoral performance (Oluseyi & Sherice, 

2019). 

Studies have thus been carried regarding communication strategies used by select 

political parties from the global, regional to the local context. Guantai (2012) studied 

effectiveness of political communication in regard to Kenyan social media and noted that 

politicians that had social media sites had better relationships with their supporters. Further, 

Bente (2016) looked at the role social media plays in political communication and noted 

that social media has given the public new and more convenient ways to distribute, connect 

and share information. Moreover, Mbetera (2017) studied the role played by social media 

in the participatory politics and noted that social media helped improve people knowledge 

on political happenings and also enhanced democracy in Kenya. 

Daystar University Repository

Library Archives Copy



45 
 

Conceptual Framework 

A conceptual framework is a crucial tool that diagrammatically shows the relations 

between the variables being researched (Mugenda & Mugenda, 2012). The independent 

variable was the political parties’ communication strategies; the dependent variable was 

the performance of political party during elections while the intervening variable was the 

appeal to voters. 

Independent variable                                                   Dependent variable         
 

 

 

                                                                    Intervening Variable 

 

 

 

Figure 2.1: Conceptual Framework 

Source: Author (2021) 

 

Discussion 

The political parties’ communication strategy which is the independent variable                            

will be measured in terms of micro targeting, narrowcasting, propaganda, persuasion, and 

grassroots campaigning. This is because the use of communication strategies among 

politicians and political parties is aimed at ensuring there is proper management of 
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communication and information that can help the parties and the individuals reach the 

political goals, they have set up for themselves. The first strategy is micro targeting that 

seeks to segment voters according to their differences such that internally what results are 

homogenous groups. The next strategy is narrowcasting which is characterised by 

increasing the media environment, expanding the fragmentation of the audience and the 

increase in sophistication through voter segmentation. Another strategy is propaganda 

which is communication to the masses that has a hidden agenda to manipulate the public 

to believe in certain actions and ideologies. 

Politicians also use persuasions to sway their voter’s opinions. Every word and 

action they take is aimed at persuading the voters to give them votes. Grassroots 

campaigning is another strategy which gives the citizens a voice since they can better elect 

the right leaders to public office after reviewing the relationship they have built with these 

leaders at the local levels. Electoral performance which is the dependent variable will be 

measured in terms of election outcome. The intervening variable include the tribe, 

personality and money which may have an effect on electoral performance despite having 

political parties’ communication strategies. This is because the tribal factor influences the 

voting patterns in many countries especially in the African continents. The personality of 

the candidates may also play a great role in the appeal to the voters especially the youths 

and finally money may also influence the voting patterns where people tend to vote for the 

candidates that give them handouts. Thus, it is important to evaluate how the above factors 

affect electoral performance. 
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Summary 

The chapter has covered one theory which is the persuasion theory. This theory 

involves the use of verbal messages to influence attitudes and behaviour of the audience 

such as the voters. This theory also influences the role of the media on political happenings. 

The Study also covered the general literature which focused on the communication 

strategies used during the election, the communication channels used to communicate to 

their voters and the appropriateness of the communication channels used. The other areas 

covered include the empirical literature and conceptual framework. The next chapter is on 

research methodology. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

The chapter gives an explanation of the ways that were used to gather the needed 

data for this research with noteworthy sections being the research design, population, 

targeted population, size of the sample, methods of sampling, data gathering instruments, 

types of data, data collection procedure, pilot test, data analysis plan, ethical considerations 

and summary. This helped in achieving the goal of this study which was to assess the 

effectiveness of political parties’ communication strategies on electoral performance. 

Research Design 

Mugenda and Mugenda (2012) noted that research design is the study structure, and 

it is the glue that holds the research intact. This study used an exploratory research design. 

Exploratory research design focuses on investigating a problem that has not been studied 

or thoroughly investigated in the past (Kothari, 2014). It is usually conducted to have a 

better understanding of the existing problem but does not aim to provide the final and 

conclusive answers to the research questions, but merely explores the research topic with 

varying levels of depth (Kothari, 2014). Therefore, the subject under study enhances the 

opportunities for future scholars to research on new topics and to seek questions yet to be 

studied. The exploratory research design was used since it allows for the use of both 

qualitative and quantitative data to assess the effectiveness of political parties’ 

communication strategies in electoral performance in the DRC (Erik & Marko, 2011). 
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The study used a case study approach to focus on the effectiveness of political 

parties’ communication strategies in electoral performance among select political parties 

in the DRC. The case study method is a technique by which individual factor whether, be 

it, an institution or just an episode in the life of an individual or a group is analysed in its 

relationship to any other in the group (Baskarada, 2014). The case study approach is 

particularly useful to employ when there is a need to obtain an in-depth appreciation of an 

issue, event, or phenomenon of interest, in its natural real-life context (Hancock & 

Algozzine, 2017). 

Population 

Kombo and Tromp (2011) explained that population is made of individuals, 

elements, services, households, events, or things that are under study. The population for 

this study comprised of 109 Senate members (Upper Chamber) and the 500 National 

Assembly members (Lower Chamber) (CENI, 2019) in the DRC. This formed the UDPS, 

Dynamic of Congolese Political Opposition, Rainbow of Congo, Alliance of Elites for a 

New Congo, Congolese United for Reform, People's Front for Justice, Movement of 

Congolese Democrats, PPRD, Premier Political Force, and the Progressives and the 

Independent Parties. 

Target Population 

Target population is the group of elements from which data is obtained or sought 

(Mugenda & Mugenda, 2012). Since it’s not possible to target all the political parties, the 

study target population was made up of two major political parties in the DRC, which are 

the PPRD and UDPS.  The two political parties were selected since the PPRD won the 

majority of the seats which were 52 and UDPS won 32 seats but formed the government 
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during the 2018 general election (CENI, 2020). The study targeted political leaders, 

national officials, and the political and communication strategists of the PPRD and UDPS 

political parties in the DRC. This comprised of 52 political leaders from the PPRD and 32 

from the UDPS who won the 2018 general elections, 68 political and communication 

strategists in the headquarters of the two political parties that total to a target population of 

152 respondents, as presented in Table 3.1. 

Table 3.1: Target Population 

Category PPRD UDPS Total 
Political Leaders 52 32 84 
Political and communication 
strategists 

42 26 68 

Total 94 58 152 
Source: CENI (2020) 

The study also interviewed four national officials from the headquarters of each 

political party that include the chairman, secretary general, treasury, and the coordinator. 

Sample Size 

Mugenda and Mugenda (2012) stated that in exploratory studies, a sample that is 

above 10% of the targeted population is sufficient. The study used a sample of 40% of the 

target population which is well above the recommended 10%. The sample size was the 61 

respondents and the eight stakeholders interviewed, as shown in Table 3.2. 

Table 3.2: Sample Size 

Category Population Percentage Sample Size 
Political Leaders 84 40% 34 
Political and communication 
strategists 

68 40% 27 

Total 152 40% 61 
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In addition to the sample displayed in the Table 3.2, eight national officials from 

the headquarters of both political parties that include the chairman, secretary general, 

treasury and the coordinator were interviewed.  

Sampling Techniques 

Cooper and Schindler (2011) mentioned that a sampling technique is the method 

that helps choose sample from a targeted population ensuring the chosen elements 

represent the whole population and lead to a reliable conclusion. This study used stratified 

random sampling technique to come up with 61 respondents comprising political leaders, 

national officials, and political and communication strategists of the PPRD and UDPS 

political parties in the DRC. These respondents were required to fill questionnaires while 

others were interviewed face-to-face. The stratified random sampling technique was 

applied because the population of this study was not homogenous and, by that, there was a 

possibility of isolating the population in strata for purposes of inducing a sample that was 

representative. The targeted population was grouped into two groups (strata) that include 

the political leaders and political and communication strategists who formed part of the 

sample frame. 

After grouping the population in the two groups the researcher assigned a number 

to each name, put them in separate bowls, and then picked the respondents randomly 

depending on the population proportion to come up with a sample of 61 respondents. This 

technique is called lottery method (Hayes, 2020). The technique of stratified random 

sampling is prioritized since it is capable of providing a projection of the study's population 

with greater precision (Kothari, 2014). In addition, it gives a sample which represents the 
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study population much more. The technique has been used in studies by Guantai (2012), 

Kaitlyn (2015), Mbetera (2017), and Mutsvairo and Karam (2018), among others. 

Data Collection Instruments 

Data was collected through a questionnaire and an interview guide. The 

questionnaire was administered directly to the 61 political leaders and communication 

strategists from the two political parties. A questionnaire provides a quick and economical 

way of obtaining data from the target population (Cooper & Schindler, 2011). This tool 

was the most ideal because of the great/high number of respondents and also the issue of 

confidentiality of information and opinion (Kothari, 2014). The questionnaire contained 

both structured and unstructured questions where the structured questions were used so as 

to save time and collect large amount of data, the researcher also offered exhaustive options 

comprising the alternative of ‘other’. The unstructured questions, such as open-ended 

queries, encouraged the respondents to give detailed responses and they collected in-depth 

information. Moreover, the questionnaire was translated to French to minimise any chance 

of misunderstanding then translated back to English.   

In addition, an interview guide was administered to the eight (8) officials from the 

headquarters of the parties. An interview guide is characterized by questions that are asked 

by the interviewer and they help in the gathering of primary data. The answers from these 

questions helped generate qualitative data in detailed form that aim to meet the research 

objectives. The interviewer used probing questions to get more responses from the 

respondents (Erik & Marko, 2011). 

 

Daystar University Repository

Library Archives Copy



53 
 

Type of Data 

The study collected both quantitative and qualitative data. Quantitative data was 

collected by use of questionnaires that required the respondents to tick from some provided 

choices of the statements (Erik & Marko, 2011). The qualitative data was generated using 

interviews and thus the researcher was able to get detailed/additional information from the 

interviews through probing (Cooper & Schindler, 2011). 

Data Collection Procedures 

Data collection involves the collection of data from the study respondents or other 

published sources (Erik & Marko, 2011). Before starting the process, the researcher 

presented a letter of introduction from Daystar University to the respondents to introduce 

the reason for the study and to let the respondents know that the data they provide would 

be kept in confidence and only serve for academic reasons. Questionnaires were 

administered to the 61 political leaders and political and communication strategists from 

the PPRD and UDPS political parties. The researcher used a research assistant based in the 

DRC to help in physical distribution of the printed questionnaires and also collection of the 

questionnaires after they are dully filled. The research assistant was required to have a 

diploma in communication and able to communicate fluently in both English and French 

and was recruited from one of the media colleges in the DRC. The research assistant was 

guided on what to do and briefed about the objectives of this study. 

For the interviews, telephone interviews were carried out (after signing the consent 

form) due to Covid-19 restrictions. The researcher conducted the telephone interviews at 

the convenience of party officials, so as not to inconvenience them and allow them to open 

up without restrictions. The interviews involved probing questions which were 
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administered to the eight national officials so as to get detailed information from the 

political leaders/officials in regard to the communication strategies the political parties 

used during elections. The researcher conducted the interviews to enable her probe the 

interviewees fully as she has been familiar with the study for a longer time. The interviews 

lasted for 45minutes to one hour and there were no incentives given to the interviewees to 

participate. 

Pretesting 

 The research instruments should be pretested to ensure the instrument provides 

valid data. Pretesting ensures that elements in the instruments are clear and can be 

understood by all respondents (Kothari, 2014). A sample size of seven respondents was 

used in the pre-test. They were chosen from the AFDC to form the pre-test study. 

According to Cooper and Schindler (2011), 10% of the sample size is adequate to form the 

pretest group. The AFDC was chosen since it’s one of the largest parties in the DRC in 

terms of the number of the seats won during the 2018 elections. After pretesting, 

inconsistencies in regard to issues of spelling, and proper and clear framing of the questions 

were made to captures what it is intended.  

Data Analysis Plan 

Data that is straight from the field is not easy to make inferences from. It needs to 

be cleaned and coded before it is analysed (Mugenda & Mugenda, 2012). Data collected 

was both quantitative and qualitative in nature. For quantitative analysis, the data which 

was grouped in various categories and was then analysed using the Statistical Package for 

the Social Scientists (SPSS), version 27 so as to generate frequencies, percentages, mean 

and standard deviations. This helped make better conclusions to the statements on the 

Daystar University Repository

Library Archives Copy



55 
 

questionnaire based on the results obtained. These data were presented in form of tables, 

charts, frequency distributions and graphs followed by explanations.  

Qualitative data on the other hand, was generated through telephone interviews 

which entailed recording the information from interview and then transcribing the 

information based on each objective of the study. The transcribed data was then 

coded/recorded in excel sheets. This ensured that there was a clear research-defined column 

of notes based on each objective. The researcher then accumulated the emerging issues, 

repeating and reoccurring elements and unique responses in the formatted manuscripts into 

narratives according to the research objectives, which was in support of the quantitative 

results.  

Ethical Considerations 

Research ethics entails conditions for everyday work, the preservation of subjects' 

integrity and the disclosure of research findings (Fouka & Mantzorou, 2011). In this study, 

ethical clearance was sought and obtained form from Daystar University Ethics Review 

Board before commencing on data collection. After this, a research license was obtained 

from the Ministry of Higher and University Education (Ministère de l’ESU) in the DRC. 

The researcher sought permission from the respondents, the PPRD and UDPS’ head 

offices, and their directors of strategic/communication departments before the data 

collection process. The researcher assured the respondents that the study was meant for 

academic purposes and that their input was not shared to anyone as well as inform them 

their rights to decline to participate.  

The researcher guaranteed respondents that all information provided by them would 

only be utilized for academic reasons only. All the respondents were guaranteed 
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confidentiality and assured that data would not be divulged to any person who is not part 

of the study. The privacy of the information was maintained, and the researcher was 

guarantee respondents that any provided information was not disclosed to anyone. 

Anonymity was maintained whereby the researcher instructed the respondents that 

they did not indicate their identities in the given questionnaires and in addition guaranteed 

them identities that their identities would be kept anonymous. This assurance allowed the 

respondents to give all information without holding any information back and give truthful 

responses. The research assistants were instructed that disclosure of anyone’s identity 

would breach the ethical standards of data collection and would lead to sanctions. 

Respondents were informed that their engagement in the research was voluntary. 

The researcher informed them of their right to not participate and right to withdraw before 

their responses in the study could be recorded. While participation in the study was 

voluntary, the researcher encouraged as many respondents as possible to participate in the 

study. 

Summary 

In this third chapter, an outline has been made that the study used an exploratory 

research design. The study targeted political leaders, national officials, and the political 

and communication strategists of the PPRD and UDPS political parties in the DRC that 

total to a target population of 152 respondents. Stratified random sampling technique was 

used in coming up with 61 respondents. A questionnaire helped gather the data and was in 

form of semi structured questions and the data collected was both qualitative and 

quantitative in nature while an interview guide was collected the unstructured questions. 

The researcher carried out a pre-test to determine the validity and reliability of the data 
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research tool. The data was presented in form of narratives, graphs, charts, frequency 

distributions and tables. The next chapter considers data presentations, analysis, and 

interpretation. 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

In this chapter, the research data collected is presented, analysed, and interpreted in 

view of research objectives. The sample was drawn from political leaders from PPRD and 

UDPS who won the 2018 general elections; 61 political leaders and communication 

strategists from the two political parties who were selected to partake in this research. Data 

was collected through questionnaires and interview guides were used. 

Analysis and interpretation 

Response Rate 

A total of 58 respondents filled and returned the questionnaires making a response 

rate of 95.1% which was deemed satisfactory to make inferences from the findings as a 

response of above 70% is considered excellent (Mugenda & Mugenda, 2012). The study 

response rate is presented in Figure 4.1. 

 

Daystar University Repository

Library Archives Copy



59 
 

 

Figure 4.1: Response Rate 

 

Demographic Information 

Gender of the Respondents 

The study sought to determine the gender composition of the respondents involved 

in the study to determine whether there was gender biasness where respondents were 

selected through stratified random sampling technique. Figure 4.2 presents the results of 

the findings.  

 

Figure 4.2: Distribution of Respondents by Gender 
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As clearly outlined in the Figure 4.2, 34(58.6%) of the respondents are female while 

24(41.4%) were male. Female respondents were relatively more than the male respondents. 

Despite the small difference, the two genderswerewell represented. Making of strategic 

communication decision in the political industry has an impact on the stakeholders hence 

its important to ensure gender inclusivity. 

Age of the Respondents 

Figure 4.3 presents the age of the respondents with the aim of establishing the 

distribution of respondents in terms of age who partticipated in the study. 

 

 

Figure 4.3: Age of the Respondents 

As indicated in Figure 4.3, 27(46.6%) of the respondents were aged between 41-50 

years, 21(36.2%) of the respondents were aged between 31 and 40 years, 8(13.8%) were 

aged between 25 and 30 years while 2(3.4%) were aged between 18 and 24 years. This 

shows that the age of the respondents was well distributed in view of achieving the 

objective of the study. Over 70% of the respondents were aged above 31 years. 
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Level of Education 

So as to determine the level of education of the respondents the respondents were 

requested to indicate their highest education qualification. Table 4.1 presents the results of 

the findings. 

Table 4.1: Level of Education 

Highest Level of Education Frequency Percent 
Diploma  5 8.6 
Degree 28 48.3 
Masters 19 32.8 
Licence [back+3] 4 6.9 
PhD 2 3.4 
Total  58 100 

 

Political Party of the Respondents 

Figure 4.4 presents the findings of the study in regard to the political party that the 

respondents belonged to. 

 

Figure 4.4: Political Party of the Respondents 

The majority of the respondents at 35(60.3%) were affiliated to PPRD while 

23(39.7%) were affiliated from UDPS. This shows that majority of the respondents were 

drawn from PPRD party.  
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Period Served in the Political Party 

The respondents were asked to indicate the period which they had served for in the 

political party. Table 4.2 presents the findings.  

Table 4.2: Period Served in the Political Party 

Period Served in Political Party Frequency Percent 
Less than 5 years 11 19.0 
5 to 10 years 22 37.9 
10 to 15 years 20 34.5 
Over 15 years 5 8.6 
Total  58 100.0 

The results show that 22(37.9%) of the respondents had served in the political party 

for a period of 5 to 10 years, 20(34.5%) of the respondents had served in the political party 

for a duration of 10 to 15 years, 11 (19.0 %) of the respondents had served for Less than 5 

years, 5 (8.6%) of the respondents had served in the political party for more than 15 years. 

Political Parties’ Communication Strategies Used During Election 

Respondents were asked to indicate some of the political parties’ communication 

strategies used during the election and they were asked to choose more than one platform 

where it existed. This was in a view to determine the most prominent strategies that the 

political parties in DRC used to enable them to win the elections. Table 4.3 presents the 

results of the study. 

Table 4.3:Communication Strategies Used During the Election 

Communication Strategies Frequency Percent 
Micro targeting 21 36.2 
Narrowcasting 28 48.3 
Propaganda 36 62.1 
Persuasion 42 72.4 
Grassroots campaigning 38 65.5 

Results showed that political parties used various communication strategies, where 

72.4% indicated persuasion, 65.5% indicated grassroots campaigning, 62.1% indicated 

Daystar University Repository

Library Archives Copy



63 
 

propaganda, 28 (48.3%) used narrowcasting while 21(36.2%) indicated micro targeting. In 

their justification, depending on the purpose of communicating with each group of 

stakeholders and the available communication alternatives, the most appropriate channel 

and mode of communication was selected. 

Communication Strategies Used by PPRD and UDPS during the Election 

The study sought to determine extent to which respondents agreed with statements 

relating to communication strategies used by PPRD and UDPS during the election. The 

respondents were expected to give response ranging from strongly agree to strongly 

disagree and the results are presented in Table 4.4. 
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Table 4.4: Communication Strategies Used by PPRD and UDPS during the Election 
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Micro targeting is an effective 
political party communication 
strategy during campaign 

3 
(5.2) 

5 
(8.6%) 

16 
(27.6%) 

30 
(51.7%) 

4 
(6.9%) 

3.47 0.20 

Narrowcasting is an effective 
political party communication 
strategy during campaign 

2 
(3.4) 

5 
(8.6%) 

11 
(19%) 

33 
(56.9%) 

7 
(12.1) 

3.66 0.21 

Propaganda is an effective 
political party communication 
strategy during campaign 

2 
(3.4) 

14 
(24.1) 

7, 
(12.1%) 

21 
(36.2%) 

14 
(24.1) 

3.53 0.13 

Persuasion is an effective 
political party communication 
strategy during campaign 

0 
3 
(5.2%) 

6 
(10.3%) 

17 
(29.3%) 

32 
(55.2) 

4.34 0.23 

Grassroots campaigning is an 
effective political party 
communication strategy during 
campaign 

0 
1 
(1.8%) 

4 
(7.0%) 

25 
(43.9%) 

27 
(47.4) 

4.29 0.24 

Communication done during 
political campaigns often 
focuses too much on the 
candidates and fails to focus on 
the political parties 

0 0 
10 
(17.2%) 

17 
(29.3%) 

31 
(53.5) 

4.36 0.38 

The use of communication 
strategies among political parties 
is aimed at ensuring the parties 
reach the political goals they 
have set up for themselves 

0 
2 
(3.5%) 

3 
(5.3%) 

41 
(79.1) 

11 
(19.3) 

4.00 0.32 

Descriptive statistics showed that 30(51.7%) of the respondents agreed that micro 

targeting is an effective political party communication strategy during campaign, 

16(27.6%) of the respondents were of moderate views, 5(8.6%) of the respondents 

disagreed with the statement while 4(6.9%) strongly agreed to the statement while 3(5.2%) 

of the respondents strongly disagreed to the statement. The mean was 3.47and standard 

deviation was0.20 which translated to agree. The findings are in support of the study 
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conclusion by Bennett, (2016) micro targeting helps in political parties saving costs as it 

narrows down the target population.  

Results showed that 33(56.9%) of the respondents agreed that narrowcasting is an 

effective political party communication strategy used by their parties during campaign 

11(19%) were of moderate views, 7(12.1%) strongly agreed 5(8.6%) disagreed while 

2(3.4%) of the respondents strongly disagreed to the statement. The mean was 3.66 while 

standard deviation was0.21 which translated to strongly agree. The findings are in support 

of the study conclusion by Dalton (2010) that narrowcasting networks are target group-

oriented because the audience is clearly defined by time, place and activity. 

It was established that 21(36.2%) of the respondents agreed that propaganda is an 

effective political party communication strategy during campaign, 14(24.1%) of the 

respondents either disagreed or strongly agreed, 7(12.1%) were of moderate views while 

2(3.4%) of the respondents strongly disagreed to the statement. The mean was3.53 while 

the standard deviation of 0.13 which translated to agree. The study supported 

Gueorguieva’s (2014) findings that propaganda has been an effective tool to shape public 

opinion and action. 

The findings revealed that several respondents, 32(55.2%) strongly agreed that 

persuasion is an effective political party communication strategy during campaign, 

17(29.3%) agreed, 6(10.3%) were of moderate views while 3(5.2%) of the respondents 

disagreed with the statement. The statement had a mean of 4.34 and standard deviation of 

0.23 which translated to strongly agree. According to Iyengar and Simon (2016), 

persuasion strategy can be more credible than other methods because the target audience 

can evaluate the source and that complex material can be presented in detail.  
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It was established that 25(43.9%) of the respondents agreed that grassroots 

campaigning is an effective political party communication strategy during campaign, 

27(47.4%) strongly agreed, 4(7.0%) were of moderate views while one (1.8%) of the 

respondents strongly disagreed to the statement. The mean was4.29while the standard 

deviation was 0.24 which translated to strongly agree as per the measurement scale. These 

findings concur with Levenshus (2010) that trust earned through the use of grassroots 

campaigning is an important asset when it comes to voting at the grass root levels. 

The finding of this study showed that 31(53.4%) of the respondents strongly agreed 

that communication done during political campaigns often focuses too much on the 

candidates and fails to focus on the political parties, 17 (29.3%) the respondents were 

agreed while 10 (17.3%) of the respondents moderately agreed to the statement. The mean 

was 4.36 while the standard deviation was 0.38 which translated to strongly agree. These 

confirms the findings by McNair (2017) that strategic political communication is about 

organizations’ purposeful management of information and communication to reach 

political objectives it has set out for itself. 

Results showed that majority of respondents 41(79.1%) agreed that the use of 

communication strategies among political parties is aimed at ensuring the parties reach the 

political goals they have set up for themselves, 11(19.3%) of the respondents strongly 

agreed to the statement, 3(5.3%) of the respondents were of moderate views while 2(3.5%) 

of the respondents disagreed to the statement. The statement had a mean of 4.00while the 

standard deviation was 0.32 which translated to agree, implying that the use of 

communication strategies among political parties is aimed at ensuring the parties reach the 

political goals they have set up for themselves. These findings are in agreement with the 
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findings of the study conclusion by Gibson and Rommele (2013) which reported that 

election campaigns are about mobilizing supporters, and thus effective communication is 

required to reach out to and help convince them to actively support the campaign and vote. 

Interviewee A reported that political parties in the DRC have communication 

strategies. Each party adapts in its own way according to its electoral constituency and 

targeted audience because the realities on the ground are different from one environment 

to another. 

According to Interviewee B;  

There are two ways that have proved successful so far in the DRC: 

propaganda and grassroots campaigning. Propaganda involves a strategy to reach 

and convince the population about the ideology of the candidate or his or her party. 

It’s about getting the people to accept it. The grassroots campaign creates trust 

between voters and candidates. It allows voters to get to know the person they want 

to elect, to identify themselves with him or her and to create a bond with him or 

her.  

Interviewee C said as follows: 

 I confirm that some political parties in the DRC have global 

 communication strategies that are not necessarily followed by the  candidates on 

the ground, because in 2018, we saw candidates from the same  political party 

with different communication strategies. Each one adapts in its  own way 

according to its electoral constituency and targeted audience because the realities 

on the ground are different from one environment to another. 

Interviewee D was opined as below:  Both parties did propaganda by 

distributing t-shirts, hats, and other  campaign materials. They also went door to 

door, communicating with the  constituents. The communication strategies 

that political parties put in place are  not very effective because there is no prior 

field study to take into accounts the  difficulties and customs of each corner of the 

country, nor is there a test of this  strategy. When a political party prints its 

communication strategy, it is for the  whole of the Republic. However, the 

problems are not the same everywhere in the  DRC.  

Interviewee E had the following to say:  

In the 2018 elections, there was a mix of strategies. Some used micro-

targeting systems, narrowcasting, and propaganda. Others focused on social 

networks only. Others used grassroots campaign strategies. Due to lack of financial 

means, each candidate used a platform that was within their capacity. 

According to interview F,  
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The most effective communication platform during an election period is 

 the one that is closest to the voters or that helps the candidate and his or her 

 political party to reach the largest number of voters but also to convince them. 

 This is why, for example, in rural areas, I would opt for a grassroots or door-

 to-door campaign. For urban areas, I would mix this door-to-door strategy 

 with social networks and targeted broadcasting, and for other areas, I would do 

 micro- targeting, especially for the undecided and the sceptics. 

Interviewee G said as follows:  

In the DRC, grassroots campaigning remains the best way to attract more 

 voters.  Although narrowcasting, micro-targeting, propaganda and persuasion are 

 still effective; grassroots campaigning is by far the best strategy to  communicate 

 with voters. At the end of the grassroots campaign, voters will have 

 something tangible to say about their candidate. Everyone will have an 

 opinion about the candidate.  The voter will say, for example, I saw my 

 candidate, he touched me, he greeted me, he smells good, he spoke to me in my 

 mother tongue. Taking a child in his hands will already thrill the child's 

 mother. Hence the grassroots campaign has no equal. 

Communication Platforms Used by Political Parties during Elections in DRC 

The respondents were asked to indicate their level of agreement with the following 

statements relating to the communication platforms used by political parties during 

elections in DRC. This was aimed at establishing the most effective communication 

strategy in the form of traditional and digital media platforms that political parties may 

adopt during future elections. The results are presented in Table 4.5. 
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Table 4.5: Communication Platforms Used by Political Parties during Elections  

Statements 
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The communication platform that 
was mostly employed during 
campaign was through newspapers 

5 
(8.6%) 

8 
(13.8%) 

17 
(29.3%) 

24 
(41.4%) 

4 
(6.9%) 

3.24 0.15 

The communication platform that 
was mostly employed during 
campaign was through TVs and 
radios 

0 
3 

(5.3%) 
7 

(12.5%) 
38 

(65.5%) 
10 

(17.2%) 
3.95 0.27 

The communication platform that 
was mostly employed during 
campaign was through Facebook 

1 
(1.7%) 

5 
(8.6%) 

7 
(12.5%) 

29 
((50%) 

16 
(27.6%) 

3.93 0.19 

The communication platform that 
was mostly employed during 
campaign was through Twitter 

3 
(15.2%) 

9 
(15.5%) 

6 
(10.3%) 

30 
(51.7%) 

10 
(17.2%) 

3.60 0.18 

The communication platform that 
was mostly employed during 
campaign was through websites 

1 
(12.3%) 

24 
(42.1%) 

10 
(17.5%) 

12 
(21.1%) 

4 
(7%) 

2.53 0.15 

The communication platform that 
was mostly employed during 
campaign was through blogs 

 
12 

(21.1%) 

21 
(36.8%) 

7 
(12.3%) 

30 
(22.8%) 

4 
(7%) 

3.71 0.18 

The communication platform that 
was mostly employed during 
campaign was through YouTube 

2 
(3.4%) 

10 
(17.2%) 

9 
(15.5%) 

28 
(48.3%) 

9 
(15.5%) 

3.55 0.17 

The results indicated that 24(41.4%) of the respondents agreed thatthe 

communication platform that was mostly employed during campaign was through 

newspapers, 17(29.3%) of the respondents were of moderate opinion with the statement. 

Further, 8(13.8%) of the respondents disagreed to the statement, while 5(8.6%) of the 

respondents strongly disagreed while 4 (6.9%) strongly agreed with the statement. The 

mean was 3.24 while the standard deviation was 0.15 hence there was an agreement that 

the communication platform that was mostly employed during campaign was through 

newspapers. These findings concur with the research findings by Yankem (2015), that 

Daystar University Repository

Library Archives Copy



70 
 

some of the popular mass media tools used in political mobilization include posters, 

newspapers, radio and television. 

The communication platform that was mostly employed during campaign was 

through TVs and radiosas indicated by 38(65.5%) of the respondents who were in 

agreement, 10(17.2%) of the respondents strongly agreed, 7(12.1%) of the respondents 

were of moderate views while 3(5.3%) of the respondents disagreed with the statement. 

The mean was 3.95 while the standard deviation was 0.27thus it was strongly agreed that 

communication platform that was mostly employed during campaign was through TVs and 

radios.  The findings support the study findings by Gibson and Rommele (2013) that 

television is still one of the most used channels to communicate political happenings 

despite the coming up of more modern medium of communication as they provide an 

avenue for politicians to pass their message and also persuade voters to vote on election 

day.  

It was agreed based on the findings by 29(50%) of the respondents that the 

communication platform that was mostly employed during campaign was Facebook, 

16(27.6%) strongly agreed, 7(12.5%) were of moderate views, 5(8.6%) disagreed while 

1(1.7%) of the respondents strongly disagreed with the statement. The mean was 3.93while 

the standard deviation was 0.19, thus it was agreed that the communication platform that 

was mostly employed during campaign was Facebook. The findings support those of 

Allcott and Gentzkow (2017) that online interaction has allowed politicians to provide their 

stand on policy issues, plan and communicate events, invite supporters and followers for 

campaigns, hold meetings on Facebook and interact with their supporters anywhere and 

anytime. 
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Twitter was a common communication platform that was mostly employed during 

campaign as indicated by 30(51.7%) of the respondents who were in agreement, 10(17.2%) 

of the respondents strongly agreed, 9(15.5%) disagreed, 6(10.3%) were of moderate views 

while 3(15.2%) of the respondents strongly disagreed with the statement. The mean was 

3.60 while the standard deviation was 0.18 an indication that it was agreed that the 

communication platform that was mostly employed during campaign was through Twitter. 

The study findings concur with Wright and Hinson (2009) that social networks are mostly 

used by politicians include Facebook, Twitter, LinkedIn, YouTube and Blog. 

It was established based on the findings that 24(42.1%) of the respondents 

disagreed that the communication platform that was mostly employed during campaign 

was through websites. It was further noted that 12(21.1%) of the respondents agreed, 

10(17.5%) were of moderate views, 4(7%) strongly agreed while 1 (12.3%) of the 

respondents strongly disagreed with the statement. The statement had a mean of 2.53 while 

the standard deviation was 0.15 which was an indication that it was disagreed that the 

communication platform that was mostly employed during campaign was through 

websites. The findings disagree with the findings of Leggewie and Bieber (2020) that many 

parties embraced the use of political Web portal in effort of selling their agenda to the 

public. The reason for the deviation could be that although the website is a digital media 

platform, it is not popular especially with the young voters who prefer social media 

platforms such as Facebook, Twitter and Instagram. 

On the use of blogs for communication, the results showed that 30(22.8%) of the 

respondentsagreed that the communication platform that was mostly employed during 

campaign was through blogs. It was also noted that 21(36.8%) of the respondents disagreed 
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with the statement, 7(12.3%) were of moderate views, 12(21.1%) strongly agreed, 12 

(12.3%) strongly disagreed while 4(7%) of the respondents strongly agreed with the 

statement. The mean was 3.71while the standard deviation was 0.18 hence blogs were a 

popular communication platform that was employed during campaign. The results 

supported those of Ross and Burger (2014) that politicians favour use of blogs during 

campaigns to connect with their voters.  

The results showed that 28 (43.3%) of the respondents agreed that the 

communication platform that was mostly employed during campaign was YouTube,10 

(17.2%) of the respondents disagreed, 9(15.5%) of respondents strongly agreed and were 

of moderate views while 2(48.3%) of the respondents strongly disagreed with the 

statement. The mean was 3.55while the standard deviation was 0.17 thus it was agreed that 

YouTube was a popular communication platform employed during campaign. The findings 

are in support of the findings by Bente (2016) that since social media platforms like 

YouTube offers a two-way communication and interaction, it’s vital that politicians utilise 

them to gain more support and run their campaigns. 

The respondents indicated that the use of social media sites has increased among 

the modern society and has been successfully used by politicians to gain more support. 

Politicians preferred the use of the above social medial platforms because they could form 

better relationships with their supporters compared to those who did not. Social media also 

offers a better two-way interaction between the politicians and the voters. 

Regarding the communication platforms used by political parties during elections 

in DRC, Interviewee A indicated as follows: 

We used graphic prints (banners, t-shirts, paintings, posters, pens, hats, 

watches, loincloths, billboards, small cards) which were very effective. Public and 
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at times even private walls that are exposed to the general public were covered with 

posters/banners of candidates and their political parties. Radios were inundated 

with different communication tools or formats such as songs called panegyrics 

(praising someone), spots, round tables, debates, focus groups where the candidate 

will come face to face with journalists; share his ideas, make known his vision and 

objectives. TVs were less inundated than radios because of the high cost; 

nevertheless, they were also widely used with the same formats as radio but this 

time with audio-visual content. 

Interviewee B said as follows: 

In the DRC, radio remains the most effective platform because of its 

affordability followed by TV. The third most effective platform is the campaign 

through graphic prints: posters, visuals, billboards, banners, t-shirts, paintings, 

posters, pens, hats, watches, loincloths, small cards. The internet is only a 

complement, for the moment, because our country is not yet developed enough to 

trust the internet completely. However, from this, YouTube channels are gaining 

popularity and a large audience, which was  not the case in the 2018 elections. 

Newspapers was considered an effective platform for communication however it 

faces decline in use as some Congolese do not yet have this culture of reading 

newspapers and the number of copies is so low that it does not even cover one 

thousandth of the population  through the print media. 

Interviewee D had the following to say:  

We used TV channels, communication agencies, radio, non-media 

communication through graphic prints (banners, t-shirts, posters, pens, hats, 

watches, loincloths, billboards, flyers, leaflets). In my opinion, they were effective 

in that they helped to convince public opinion to vote for a given candidate.  There 

was also communication through events: meetings, matches, songs, concerts, spots, 

inviting comedians to perform. 

Interviewee E indicated as below: 

Traditional media are losing their audiences to new media, especially the 

younger ones (millennials). For example, a person who has already followed the 

news at the time of its release no longer needs to wait for the news  hours to learn 

what happened during the day. Online media are also on the rise as they 

communicate  new information in real time and allow people to give feedback 

through comments. 

On the best communication platform Interviewee F was of the opinion that; 

The best way to communicate to voters during an election period is to adapt 

to your audience and the infrastructure on the ground. It is necessary to regularly 

adapt your strategy (update it daily) to the different types of audience/public 

identified and studied in advance. This adaptation takes into account the message, 
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the style of the message, the candidate's personality, charisma and gestures while 

respecting the culture, customs and beliefs of the audience. 

Effect of Political Parties’ Communication Strategies on Electoral Performance 

The study sought determine the effect of political parties’ communication strategies 

on electoral performance in a view to determining whether political parties’ 

communication strategies are effective and in turn can be used to enhance electoral 

performance. Table 4.6 presents the result findings. 

Table 4.6: Effect of Political Parties’ Communication Strategies on Electoral 
Performance 

 Frequency Percent 
Yes 47 82.5 
No 10 17.5 
Total  58                  100.0 

Results showed that majority of the respondents (82.5%) agreed that political 

parties’ communication strategies affected electoral performance while 17.5% of the 

respondents were of the contrary opinion. This was an indication that the communication 

strategies in place played a role in enlightening the voters about the suitability of the 

candidates during elections. 

Interviewee A indicated as below:  

The media was very important in the 2018 elections. It was an indispensable 

tool to use to communicate during the election period. It is the medium during an 

election campaign and an intermediary between the candidate/their party and the 

voters, especially the traditional media. However, it is necessary to adapt to the 

type of media available on the ground to communicate effectively. There are 

constituencies where it is audio-visual that is consumed and is therefore within 

their reach. Voters want to see the candidate's face and the way he or she speaks. 

So a radio message will not really have an impact in that setting. 
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According to Interviewee D,  

In my opinion, political parties in the DRC do have a communication plan 

especially at the national level, where presidential elections are observed. These 

plans therefore affect electoral performance and therefore, we cannot do without a 

communication strategy during an election period. You have to have one because 

you can't just go around communicating in disorder. You have to  have a  careful 

strategy in place. 

Extent of Political Parties’ Communication Strategies Effect on Electoral Performance 

Table 4.7 presents the result findings in regard to the extent that political parties’ 

communication strategies affect electoral performance. This was aimed at establishing 

whether the political parties’ communication strategies should be used to enhance electoral 

performance in political parties. 

Table 4.7: Extent of Communication Strategies on Electoral Performance 

 Frequency Percent 
To a great extent 30 53.6 
To a moderate extent 13 23.2 
To a small extent 7 12.5 
To no extent 6 10.7 

Total  58 100 

It was noted that 30(53.6%) of the respondents indicated that communication 

strategies used by political parties’ affect electoral performance to very great extent, 13 

(23.2%) indicted to a moderate extent, 7 (12.5%) indicated to a small extent while 6 

(10.7%) indicted to no extent at all. This implies that political parties’ communication 

strategies affect electoral performance to great extent. 

It was noted that political parties’ communication strategies affect electoral 

performance to a great extent. Interviewee C indicated the following: 
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During the 2018 campaign, the PPRD had a communication strategy and  put a 

lot of resources into its implementation. It also used powerful tools to communicate; 

unfortunately, it failed in the presidential elections. Its strategy was therefore not effective 

because of its heavy past and the population's frustration, given that it was the party in 

power for 18 years during which the social situation of the population did not improve and 

the constitution was not respected. Whatever their messages were, the people did not 

consume it, and they wanted achange. Their messages were not designed or selected 

according to the needs of public opinion either. On the contrary it increased the anger of 

a certain group of the population. 

According to Interviewee C: 

As for the UDPS strategy, it took advantage of the newcomer's luck. It is among the 

oldest parties but had never been in office, hence it represented hope. They targeted their 

messages well, which met expectations or appealed to voters. They also focused on 

popular rallies and mass mobilisation. They used violence or trickery. They did everything 

to discourage their opponents and show them that they had the people with them. 

Otherwise, the PPRD's communication strategy was more elaborate and professional than 

that of  the UDPS in the 2018 elections. 

Interviewee F was quoted saying as follows: 

At times, political parties choose anyone to put on their list of candidates without 

emphasising on the quality or reputation of the person. This was the case with my party in 

2018. So, when a chosen candidate does not know how to communicate to the voters, it is 

already a handicap/problem. Even with a good communication strategy it would be 

useless. And yet, for a well-informed  population with a certain educational base, they 

need to know/hear their candidate himself/herself explain his/her project of society and 

know if he/she  will be up to it or not. This is  why a candidate/party must surround itself 

with communication experts who constitute its communication unit and who must help them 

set up and implement their communication strategy but also convey the messages of their 

strategy through different well selected and  appropriate tools.  

Effect of Communication Challenges on Electoral Performance 

Table 4.8 presents the study findings in regard to the effect of communication 

challenges on electoral performance. This was aimed at establishing the challenges that 

political parties faced during elections and how they could be solved. 
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Table 4.8: Effect of Communication Challenges on Electoral Performance 

 Frequency Percent 
Yes 50 86.2 
No 8 13.8 
Total  58 100 

From the results, 50 (86.2%) of the respondents agreed that the challenges political 

parties faced had an effect on electoral performance whereas 8 (13.8%) were of the contrary 

opinion. This implies that the parties feel that the challenges in communication process 

have had some effect on electoral performance. The respondents indicated the political 

parties did not really have a well-developed communication strategy as majority confused 

communication strategy with mass mobilisation and thus affecting projected outcomes in 

a negative way. Respondents also indicated that the campaign is not democratic in the 

DRC. Competition becomes disloyal at election time. Many candidates, especially those 

who have influence and are in power, will ensure that their opponents do not have access 

to the media. Further participants indicated that resources were also a major challenge that 

affected electoral performance. 

On the challenges of communication strategies during elections the respondents 

indicated that there were challenges in regard to security hence most of the candidates were 

not able to reach their voters. There were also challenges of infrastructure as there were no 

effective communication networks to reach the many voters and challenges of 

communicating to uneducated voters and tribalism also existed.  

Interviewee A stated the following: 

Election game or campaign game was not democratic in 2018. Security was not 

granted to all candidates as required by law, access to public spaces was granted with 

difficulty or not at all to candidates from parties that were not in was power, similarly, 

access to public media difficult for opponents. In any case, whatever the communication, 

the results of the ballot boxes were  not transparent and did not reflect the will of the 
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voters. This simply means that it was not those who won the elections who were actually 

voted for by the voters. 

According to Interviewee D, 

There are problems of infrastructure to move from one area to another and to be 

able to communicate to voters freely. There are places without roads for electricity (for 

lighting) where it is difficult to access. In addition, insecurity in some territories of the 

DRC prevented some candidates from being  able to access them and get their messages 

across, especially in corners where  there was insecurity and no media coverage or 

presence. 

Interviewee E was quoted saying, 

The level of voter education was a challenge. When voters do not know their rights, 

they are easily fooled. They are therefore inconsistent and give their votes without 

conviction but based on personal interests. 

Best Practices in Effective Political Communication Strategies for Political Parties 

The study sought to determine whether the political party communication strategies 

were effective so as to establish whether they should be adopted by the political parties in 

future to help them win the elections. Table 4.9 presents the results. 

Table 4.9: Effectiveness of Political Communication Strategies 

 Frequency Percent 
Yes 54 93.1 
No 4 6.9 
Total  58 100 

As per the findings, majority of the respondents54 (93.1%) agreed that their party 

had an effective communication strategy in place while 6.9% were of the contrary opinion. 

Interviewee B of PPRD was quoted saying: “During the 2018 campaign, the PPRD had a 

communication strategy and put a lot of resources into its implementation. It also used 

powerful tools to communicate. Unfortunately, it failed in the presidential elections.” 

Interviewee F of UDPS was quoted saying as follows: 
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I do not think that our political have a global communication strategy in place. In 

any case, my party does not have one and did not have one in 2018. They tend to 

incorporate or confuse a communication strategy with apolitical campaign team. This 

means that they create a similar unit on the spot when a need arises, for example a 

campaign team that is in charge of  communicating among its other tasks, and which is 

created only for a well-defined campaign period and after the elections, the unit is 

dissolved. 

Extent to Which Political Communication Strategies Were Effective 

The respondents were asked to indicate their view on extent to which political 

communication strategies were effective. Table 4.10 presents the findings.  

Table 4.10: Extent to Which Political Communication Strategies Were Effective 
 Frequency Percent 
To a very great extent 3 5.2 
To a great extent 36 62.1 
To a moderate extent 10 17.2 
To a small extent 4 6.9 
To no extent 5 8.6 
Total  58 100 

The majority of the respondents, 36 (62.1%), agreed to a great extent that political 

communication strategies were effective, 17.2% of the respondents indicate to a moderate 

extent, 8.6% of the respondents indicate to no extent at all, 6.9% of the respondents indicate 

to a small extent while 5.2% of the respondents indicated to a very great extent. This 

implies that political communication strategies were effective. However, there were a few 

challenges in regard to political communication strategies as Interviewee C of PPRD had 

the following to say: 

PPRD strategy was therefore not effective because of its heavy past and the 

population's frustration, given that it was the party in power for 18 years during which the 

social situation of the population did not improve and the constitution was not respected. 

Whatever their messages were, the people did not consume it, and they wanted a change. 

Their messages were not designed or selected according to the needs of public opinion 

either. On the contrary it increased the anger of a certain group of the population. 
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Effective Political Communication Strategies for Political Parties 

The respondents were asked to indicate their level of agreement with the following 

statements relating to best practice in effective political communication strategies for 

political parties. Table 4.11 presents the result findings. 

Table 4.11: Effective Political Communication Strategies for Political Parties 
 
Statements 
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Social media is the most 
effective medium in 
communicating political 
strategies 

5 

(8.6%) 

5 

(8.6%) 

9 

(15.5%) 

39 

(67.2%) 

4 

(6.9%) 
3.76 0.26 

Political communication 
strategies are said to be 
effective if they connect with 
the voters’ aspirations 

1 

(1.6%) 

3 

(5.2%) 

2 

(3.4%) 

44 

(75.9%) 

8 

(13.8%) 
3.95 0.32 

Political communication 
strategies are said to be 
effective if they allow the 
voters understand the role the 
candidate will play in their 
lives 

1 

(1.7%) 

2 

(3.4%) 

9 

(15.5%) 

39 

(67.2%) 

7 

(12.1%) 
3.84 0.27 

Political communication 
strategies allow politicians to 
reach the voters and convince 
them to support the party 

1 

(3.4%) 

6 

(10.3%) 

4 

(6.9%) 

30 

(51.7%) 

16 

(27.6%) 
3.88 0.20 

Political communication 
strategies enhance the creation 
of a positive impression of the 
candidate on the voters’ minds 

1 

(1.7%) 

4 

(6.9%) 

5 

(8.6%) 

28 

(48.3%) 

20 

(34.5%) 
4.07 0.20 

Political communication 
strategies enhance political 
engagement among the citizens 

1 

(1.7%) 

4 

(6.9%) 

7 

(12.7%) 

30 

(51.1%) 

16 

(21%) 
3.97 0.20 

It was noted that 39(67.2%) of the respondents agreed that social media is the most 

effective medium in communicating political strategies,9 (15.5%) were of the moderate 
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view, 5(8.6%) of the respondents either strongly disagreed or agreed with the statement 

while 4(6.9%) of the respondents strongly agreed. The mean was3.76while the standard 

deviation was0.26 which translated to agree which implies that social media is the most 

effective medium in communicating political strategies. The findings concur with those by 

Kaitlyn (2015) that networking online especially using social media sites has increased 

among the modern society and has been successfully used by politicians to gain more 

support. 

Results showed that 44 (75.9%) of respondents agreed that political communication 

strategies are said to be effective if they connect with the voters’ aspirations, 8(13.8%) 

strongly agreed, 3(5.2%) disagreed, 2(3.4%) were of moderate view while 1(1.6%) 

respondent strongly agreed with the statement. The mean was3.95while the standard 

deviation was 0.32 which translated to agree which implied that political communication 

strategies are said to be effective if they connect with the voters’ aspirations. The findings 

concur with Wolfsfeld and Gadi (2017) that political party communication strategy is 

considered viable if it can build parties positive image in the eyes of the people or the 

political leaders. 

It was also established that 39(67.2%) of the respondents agreed that political 

communication strategies are said to be effective if they allow the voters understand the 

role the candidate will play in their lives, 9(15.5%) were of moderate views, 7 (12.1%) 

strongly agreed, 2(3.4%) disagreed while 1(1.7%) respondent strongly disagreed to the 

statement. The statement had a mean of 3.84 and a standard deviation of 0.27 which 

translated to agree which implied that political communication strategies are said to be 

effective if they allow the voters understand the role the candidate will play in their lives. 
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Similar observations were made by Argenti (2009) that a communication strategy helps 

give a guide on what the party should do to present itself positively to the masses, gain 

acceptance and ultimately win elections.  

Descriptive statistics showed that 30(51.7%) of the respondents agreed that 

political communication strategies allow politicians to reach the voters and convince them 

to support the party, 16(27.6%) strongly agreed, 6(10.3%) disagreed, 4(6.9%) were of 

moderate view while 1(3.4%) respondent strongly disagreed to the statement. The 

statement had a mean of 3.88 while the standard deviation was 0.20 which translated to 

agree an implication that political communication strategies allow politicians to reach the 

voters and convince them to support the party. The study findings are in harmony with 

those by Paget (2019) that the political party should communicate its message with the 

intended audience in mind and ensure the message is delivered efficiently and effectively. 

From the findings, 28(48.3%) of respondents agreed that political communication 

strategies enhance the creation of a positive impression of the candidate on the voters’ 

minds, 20(34.5%) strongly agreed, 5(8.6%) were of moderate views, 4(6.9%) disagreed 

while 1(1.7%) respondent strongly disagreed to the statement. The statement had a mean 

of 4.07 and standard deviation of 0.20which translated to agree thus it was affirmed that 

political communication strategies enhance the creation of a positive impression of the 

candidate on the voters’ minds. Similar observations were made by Shimul (2013) that 

political party message can be efficiently communicated if it’s in line with the goals of its 

intended audience. 

Results showed that 30(51.1%) of the respondents agreed that political 

communication strategies enhance political engagement among the citizens, 16(21%) 
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strongly agreed, 7(12.7%) were of moderate views, 4(6.9%) disagreed while 1(1.7%) of 

the respondent strongly disagreed to the statement. The statement had a mean of 3.97 and 

a standard deviation of 0.20 which translated to agree an indication that political 

communication strategies enhance political engagement among the citizens. The findings 

are in support of empirical evidence by Mukendi (2014) that the political parties together 

with their candidates need to know how to present, promote and package them in a way 

that appeals to the public. 

Interviewee A reported that in order to enhance communication for political parties 

during elections in DRC, it is necessary for political parties to choose candidates who have 

a good level of education and reputation. According to Interviewee A,  

Candidates who already know not only their electoral circles or constituencies but 

also the ideals of their respective parties and political groupings can not only promote 

their parties but also validly represent and defend the population that elected them. 

Interviewees reported parties need to be organised to communicate better. They need to 

have specific, well-chosen themes for each situation and target territory. 

Interviewee B indicated that “political parties need to tailor their communication 

strategies to each target audience, each given setting/territory and each tool/channel chosen 

to communicate so that the message is well consumed in the way the party wants or in a 

way that achieves its objective”.  

Interviewee E observed the following:  

Parties have to maximise the little time they have and be efficient. Because 

bombarding a voter at the last minute, in a short period of time with a lot of messages, will 

be difficult for them to digest. So, parties need to maintain a relationship and continuous 

communication with the voters. Political party must have a communication strategy over 

a period of time like 5 years or 10 years and not only a strategy during the campaign 

period. Candidates and their political parties must learn to respect the voters. They should 

not lie to them, or have a pretentious winner's strategy. They must be humble and work 

hard for the social progress of the people. They must also avoid improvisation in their 

political communication: their media outings, speeches, political debates. 
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Summary of the Key Findings 

1. Results showed that political parties used various communication strategies, where 

72.4% indicated persuasion, 65.5% indicated grassroots campaigning, 62.1% 

indicated propaganda, 28 (48.3%) used narrowcasting while 21(36.2%) indicated 

micro targeting. It was also clear that persuasion was the most effective political 

party communication strategy during campaign as indicated by the mean of 4.34. 

The results from the interviews indicated that both parties, PPRD and UDSP 

adapted different strategies according to their electoral constituency and targeted 

audience because the realities on the ground were different from one environment 

to another. 

2. It was established that the political parties used various communication platforms 

such as newspapers, TVs, radios, Facebook, Twitter, websites, blogs and YouTube. 

It was however clear that the communication platform that was mostly employed 

during campaign was through TVs and radios as indicated by the mean of 3.95 

while Facebook was the most common social media communication platform that 

was mostly employed during campaign as indicated by the mean of 3.93. The 

interviewees indicated that in DRC, radio remains the most effective 

communication platform because of its affordability followed by TV. The internet 

was only a complement because most of the population had not embraced it and 

did not trust the internet completely. However, it was deemed to be an effective 

strategy to target the young voters who are in social media. 

3. On the effect of political parties’ communication strategies on electoral 

performance, majority of the respondents (82.5%) agreed that political parties’ 
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communication strategies affected electoral performance. The interviewees 

indicated that during the 2018 campaign, PPRD party had a communication 

strategy and put a lot of resources into its implementation. It also used powerful 

tools to communicate but it failed in the presidential elections. The UDPS strategy 

was aimed at targeting their messages well, which met expectations of the voters 

and also appealed to voters. However, the PPRD's communication strategy was 

more elaborate and professional than that of the UDPS in the 2018 elections. 

4. On the best practices in effective political communication strategies for political 

parties, 93.1% of the respondents agreed that their party had an effective 

communication strategy in place. It was noted that political communication 

strategies enhanced the creation of a positive impression of the candidate on the 

voters’ minds as indicated by the mean of 4.07 and political communication 

strategies are said to be effective if they connect with the voters’ aspirations as 

indicated by the mean of 3.95. The interviewees reported that parties need to be 

organised to communicate better in terms of having a specific, well-chosen theme 

for each situation and target territory. They also need to tailor their communication 

strategies to each target audience, so that the message is well consumed in the way 

the party wants or in a way that achieves its political objective. 

Summary 

This chapter focused on the findings of the four main objectives of the study. The 

next chapter is on discussion, conclusions and recommendations. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction 

This chapter focused on discussion of the key findings in relation to effectiveness 

of communication strategies used by select political parties in DRC during the 2018 general 

elections and their effect on electoral performance. The chapter also gives conclusions, 

recommendations, and areas for further research. 

Discussions of Key Findings 

Political Parties’ Communication Strategies Used During Election 

Results showed that political parties used various communication strategies, where 

71.4% indicated persuasion, 65.5% indicated grassroots campaigning, 62.1% indicated 

propaganda, 28 (48.3%) used narrowcasting while 21(36.2%) indicated micro targeting. It 

was agreed that micro targeting is an effective political party communication strategy 

during campaign as represented by a mean of 3.47. The findings are in support of the study 

conclusion by Bennett (2016) that micro targeting helps in political parties saving costs as 

it narrows down the target population.  

Results showed that the respondents agreed that narrowcasting is an effective 

political party communication strategy during campaign as represented by the mean of 

3.66. The findings are in support of the study conclusion by Dalton (2010) that 

narrowcasting networks are target group-oriented because the audience is clearly defined 

by time, place and activity. It was established that the respondents agreed that propaganda 

is an effective political party communication strategy during campaign as indicated by the 
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mean of 3.53. The study supported Gueorguieva’s (2014) findings that propaganda has 

been an effective tool to shape public opinion and action. The findings revealed that the 

respondents strongly agreed that persuasion is an effective political party communication 

strategy during campaign as indicated by the mean of 4.34. According to Iyengar and 

Simon (2016), persuasion strategy can be more credible than other methods because the 

target audience can evaluate the source and that complex material can be presented in 

detail. 

It was established that the respondents strongly agreed that grassroots campaigning 

is an effective political party communication strategy during campaign as indicated by the 

mean of 4.29. These findings concur with Levenshus (2010) that trust earned through the 

use of grassroots campaigning is an important asset when it comes to voting at the grass 

root levels. The finding of this study showed that communication done during political 

campaigns often focuses too much on the candidates and fails to focus on the political 

parties as indicated by the mean of 4.36. This is in agreement with Gyimah-Boadi’s (2005) 

findings that strategic political communication is about organizations’ purposeful 

management of information and communication to reach political objectives it has set out 

for itself. Results showed that 41 (79.1%) of the respondents agreed that the use of 

communication strategies among political parties is aimed at ensuring the parties reach the 

political goals they have set up for themselves as indicated by the mean of 4. 

The interviewees indicated that political parties in the DRC have communication 

strategies. Each party adapts its own way according to its electoral constituency and 

targeted audience because the realities on the ground are different from one environment 

to another. The most effective communication platform during an election period is the one 
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that is closest to the voters or that helps the candidate and his or her political party to reach 

the largest number of voters but also to convince them. However, the communication 

strategies that political parties put in place are not very effective because there is no prior 

field study to take into accounts the difficulties and customs of each corner of the country, 

nor is there a test of this strategy. 

Communication Platforms Used by Political Parties during Elections in DRC 

It was agreed that the communication platform that was mostly employed during 

campaign was through newspapers as indicated by the mean of 3.24. These findings concur 

with the research findings by Yankem (2015) that some of the popular mass media tools 

used in political mobilization include posters, newspapers, radio and television. The 

communication platform that was mostly employed during campaign was through TVs and 

radios represented by the mean of 3.95. The findings support the study findings by Gibson 

and Rommele (2013) that television is still one of the most used channels to communicate 

political happenings despite the coming up of more modern medium of communication as 

they provide an avenue for politicians to pass their message and also persuade voters to 

vote on election day. It was agreed based on the findings that the communication platform 

that was mostly employed during campaign was Facebook indicated by the mean of 3.93. 

The findings support those of Allcott and Gentzkow (2017) that Facebook has allowed 

politicians to provide their stand on policy issues, plan and communicate events, invite 

supporters and followers for campaigns. 

Twitter was a common communication platform that was mostly employed during 

campaign as indicated by the mean of 3.6. The study findings concur with Wright and 

Hinson (2009) who pointed out that social networks used by politicians include Facebook, 
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Twitter, LinkedIn, YouTube, and Blog. It was disagreed that the communication platform 

that was mostly employed during campaign was through websites as indicated by the mean 

of 2.53. The findings disagree with the findings of Leggewie and Bieber (2020), that many 

parties embraced the use of political Web portal in effort of selling their agenda to the 

public. The reason for the deviation could be that although the website is a social media 

platform, it is not popular especially with the young voters who prefer other social media 

platforms such as Facebook, twitter, and Instagram.It was agreed that the use of blogs for 

communication was a common platform as indicated by the mean of 3.71. The results 

supported those of Ross and Burger (2014) that politicians favored use of blogs during 

campaigns to connect with their voters. It was agreed that the communication platform that 

was mostly employed during campaign was YouTube as indicated by the mean of 3.55. 

The findings are in support of the findings by Bente (2016) that since social media plat 

forms like YouTube offers a two-way communication and interaction. 

The interviewees indicated that in the DRC, radio remains the most effective 

platform because of its affordability followed by TV. The third most effective platform is 

the campaign through graphic prints: posters, visuals, billboards, banners, t-shirts, 

paintings, posters, pens, hats, watches, loincloths, small cards. They also indicated that 

traditional media are losing their audiences to new media, especially the younger ones 

(millenials) where online media is on the rise as it communicates new information in real 

time and allow people to give feedback through comments. They also indicated that the 

best way to communicate to voters during an election period is to adapt to your audience 

and the infrastructure on the ground. This adaptation should take into account the message, 
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the style of the message, the candidate's personality, charisma, gestures, etc., while 

respecting the culture, customs and beliefs of the audience. 

Effect of Political Parties’ Communication Strategies on Electoral Performance 

It was noted that majority of the respondents (82.5%) agreed that political parties’ 

communication strategies affected electoral performance and to a great extent. For political 

campaigns to be successful, there should also be available factors that make this happen. 

Such factors include communication media, communication abilities, credible candidates, 

political good will and positive character and personality of the candidates such that they 

can influence the decision of the voters (Alsamydai & Al kasawneh 2013). 

It was agreed by 50 (86.2%) of the respondents that the challenges political parties 

faced had an effect on electoral performance. The majority of the respondents indicated 

that the political parties had not developed proper communication strategy as they confused 

communication strategy with mass mobilisation and thus affecting projected outcomes in 

a negative way. Respondents also indicated that the campaign is not democratic in the 

DRC. Competition becomes disloyal at election time. Many candidates, especially those 

who have influence and are in power, will ensure that their opponents do not have access 

to the media. Further participates indicated that resources were also a major challenge that 

affected electoral performance. A campaign can be said to be successful if it successfully 

connects to the voters and also allows them to understand the role the candidate will play 

in their lives (Allcott & Gentzkow, 2017). 

The interviewees reported that the media was very important in the 2018 elections. 

It was an indispensable tool to communicate during the election period. It was revealed 

that during the 2018 campaign, the PPRD had a communication strategy and put a lot of 
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resources into its implementation. It also used powerful tools to communicate. 

Unfortunately, it failed in the presidential elections. Its strategy was therefore not effective 

because of its heavy past and the population's frustration, given that it was the party in 

power for 18 years during which the situation of the population did not improve, and the 

constitution was not respected. As for the UDPS strategy it was revealed that they targeted 

their messages well, which met expectations or appealed to voters. They also focused on 

popular rallies and mass mobilisation. They also did everything to discourage their 

opponents and show them that they had the people with them. The use of communication 

strategies among politicians and political parties is aimed at ensuring there is proper 

management of communication and information that can help the parties and the 

individuals reach the political goals they have set up for themselves (McNair, 2017). 

Best Practices in Effective Political Communication Strategies for Political Parties 

It was established that majority of the respondents 54 (93.1%) agreed that their 

party had an effective communication strategy in place while 6.9% were of the contrary 

opinion. It was reported that during the 2018 campaign, the PPRD had a communication 

strategy and put a lot of resources into its implementation. It also used powerful tools to 

communicate. Unfortunately, it failed in the presidential elections. For UDPS, they 

incorporated a communication strategy with a political campaign team. This means that 

they created a similar unit on the spot when need arose. Every party has its own strategic 

goals which mean the primary goals among the parties may vary. However, during election 

campaigns success is highly influenced by how many voters they can reach during their 

campaigns (Strom & Muller, 2010). 
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It was noted that 39 (67.2%) of the respondents agreed that social media is the most 

effective medium in communicating political strategies as indicated by the mean of 3.76. 

The findings concur with those by Kaitlyn (2015) networking online especially using social 

media sites has increased among the modern society and has been successfully used by 

politicians to gain more support. Results showed that 44 (75.9%) of respondents agreed 

that political communication strategies are said to be effective if they connect with the 

voters’ aspirations as revealed by the mean of 3.95. The findings concur with Wolfsfeld 

and Gadi (2017) that political party communication strategy is considered viable if it can 

build parties’ positive image in the eyes of the people or the political leaders.  

It was also established thatpolitical communication strategies are said to be 

effective if they allow the voters understand the role the candidate will play in their lives 

as indicated by the mean of 3.84.Similar observations were made by Argenti (2009) that a 

communication strategy helps give a guide on what the party should do to present itself 

positively to the masses, gain acceptance and ultimately win elections.Descriptive statistics 

showed that the respondents agreed that political communication strategies allow 

politicians to reach the voters and convince them to support the party as represented by the 

mean of 3.88.The study findings are in harmony with those by Paget (2019) that the 

political party should communicate its message with the intended audience in mind and 

ensure the message is delivered efficiently and effectively. 

From the findings, the respondents agreed that political communication strategies 

enhance the creation of a positive impression of the candidate on the voters’ minds as noted 

by the mean of 4.07. Similar observations were made by Shimul (2013) political party can 

be efficiently communicated if it’s in line with the goals of its intended audience. Results 
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showed that the respondents agreed that political communication strategies enhance 

political engagement among the citizens. Mukendi (2014) indicated that the political 

parties together with their candidates need to know how to present, promote and package 

them in a way that appeals to the public. 

Conclusions 

Political parties in DRC used various communication strategies during election. 

The UDPS and PPRDs parties in DRC used various communication strategies during 

elections. They included persuasion, grassroots campaigning, propaganda, micro targeting. 

Selection of communication strategy by political party was mostly based on target group 

characteristics.  

Communication platforms were used by political parties during elections in DRC. 

Various communication platforms were used by political parties during elections in DRC, 

they included graphic prints (banners, t-shirts, posters, pens, hats, watches, loincloths), 

radios, TV, events (meetings, stars, comedians, matches, songs, animations, dances), 

digital media (internet, social networks, online media, and blogs). 

Each party adapts the strategies in its own way according to its electoral 

constituency and targeted audience because the realities on the ground are different from 

one geographical location and target group to another. It was also noted that the use of 

using social media sites has increased among the modern society and has been successfully 

used by politicians to gain more support. 

Political parties’ communication strategies had a great effect on electoral 

performance in DRC. Communication strategy helps give a guide on what the party should 

do to present itself positively to the masses, gain acceptance and ultimately win elections. 

Daystar University Repository

Library Archives Copy



94 
 

Political communication strategies allow politicians to reach the voters and convince them 

to support the party. There is need to embrace best practices which enhance effective 

communication for political parties during elections in DRC. Such include, resource 

mobilisation, political development of clear communication strategy. 

Recommendations 

Political party should have a proper plan while adopting their communication 

strategy that should be timely and not use the strategy when the electioneering period is 

nearby. This would enable them reach out to the voters and also engage them fully during 

the election which in turn may help them win elections. Similarly, political parties should 

not only communicate during the election period but should also be accountable to their 

voters or electoral base on a daily basis.  

Selection of communication platforms should be evaluated based on user needs and 

information type. Before election campaign, there is need to preparing in advance and 

hence to collect data in regard to political parties’ strengths and weaknesses in the electoral 

zones and to their constituencies so that they can better plan and segment them according 

to their similarities. This would help to maximise the little time they have and be efficient. 

Because bombarding a voter at the last minute, in a short period of time with a lot of 

messages, will be difficult for them to digest.  

Parties should integrate into their strategy how to react to fake news, how to respond 

to it and to what extent to present the truth. It would be necessary to study how to anticipate 

scandals and the candidate's past which may resurface in the present, to scrutinise the 

candidate's private and professional life.  
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Candidates and their political parties must learn to respect the voters. They should 

not lie to them or have a pretentious winner's strategy. They should be humble and work 

hard for the social progress of the people. They should also avoid improvisation in their 

political communication: their media outings, speeches, political debates. The quality of 

the candidates selected from the party list should be carefully monitored. It is important to 

choose candidates on the party list who are capable of defending their ideals, promoting 

the party, who are competent and willing to work to achieve the party's objectives, and who 

are able to communicate eloquently, forcefully and perceptively. 

Recommendations for Further Research 

The study focused on assessing the effectiveness of communication strategies used 

by select political parties in DRC during the 2018 general election and their effect on 

electoral performance. Further studies could focus on the role of strategic stakeholder 

communication in the social organisation in the DRC. This will enable the public sector to 

understand the gaps that exist in an effort to build better communication with stakeholders. 

Furthermore, as this study focuses only on two parties, future studies could consider 

investigating the assessment of the effectiveness of communication strategies used by other 

political parties in the DRC on electoral performance in order to get a consolidated view 

of political communication in the DRC. 

Finally, the study focused on assessing the effectiveness of communication strategies used 

by select political parties on the perspective of political leaders, national officials and the 

political and communication strategists; future studies should focus on the same but on the 

perspective of voters or the electorate.  
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APPENDICES 

Appendix A: Researcher’s Self-introduction to the Study Respondents 

Dear respondent 

My name is Munguakonkwa Nyunva Cynthia, a master’s student at Daystar University 

undertaking a degree of Master of Arts in Communication. You have been randomly 

chosen to participate in this study whose insights can help in the assessing/understanding 

of the phenomenon under study on ASSESSING THE EFFECTIVENESS OF POLITICAL 

PARTIES’ COMMUNICATION STRATEGIES IN ELECTORAL PERFORMANCE: A 

CASE OF SELECT POLITICAL PARTIES IN THE DEMOCRATIC REPUBLIC OF 

THE CONGO. You are requested to honestly answer the questions captured in the 

questionnaire. The research is purely for academic purpose only as it is a pre-requisite for 

course work, and the information collected will be treated as confidential. In order to 

protect your identity, you need not indicate your name. You are free to withdraw from the 

study at any point; however, the process will take about 20 minutes of your time for the 

questionnaire while the interviews will take at most one hour. 

Thank you for your participation in advance. 

Munguakonkwa Nyunva Cynthia  

Student researcher – student ID: 18-1231 
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Annexe I : Lettre d'introduction 

Cher (e) participant (e), 

Je m'appelle Munguakonkwa Nyunva Cynthia, je suis étudiante à l'Université Daystar au 

Kenya où je prépare un master en communication. Vous avez été choisi (e) par tirage pour 

participer à cette étude dont les résultats peuvent aider à évaluer/comprendre le phénomène 

étudié sur L'ÉVALUATION DE L'EFFICACITÉ DES STRATÉGIES DE 

COMMUNICATION DES PARTIS POLITIQUES DANS LA PERFORMANCE 

ÉLECTORALE : CAS DE CERTAINS PARTIS POLITIQUES EN RÉPUBLIQUE 

DÉMOCRATIQUE DU CONGO. Vous êtes priés de répondre honnêtement aux questions 

posées dans le questionnaire. La recherche est purement académique car elle est un 

prérequis pour l’obtention du diplôme de fin de cycle, et les informations recueillies seront 

traitées de manière confidentielle. Afin de protéger votre identité, vous ne devez pas 

indiquer votre nom. Vous êtes libre de poser des questions pour une meilleure 

comprehension/clarification ou de vous retirer de l'étude à tout moment ; toutefois, ce 

processus vous prendra environ 20 minutes de votre tempspour le questionnaire et tout au 

plus une heure pour les interviews. 

 

Nous vous remercions d'avance de votre participation. 

 

Munguakonkwa Nyunva Cynthia  

Etudiante chercheuse - ID étudiant : 18-1231 
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Appendix B: Consent Form for Questionnaire (in English) 

I have taken the time to read the information provided above, asked for clarification on 

issues that were not clear and the researcher answered these questions well and to my 

satisfaction. I have agreed without being coerced to be a participant on this study. 

I understand that I may withdraw from this study at any time without having to give an 

explanation and this will not affect my future care or treatment. 

The researcher will not share any information or identity of the participant and all the 

information obtained while carrying out this study will be treated with paramount 

confidentiality and will only be used for research purposes.  

 

Name of the participant………………………………………………… 

 

Signature of the participant…………………………………………….. 

 

Date………………………………………  
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Appendix C: Consent Form for Questionnaire (in French) 

J'ai pris le temps de lire les informations fournies ci-dessus, j'ai demandé des 

éclaircissements sur les points qui n'étaient pas clairs et le chercheur a répondu à ces 

questions de manière satisfaisante. J'ai accepté sans être contraint(e) de participer à cette 

étude.  

Je comprends que je peux me retirer de cette étude à tout moment sans avoir à donner 

d'explication et que cela n'affectera pas mes soins ou traitements futurs. 

Le chercheur ne partagera aucune information ou identité du participant et toutes les 

informations obtenues dans le cadre de cette étude seront traitées avec la plus grande 

confidentialité et ne seront utilisées qu'à des fins académiques.  

 

Nom du participant......................................................... 

 

Signature du participant..................................................... 

 

Date............................................. 
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Appendix D: Questionnaire (in English) 

Consent (please tick in the box as appropriate):  

1. I agree to participate on this study  [  ] 
2. I do not agree to participate on this study  [  ] 

Section A: Demographic Information 

Tick the appropriate box that applies to you 

1. Kindly indicate your gender?  

Male   [  ] 

Female   [  ] 

2. Age Range  

18-24   [  ] 

25-30   [  ] 

31-40   [  ] 

41-50   [  ] 

Over 50  [  ] 

3. What is your highest level of education? 

Diploma  [  ] 

Degree   [  ] 

Masters  [  ] 

PHD       [  ] 

Other …………………………………………….  

4. Please indicate the area of studies 

………………………………………………………………….. 

5. What is the political party you belong to? 
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PPRD  [  ] 

UDPS  [  ] 

6. For how long have you served in your political party?  

Less than 5 years [  ] 

5 to 10 years  [  ] 

10 to 15 years  [  ] 

Over 15 years  [  ] 

 

Section B: Political Parties’ Communication Strategies Used During Election  

7. Which of the following political parties’ communication strategies do you use 

during the election?You can indicate more than one 

Micro targeting  [  ] 

Narrowcasting   [  ] 

Propaganda   [  ] 

Persuasion   [  ] 

Grassroots campaigning [  ] 

8. Please indicate your reason for the choice of the above strategies? 

………………………………………………………………………………………

………………………………………………………………………………………

………………………………………………………………………. 

9. Please indicate with a tick the extent to which you agree/disagree with the 

statements relating to communication strategies used by PPRD and UDPS during 
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the election. Rate on a 5- point scale where: 1- Strongly disagree, 2-Disagree, 3-

Neutral, 4- Agree, 5- Strongly agree 

Statements 1 2 3 4 5 
Micro targeting is an effective political party communication strategy 
during campaign 

     

Narrowcasting is an effective political party communication strategy 
during campaign 

     

Propaganda is an effective political party communication strategy 
during campaign 

     

Persuasion is an effective political party communication strategy 
during campaign  

     

Grassroots campaigning is an effective political party communication 
strategy during campaign 

     

Communication done during political campaigns often focuses too 
much on the candidates and fails to focus on the political parties 

     

The use of communication strategies among political parties is aimed 
at ensuring the parties reach the political goals they have set up for 
themselves 

     

Section C: The Communication Platforms Used by Political Parties During Elections in 

DRC  

10. Please indicate with a tick the extent to which you agree/disagree with the 

statements relating to the communication platforms used by political parties during 

elections in DRC. Rate on a 5- point scale where: 1- Strongly disagree, 2-Disagree, 

3-Neutral, 4- Agree, 5- Strongly agree 

Statements 1 2 3 4 5 
The communication platform that was mostly employed during 
campaign was through newspapers 

     

The communication platform that was mostly employed during 
campaign was through TVs and radios 

     

The communication platform that was mostly employed during 
campaign was through Facebook 

     

The communication platform that was mostly employed during 
campaign was through Twitter 

     

The communication platform that was mostly employed during 
campaign was through websites 

     

The communication platform that was mostly employed during 
campaign was through blogs 
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The communication platform that was mostly employed during 
campaign was through YouTube 

     

11. Please indicate the reason for the choice of the above communication mediums as 

platforms of political parties’ communication strategies and whether they were 

effective? 

…………………………………………………………………………………………
…………………………………………………………………………………………
………………………………………………………………………………….. 
Section D: Effect of Political Parties’ Communication Strategies on Electoral 
Performance  
12. Does political parties’ communication strategies affect electoral performance? 

Yes  [   ] 
No  [   ] 
Please explain  
………………………………………………………………………………………
………………………………………………………………………………………
……………………………………………………………………………..………. 

13. If your answer to question (12) is yes, please indicate the extent at which political 
parties’ communication strategies affect electoral performance? 
To a very great extent  [   ] 
To a great extent  [   ] 
To a moderate extent  [   ] 
To a small extent  [   ] 
To no extent   [   ] 

14. What do you think are the challenges of political parties’ communication strategies? 
………………………………………………………………………………………

………………………………………………………………………………………

……………………………………………………………………. 

15. Do you think the above challenges have had an effect on electoral performance? 
Yes  [  ] 
No  [  ] 
How…………………………………………………………………………………
……………………………………………………………………………….. 

Section E: Best Practice in Effective Political Communication Strategies for Political 
Parties 

16. Are thepolitical communication strategies effective for your party? 
Yes  [  ] 
No  [  ] 

17. Please indicate the effectiveness of the political communication strategies? 
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Very effective   [  ] 
Effective   [  ] 
Moderate effective  [  ] 
Little effective   [  ] 
Not effective at all  [  ] 

18. Please indicate with a tick the extent to which you agree/disagree with the 

statements relating to best practice in effective political communication strategies 

for political parties. Rate on a 5- point scale where: 1- Strongly disagree, 2-

Disagree, 3-Neutral, 4- Agree, 5- Strongly agree 

Statements 1 2 3 4 5 
Social media is the most effective medium in communicating 
political strategies 

     

Political communication strategies are said to be effective if they 
connectwith the voters’aspirations 

     

Political communication strategies are said to be effective if they 
allowthe voters understand the role the candidate will play in their 
lives 

     

Political communication strategies allow politicians to reach the 
voters and convince them to support the party 

     

Political communication strategies enhance the creation of a positive 
impression of the candidate on the voters’ minds 

     

Political communication strategies enhance political engagement 
among the citizens 

     

19. What do you think could have been done/could be improved to effectively 

communicate to voters? Lessons to learn?  

20.  What do you thing other political parties thing about your political party. 

Especially in term of communication? 

Thank you for your participation, we are at the end of our questionnaire. 

(Anyrecommendation?) 
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Appendix E: Questionnaire in French 

 

Consentement (veuillez cocher la case appropriée) :  
1. J'accepte de participer à cette étude              [  ] 
2. Je n'accepte pas de participer à cette étude   [  ] 
 
Section A : Informations démographiques 
Cochez la case appropriée qui s'applique à vous 

1. Veuillez indiquer votre sexe ?  
Masculin  [   ] 
Féminin   [   ] 

2. Tranche d'âge  
18-24                 [   ] 
25-30                 [   ] 
31-40                 [   ] 
41-50                 [   ] 
Plus de 50 ans   [   ] 

3. Quel est votre plus haut niveau d'éducation ?  
Diplôme d’Etat   [   ] 
Graduat                    [   ] 
Maîtrise                    [   ] 
PhD                          [   ] 
Autre ....................................................  

4. Veuillez indiquer le domaine d'études 
              ...................................................................................................... 

5. Quel est le parti politique auquel vous appartenez ? 
PPRD    [   ] 
UDPS    [   ] 

6. Depuis combien de temps êtes-vous au service de votre parti politique ?  
Moins de 5 ans     [   ] 
5 à 10 ans             [   ] 
10 à 15 ans           [   ] 
Plus de 15 ans      [   ] 
 
Section B : Stratégies de communication des partis politiques utilisées pendant les élections  

7. Parmi les stratégies de communication des partis politiques suivants, lesquelles 
utilisez-vous pendant les élections ? Vous pouvez en indiquer plus d'une 

Micro-ciblage   [   ] 

Diffusion ciblée                                   [   ] 

Propagande                                          [   ] 
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Persuasion                                            [   ] 

Campagne de terrain ou de proximité  [   ] 
8. Veuillez indiquer la raison pour laquelle vous avez choisi les stratégies ci-dessus ? 

................................................................................................................................................ 

................................................................................................................................................ 

................................................................................................................................................ 
9. Veuillez indiquer en cochant la mesure dans laquelle vous êtes d'accord/désaccord 

avec les déclarations relatives aux stratégies de communication utilisées par le 
PPRD ou l'UDPS pendant l'élection. Notez sur une échelle de 5 points où : 1- Pas 
du tout d'accord, 2-Pas d'accord, 3-Neutre, 4- D'accord, 5- Tout à fait d'accord. 

Affirmations/Constats 1 2 3 4 5 
Le micro ciblage est une stratégie de communication efficace pour les 
partis politiques en campagne.   

     

Le narrowcasting ou Diffusion ciblée est une stratégie de 
communication efficace pour les partis politiques pendant la 
campagne.   

     

La propagande est une stratégie de communication efficace pour les 
partis politiques pendant la campagne.  

     

La persuasion est une stratégie de communication efficace pour les 
partis politiques pendant les campagnes électorales.  

     

La campagne de proximité est une stratégie de communication 
efficace pour les partis politiques pendant la campagne électorale.  

     

La communication pendant les campagnes politiques/électorales se 
concentre souvent trop sur les candidats et ne se concentre pas sur les 
partis politiques. 

     

L'utilisation de stratégies de communication par les partis politiques 
vise à garantir que les partis atteignent les objectifs politiques qu'ils 
se sont fixés. 

     

 

Section C : Les plateformes de communication utilisées par les partis politiques lors des 
élections en RDC  

10.  Veuillez indiquer en cochant la mesure dans laquelle vous êtes d'accord/désaccord 
avec les déclarations relatives aux plateformes de communication utilisées par les 
partis politiques pendant les élections en RDC. Notez sur une échelle de 5 points 
où : 1- Pas du tout d'accord, 2-Pas d'accord, 3-Neutre, 4- D'accord, 5- Tout à fait 
d'accord. 

Affirmations/Constats 1 2 3 4 5 
La plateforme de communication la plus utilisée pendant la campagne 
de 2018 était les journaux/ la presse écrite. 

     

La plate-forme de communication la plus utilisée pendant la campagne 
était la télévision et la radio. 
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La plateforme de communication la plus utilisée pendant la campagne 
a été Facebook. 

     

La plateforme de communication la plus utilisée pendant la campagne 
était Twitter. 

     

La plateforme de communication la plus utilisée pendant la campagne 
a été les sites Web. 

     

La plateforme de communication la plus utilisée pendant la campagne 
était les blogs.  

     

La plateforme de communication la plus utilisée pendant la campagne 
a été YouTube.  

     

 
11. Veuillez indiquer la raison du choix des moyens de communication ci-dessus 

comme plateformes des stratégies de communication des partis politiques et 
préciser s'ils ont été efficaces ? 

................................................................................................................................................

................................................................................................................................................ 

................................................................................................................................................

........... 
Section D : Effet des stratégies de communication des partis politiques sur les performances 
électorales  

12. Les stratégies de communication des partis politiques affectent-elles les 
performances électorales ? 

Oui      [   ] 
Non     [   ] 
Veuillez expliquer  
............................................................................................................................................... 
................................................................................................................................................ 
................................................................................................................................................ 

13. Si vous avez répondu oui à la question (12), veuillez indiquer dans quelle mesure 
les stratégies de communication des partis politiques affectent les performances 
électorales ? 

Dans une très large mesure       [   ] 
Dans une large mesure              [   ] 
Dans une mesure modérée        [   ] 
Dans une faible mesure            [   ] 
Pas du tout                                [   ] 

14. Selon vous, quels sont les défis des stratégies de communication des partis 
politiques ? 

................................................................................................................................................ 

................................................................................................................................................ 

....................................................................................................................................... 

15. Pensez-vous que les défis ci-dessus ont eu un effet sur la performance électorale ? 
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Oui       [   ] 

Non      [   ] 
Comment................................................................................................................................ 
…………………………………………………………………………………………........ 
Section E : Meilleures pratiques en matière de stratégies de communication politique 
efficaces pour les partis politiques 

16. Les stratégies de communication politique sont-elles efficaces pour votre parti ? 
Oui      [   ] 
Non     [   ] 

17. Veuillez indiquer l'efficacité des stratégies de communication politique ? 
Très efficace                  [   ] 
Efficace                          [   ] 
Moyennement efficace  [   ] 
Peu efficace                   [   ] 
Pas du tout efficace       [   ] 
 

18. Veuillez indiquer en cochant la mesure dans laquelle vous êtes d'accord/désaccord 
avec les déclarations relatives aux meilleures pratiques en matière de stratégies de 
communication politique efficaces pour les partis politiques. Notez sur une échelle 
de 5 points où : 1- Pas du tout d'accord, 2-Pas d'accord, 3-Neutre, 4- D'accord, 5- 
Tout à fait d'accord. 

Affirmations/Constats 1 2 3 4 5 
Les médias sociaux sont le moyen le plus efficace pour communiquer 
les stratégies politiques.  

     

Les stratégies de communication politique sont dites efficaces si elles 
correspondent aux aspirations des électeurs. 

     

Les stratégies de communication politique sont efficaces si elles 
permettent aux électeurs de comprendre le rôle que le candidat jouera 
dans leur vie. 

     

Les stratégies de communication politique permettent aux politiciens 
d'atteindre les électeurs et de les convaincre de soutenir le parti.  

     

Les stratégies de communication politique favorisent la création d'une 
impression positive du candidat dans l'esprit des électeurs.  

     

Les stratégies de communication politique renforcent l'engagement 
politique des citoyens.  

     

 
19. Selon vous, qu'est-ce qui aurait pu être fait/amélioré pour communiquer 

efficacement avec les électeurs ? Des leçons à tirer ?  
................................................................................................................................................ 
................................................................................................................................................ 
................................................................................................................................................ 

20. Que pensez-vous que les autres partis politiques pensent de votre parti politique. 
Surtout en termes de communication ?  
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Appendix F: Consent Form for Interview Guide (in English) 

I have agreed without being coerced to be a participant on this study. 

I understand that I may withdraw from this study at any time without having to give an 

explanation and this will not affect my future care or treatment. 

The researcher will not share any information or identity of the participant and all the 

information obtained while carrying out this study will be treated with paramount 

confidentiality and will only be used for research purposes. In this form, I give you my 

permission to record the interview. 

I freely give my consent to participate in this research study as well as to the recording, 

and I have been given a copy of this form for my own information. 

 

Name of the participant………………………………………………… 

 

Signature: …………………………………………………………………….…………. 

 

Date: ……………………………………………………………………………………… 
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Appendix G: Consent Form for Interview Guide (in French) 

J'ai accepté sans être contraint(e) de participer à cette étude.  

Je comprends que je peux me retirer de cette étude à tout moment sans avoir à donner 

d'explications et que cela n'affectera pas mes soins ou traitements futurs. 

Le chercheur ne partagera aucune information ou identité du participant et toutes les 

informations obtenues dans le cadre de cette étude seront traitées avec la plus grande 

confidentialité et ne seront utilisées qu'à des fins de recherche académique. Dans ce 

formulaire, je vous donne mon autorisation d'enregistrer l'entretien. 

Je donne librement mon accord pour participer à cette étude de recherche ainsi qu'à 

l'enregistrement, et une copie de ce formulaire m'a été remise pour ma propre information. 

 

Nom du participant ......................................................... 

 

Signature : ............................................................................................ 

 

Date : ................................................................................................... 
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Appendix H: Interview Guide (in English) 

My name is Munguakonkwa Nyunva Cynthia, a master’s student at Daystar University 

undertaking a degree of Master of Arts in Communication. You have been chosen to 

participate in this study whose insights can help in the assessing/understanding of the 

phenomenon under study on assessing the effectiveness of political parties’ communication 

strategies in electoral performance: a case of select political parties in DRC. I am pleased 

to inform you that you are part of the interview group and you are required to give honestly 

all information you have in regard to each question. The interview process will not take 

more than1hour. 

1. What factors do you think have affected the effectiveness of the political campaign 

process in your country? 

2. What role has the media played during the elections in your country? 

3. What communication platforms did you use during your campaigns and were they 

effectiveand why and if not why? 

4. Which political communication platform do you think that is most effective and 

why? 

5. What is the best medium of communicating political strategies during the elections 

in DRC and why? 

6. What are thechallenges of communication strategies during elections? 

7. Whatare the remedies to the challenges of communication strategies during 

elections? 
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Appendix I: Interview Guide (in French) 

Je m'appelle Munguakonkwa Nyunva Cynthia, je suis étudiante à l'Université Daystar ou 

je prépare un master en communication. Vous avez été choisi (e) pour participer à cette 

étude dont les idées peuvent aider à l'évaluation/compréhension du phénomène étudié sur 

L'ÉVALUATION DE L'EFFICACITÉ DES STRATÉGIES DE COMMUNICATION 

DES PARTIS POLITIQUES DANS LA PERFORMANCE ÉLECTORALE : CAS DE 

CERTAINS PARTIS POLITIQUES EN RDC. J'ai le plaisir de vous informer que vous 

faites partie du groupe d'interview et que vous êtes tenu de donner honnêtement toutes les 

informations dont vous disposez concernant chaque question. L'entretien ne durera pas 

plus d'une heure. 

1. Selon vous, quels facteurs ont affecté l'efficacité du processus de campagne politique 

en RDC ? 

2. Quel rôle les médias ont-ils joué pendant les élections en RDC ? 

3. Quelles plates-formes de communication avez-vous utilisées pendant vos campagnes, 

ont-elles été efficaces et si non pourquoi ? 

4. Quelle plateforme de communication politique vous semble la plus efficace et 

pourquoi? 

5. Quel est le meilleur moyen de communiquer/implémenter les stratégies politiques 

pendant les élections en RDC et pourquoi ?  

6. Quels sont les défis des stratégies de communication pendant les élections ? 

7. Quels sont les remèdes aux défis des stratégies de communication pendant les 

élections? 
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