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ABSTRACT 

In 2017, Kenya conducted its second General Election under the Constitution of Kenya (2010). 

This General Election was covered by various media including the regional copies of the 

Standard and Daily Nation newspapers. At the time, President Uhuru Kenyatta and former 

Prime Minister Raila Odinga separately contested for the presidency. They received 

considerable media attention and were framed differently by the regional editions of the two 

newspapers. This study therefore sought to establish whether framing of President Kenyatta 

and the former Prime Minister by the regional editions of the Daily Nation and Standard 

newspapers influenced Kenyans’ voting patterns along tribal lines in 2017. It was anchored on 

the Media Framing Theory by Ervin Goffman (1974) and used mixed methodologies by 

administering 768 questionnaires to respondents in Kisumu and Nyeri counties in addition to 

interviewing four experts. The study found that at least 48.8% of the respondents believed that 

the newspapers’ coverage of President Uhuru Kenyatta and former Prime Minister Raila 

Odinga by the regional editions of the Standard and Daily Nation newspapers had encouraged 

them to vote along tribal lines. Similarly, more than half of the respondents (56.8%) said that 

they voted for the candidate who was projected to be winning by the regional editions of the 

two newspapers under study, implying that newspapers indeed influenced voting patterns to a 

significant extent. The study further found that commercial interests of a newspaper determined 

the media frames that were used in the regional editions of the Standard and Daily Nation 

newspapers. Additionally, the study established that regional copies of the Standard and Daily 

Nation newspapers influenced respondents to vote along tribal lines during the 2017 General 

Election by appealing to the emotional needs of the respondents. The study therefore 

recommends that media practitioners be guided by editorial policies that advance the principles 

of objectivity and fairness in order to uphold their role as society’s watchdog. 

Daystar University Repository

Library Archives Copy



xi 

 

DEDICATON 

This thesis is dedicated to my mother who challenged me and encouraged me to pursue 

postgraduate studies. I wouldn’t be here if it was not for her love, support and encouragement. 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Daystar University Repository

Library Archives Copy



1 

 

CHAPTER ONE 

 INTRODUCTION AND BACKGROUND TO THE STUDY 

Introduction 

Before the promulgation of the Constitution of Kenya (2010), Kenya’s General Election 

would be held every five years in the month of December (Parliamentary Initiatives Network, 

2011). At the time, the President would pick a specific date within the month and gazette it for 

the General Election. When the new Constitution came into force, the electoral cycle changed 

slightly with the election date now slated for the second Tuesday of August every five years 

(Article 101 [1]). Since then, two General Elections have been held. The first was held in 2013 

and the second was held in 2017. In both instances, President Uhuru Kenyatta and former Prime 

Minister Raila Odinga contested for the presidential seat and the former emerged victorious, 

albeit contentiously.  

Various media, including the Standard and Daily Nation newspapers, covered and 

followed the 2017 General Election. These two newspapers are both privately owned, national 

newspapers based in Kenya that also have regional papers dedicated for Western, Coastal, 

Central and Nairobi Kenya. They were the subject of this study and used diverse media frames 

and tactics to sell their newspapers as observed by Baldasty (2014). The author held that 

newspapers are businesses that sell news and space for a profit. They do this by using media 

frames such as catchy headlines and coloured photos to grab and retain readers’ attention 

(Cagé, 2020).  

For instance, on August 6, 2017 (two days before the General Election), the Standard 

newspaper used media frames that seemed as though they were predicting the winner of the 

2017 presidential election on the front pages of its regional copies. Western, Central Kenya 

and Nairobi editions all had different framings of the headlines including the framing of the 

Daystar University Repository

Library Archives Copy



2 

 

pictures. Central Kenya is perceived to be a stronghold of Mr. Kenyatta while western Kenya 

is seen as Mr. Odinga’s stronghold owing to previous voting patterns (Africa Research 

Institute, 2017). In this regard, the headline in the Western Kenya copy of the Standard 

newspaper read ‘Raila smells victory’ while the headline in the Central Kenya copy read 

‘Uhuru smells victory.’ On the other hand, Nairobi edition read ‘The choice is yours.’  

Similarly, the selection and positioning of the images used in each of the regional copies 

was at odds. In the Western copy, Mr. Odinga’s image depicting him addressing a mammoth 

rally was placed on top of Mr. Kenyatta’s while the central Kenya copy had the President’s 

image at the top as illustrated in Figure 1.1. 

  

Figure1.1: Regional Editions of the Standard Newspaper 

Source: Ghafla (2017) 

 

While this framing might have generated profits for the Standard newspaper, it created 

an illusion that the two candidates were winning in their respective strongholds even though 

the opposite might have been true. This study also found that such media frames bolstered the 

need for the electorate in these regions to vote along tribal lines given that the media influences 

audience perceptions and is viewed as a credible source of information (Miller, 2005). More 

than half of the respondents who participated in this study (56.8%) indicated that they voted 

for the candidate who was projected to be winning by the regional editions of the two 
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newspapers under study. Additionally, 48.8% of the respondents believed that the newspapers’ 

coverage of President Uhuru Kenyatta and former Prime Minister Raila Odinga had 

encouraged them to vote along tribal lines.  

In this regard, the desire to make profit could at times cloud sound editorial decisions, 

put objectivity on the line (McNair, 2011) and also encourage voting along tribal lines. This 

study therefore sought to establish how the newspaper framing of Mr. Kenyatta and Mr. Odinga 

by the regional editions of the Daily Nation and Standard newspapers influenced Kenyans’ 

voting patterns in the 2017 General Election. It is premised on Ervin Goffman’s Media Framing 

Theory of 1974 (Davie, 2010).  

Background to the Study 

On August 8 2017, Kenyans went to the polls to elect their fifth president since the 

country gained independence in 1963. According to the Parliamentary Initiatives Network 

(2011), this was in line with the five-year electoral-cycle dictates of the Constitution of Kenya 

(2010). Even before the official 10-week campaign period had commenced, Kenyans had 

already been exposed to news reports bearing political overtones pitting Mr. Kenyatta and Mr. 

Odinga against each other through various media frames. One such news item was published 

by the Standard newspaper on May 12, 2017 referring to the presidential election as a “two-

horse race” (Standard, 2017). This particular phrase was used by both newspapers more than 

10 times during the period under review.  

At times media houses attempting to predict how the vote would go, would publish 

reports bearing an analysis of the tribal composition of Kenyans and compare these numbers 

to previous voting patterns. Using media frames, the media houses would imply that the same 

voting patterns that had been recorded in the past would be repeated. By using frames that 

implied and reaffirmed that the Kikuyu and Kalenjin would vote for Mr. Kenyatta and William 
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Ruto, while the Luo and Kamba would vote for Mr. Odinga and his running mate, Kalonzo 

Musyoka, the media created and sustained the perception that Kenyans would vote along tribal 

lines. The media further profiled registered voters in Counties perceived to be Mr. Uhuru’s and 

Mr. Odinga’s strongholds and used the regional copies to buttress this perception in order to 

make profits (Nyaringo & Musasia, 2016). 

Furthermore, Simon and Xenon (2010) observed that media framing set the stage for 

political public discourse, drove public opinion and shaped voting patterns. This study 

concurred with their assertions and found that the media influenced voting outcomes. As 

observed by Kiai (2011), the media essentially framed the contest as being between the Jubilee 

and NASA candidates even though a total of eight candidates vied for the presidency in the 

2017 General Election, according to Kenya’s Independent Electoral and Boundaries 

Commission (IEBC).  

This study is anchored on the Media Framing Theory which is closely linked to the 

agenda setting theory. It believes that the media give weight to certain events by focusing a lot 

of their attention to them and ‘placing them within various fields of meaning’ (Ensink, Sauer, 

2003). The theory holds that audiences process and generate meaning from media messages 

depending on how those messages have been presented to them. The deliberate way media 

messages are placed is called ‘the frame’. Frames influence how audiences perceive and make 

decisions from media messages. In this regard, media not only set the agenda in terms of what 

audiences should think about, but they also control and affect how audiences should think about 

issues (media framing).  

When the Standard and Daily Nation newspapers for instance profiled registered voters 

and used these data to predict the outcome of the poll based on the voters’ tribal backgrounds, 

they might have managed to do what Bradley (2010) argued is the media’s ability to influence 

the audiences’ thought process as well as future points of reference. Profiling the presidential 
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candidates and voters along tribal lines in addition to predicting the poll outcome became the 

media frame.  

Secondly, little attention was paid to the remaining six presidential candidates and in 

some instances, they were clustered together and placed in the ‘others’ category. This happened 

at least 10 times by the two dailies. Mr. Kenyatta, Mr. Odinga and their running mates were 

positioned by the media as the strongest contenders. They enjoyed immense coverage in both 

print and electronic media and it was almost as if they were the only candidates who were 

vying.  

For example, when the two candidates were taking their nomination certificates to the 

IEBC, they were covered by all media unlike the other six candidates. It was not until the 

August 8, 2017 election was nullified and a fresh election called, that the media started paying 

attention to the other candidates (Ndonye & Ndoro, 2019). Indeed, an article written by Oscar 

Obonyo and which appeared in the Daily Nation on May 13, 2017 claimed that, “there is no 

denying that some of the aspirants have an extremely slim chance of clinching the presidency 

this August.” 

In addition, most of the news items covering Mr. Kenyatta and Mr. Odinga appeared 

on the cover page of the newspapers and their articles were accompanied by coloured pictures 

that often depicted the massive turnout of people in their rallies. The selection of these images 

in the media frames was not arbitrary particularly when it was used in the regional copies given 

that scholars have argued that the selection by the media of what is given prominence is 

influenced by non-editorial factors (see Ensink & Sauer, 2003). It was aimed at making the 

copies appealing to readers by positioning their “preferred” candidate to be winning in order 

to make a sale.   
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Statement of the Problem 

Kenya became a multi-party state in December 1991 (Shilaho, 2017) giving rise to 

many political outfits. Unfortunately, these political entities ended up being ethnically affiliated 

groups that brought together individuals from the same tribes under the guise of safeguarding 

their political interests (Mwakikagile, 2001). At the same time Nderitu (2006) observed that in 

Kenya, ethnic backgrounds often determine people’s political inclinations.  

Although previous studies revolving around media framing had been undertaken across 

the world such as Arowolo (2017) in his study of the Media Framing Theory and how framing 

narrowed contextualisation, there are still gaps that exist in establishing the effects that these 

frames have on the electorate’s voting behaviour. Of interest should be the frames used during 

electioneering periods given the amount of attention the public gives to the media for political 

information (Lecheler, Keer, Schuck, & Hänggli, 2015).  

This study focused on the extent to which the media framing of Mr. Kenyatta and Mr. 

Odinga in the regional editions of the Standard and Daily Nation newspapers encouraged 

voting along tribal lines through their framing of the two politicians during the campaign.  

Purpose of the Study 

The purpose of this study was to examine the extent to which media framing by the 

Standard and Daily Nation newspapers influenced Kenyans to vote along tribal patterns in the 

2017 presidential election.  

Objectives of the Study 

1. To establish whether media framing of Mr. Kenyatta and Mr. Odinga in the different 

regional editions influenced Kenyans’ voting patterns along tribal lines in the 2017 

General Election presidential race.  

Daystar University Repository

Library Archives Copy



7 

 

2. To find out what attracted the electorates to the newspapers that they consumed during 

the 2017 election campaign. 

3. To measure the extent to which the media framing of Mr. Kenyatta and Mr. Odinga 

influenced the electorate.  

Research Questions 

1. Did media framing of Mr. Kenyatta and Mr. Odinga influence Kenyans’ voting patterns 

along tribal lines in the 2017 General Election presidential race? 

2. What frames did media use while covering Mr. Kenyatta and Mr. Odinga? 

3. To what extent did the media framing of Mr. Kenyatta and Mr. Odinga influence the 

electorate?  

Justification of the Study 

In 2008, Kenya experienced post-election violence following the 2007 General 

Election. Friends turned foes as neighbours who had peacefully long lived clashed with each 

other because of tribal differences (BBC, 2008). After the violence had subsided, Kenyans 

began to self-reflect and look into the factors that led to the killings. Among the driving forces 

singled out for the tribal hate was the role that the media played. The media was accused of 

fanning the clashes through their coverage of the electoral campaigns with Nyambura (2017) 

arguing that their frames pit tribal groups against each other. The media frames used at the time 

only served to cause divisions among Kenyans of different ethnicity and validated the 

perception that Kenyans vote for their tribesmen.  

While many studies have been conducted on media framing of politics, there are clear 

distinctions in how the frames are conceptualized, operationalized, and in the terminology. This 

researcher believed that this study would fill an existing research gap by looking at the media 
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frames that were specifically used in Kenya in the regional copies of the Standard and Daily 

Nation newspapers in the 2017 General Election. The study investigated the coverage of Mr. 

Kenyatta, Mr. Odinga and whether or not this coverage galvanised voting along tribal lines. 

 According to Puri (2006), the media is driven by the desire to generate profits which 

is done by attracting and retaining audiences. Sjovaag (2014) also observed that newspapers 

are involved in the production of news and other consumable products that are linked to the 

printed product in order to make profit. To do this, the media uses frames such as striking 

pictures and bold headlines. During electoral seasons, these frames tend to have ethnic 

undertones. Such frames would consolidate supporters around ‘one of their own’ rather than 

allow them to evaluate candidates based on issues (Mwakikagile, 2001).  

As such, this study looked into the media frames that were used in the Standard and 

Daily Nation regional copies during the 2017 General Election and the impact they had on the 

electorate’s voting patterns. By interviewing editors of the two newspapers, this study further 

sought to provide an understanding of the thought process behind the media frames used by 

the two dailies. Other than these, the study contextualised the media framing theory to Kenya’s 

2017 electoral coverage by the media and strove to contribute to the body of knowledge by 

complementing other media framing studies that have been conducted before. 

Significance of the Study 

By providing insights into the media frames that the regional copies of the Standard 

and Daily Nation used during the period under review, this study created an understanding of 

the impact that media frames have on the electorate whilst illustrating how they influence 

political decisions. This could be used to increase awareness over the power that print media 

holds over the electorate and political contenders considering Kenya’s five-year electoral cycle. 

It would therefore heighten the level of awareness among political candidates and the electorate 
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and subsequently help them to be active as opposed to passive consumers of media products 

(Sparviero, 2019). 

Carpentier, Roskos-Ewoldsen and Roskos-Ewoldsen (2008) argued that extensive 

coverage of a political personality influences the way the candidates are received and judged 

by the electorate. At the same time stimulating a thought among audiences has been shown to 

have the ability to trigger another closely related idea. The degree of this activation is dependent 

on the strength of the initial thought.  

Moreover, Simon and Xenos (2010) posited that because voters hardly interact with 

their political leaders face to face, they form opinions about them through the information that 

they get in the media. They therefore connect with these leaders through the media. In this 

regard, the provision of immense coverage by the Standard and Daily Nation newspapers to 

both Mr. Kenyatta and Mr. Odinga while paying no heed to the other six candidates could have 

impacted the voters. This enquiry shall illustrate this.  

Further, Thomas Downey as cited in McNair (2011) said in 1901 that the primary 

objective in printing a newspaper was to make money. Downey observed that the newspaper 

has customers and advertisers that it must cater for in order to remain in business. As with 

many other media houses, this has been the modus operandi for the Standard and Daily Nation 

newspapers. Despite these financial needs, it is important to remember that historically mass 

media’s role has been to unite, educate and safeguard democracy (BBC, 2008).  

To do this, journalists and editors needed to uphold objectivity in their reportage. This 

meant that they had to distance themselves from political debates and ensure that they were 

emotionally removed from such matters while reporting or editing copy. This also required 

media professionals to give an equal chance of coverage to all the presidential candidates in 

the race. This study will therefore seek to validate these requirements for the greater good of 

the country.  
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In this regard, this study demonstrated why the media should exercise caution while 

framing owing to the nascent risks of polarising the country along tribal lines. This is 

particularly important in the Kenyan context where tribal differences have previously led to 

post election violence (Shilaho, 2017). This study would therefore give the media discernment 

and guide them on the dos and don’ts in a multi-ethnic society. 

While many inquiries into media framing have been carried out, this research advanced 

studies that have conducted in political communication, media framing and democracy by 

providing insights into the Kenyan context.  

Assumptions of the Study 

This study assumed that the Standard and Daily Nation newspapers deliberately ignored 

the other six presidential candidates and instead focused a significant amount of their attention 

on Mr. Kenyatta and Mr. Odinga. This consequently created the impression that they were the 

only presidential candidates with a following that was large enough for media attention. It also 

presumed that the six other candidates made as much effort as Mr. Kenyatta and Mr. Odinga 

to appear in either of the dailies. The study further supposed that financial, ethnical and political 

considerations held by the two newspapers were the factors that informed the frames used in 

the publications and that these frames influenced the decisions made by the electorate at the 

ballot. The study also assumed that the sample size will be enough. 

Klapper as mentioned in Wimmer and Dominick (2006) observed that media only 

reinforce already existing attitudes and thoughts and cannot wholly influence the electorate’s 

decisions. On that basis, this study presumed that Kenyan voters had not made up their minds 

about the presidential candidates that they supported and were therefore swayed by the media 

frames used by the Standard and Daily Nation newspapers. 
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Scope of the Study 

Despite the fact that there are various forms of media in Kenya including print, 

electronic and online; as well as several newspapers, digital media, television and radio 

stations, this study limited itself to the regional print editions of the Standard and Daily Nation 

newspapers. Besides this, the study distributed questionnaires to a sample of members of the 

public service within Nyeri town and Kisumu Central; individuals who work in Community 

Based Organizations (CBOs) within the two localities; vendors at the local markets; and to 

individuals who work in the public transport sectors in Nyeri town and Kisumu Central. 

Moreover, the researcher conducted in depth interviews with newspaper editors and political 

analysts. These interviews augmented the data gathered through the questionnaires, explored 

the reasons behind media frames and looked into their impact.  

Limitations and Delimitations 

The study was limited by the decision to analyse the content of the Standard and Daily 

Nation newspapers considering that there are many more media in Kenya that can be easily 

accessed by the electorate and sway their thought process as well. These include print, 

electronic and online media in addition to social networking sites like Facebook where news 

can be shared promptly as observed by McNair (2011). Moreover, Singer, Domingo, Heinonen, 

Hermida, Paulussen, Quandt and Vujnovic (2011) point out the availability of online 

newspapers which can be accessed at any time. Furthermore, Lacy, Duffy, Riffe, Thorson and 

Fleming (2010) state that newspapers are used as complementary products that are consumed 

in conjunction with other media products that might have also influenced the electorate.  

These newspapers cost KSh60 each and might have been beyond the reach of the same 

Kenyans that this study believes were influenced through framing. In addition, media such as 

radio were probably more accessible than the newspapers and it might have been difficult to 
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extrapolate the findings of this study to the whole public. Despite this, newspapers have a 

longer shelf life than radio or television reports and can still be accessed after the fact. This 

means that the effect that their media frames hold on voters can still be felt long after their date 

of publication.  

Lastly, this study restricted itself to the 2017 General Election although it considered 

past electoral events, outside of the media, that could also have influenced Kenyans’ voting 

patterns. 

In recognition of these limitations, the researcher used a mixed method approach that 

was pegged on purposive sampling in order to identify a sample that actively consumed 

newspapers at the time of the presidential campaign; voted in the said General Election and 

consumed the regional editions of the Standard and Daily Nation newspapers. The Standard 

and Daily Nation newspapers also published regional editions that were tailor-made for Central 

and Western Kenya which cover Nyeri and Kisumu counties respectively. 

Definition of Terms 

Counties: These are defined by the IEBC and the Constitution of Kenya (2010) as 

geographical units that were created out of the former Kenyan provinces in order to devolve 

services from the national level to the grassroots (Parliamentary Initiatives Network, 2011). 

The country is divided into 47 such units and each of these units has a Governor, Senator and 

Members of the County Assembly. These levels of representation are expected to cater for the 

interests of their constituents. 

Coverage: Coverage refers to the process through which media present information 

about a particular issue or topic to the audiences. This is through investigating the subject 

matter and subsequently reporting the findings (Kappe, 2016). 
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Electorate: The electorate refers to Kenyans who are registered as voters by the 

Independent, Electoral and Boundaries Commission (IEBC). For one to be registered as a voter, 

he or she must be above the age of 18; must possess a valid and original Kenyan passport or 

Identification Card; be of sound mind; is not bankrupt and not have been found guilty of any 

election offence during the five years preceding a General Election. One can only register as a 

voter once and the register is opened for scrutiny before the General Election (IEBC, 2018). 

Ethnicity: This refers to the tribal affiliations in Kenya. The online Oxford Dictionary 

(2018) defines tribe as a social grouping of individuals who are bonded by a common language, 

cultural practises, beliefs and to some extent geographical location. In Kenya, there are 44 

tribes that are officially recognised by the government after Kenyans of Indian descent were 

granted this status in 2017 (Daily Nation, 2017). These include: the Agikuyu, Kalenjin, Luo, 

Luhya, Kamba, Kisii, Meru, Borana and so on. 

General Election: The Constitution of Kenya (2010) defines a General Election as a 

process through which Kenyans shall elect the President, Deputy President, Governors, 

Members of Parliament and Members of the County Assemblies (Parliamentary Initiatives 

Network, 2011). The Members of Parliament include Senators, Members of the National 

Assembly as well as Women Representatives. The process is conducted by the IEBC and is 

slated for the second Tuesday of August every five years. 

Media framing: Weaver (2007) defines media framing as the art of organizing ideas for 

news content while placing them within a particular context. The author noted that media 

framing makes some issues stand out while at the same time downplaying others. Scheufele 

(2014) posited that framing refers to the variations in how media present their content to 

audiences. This simply means how they package their content and give priority to some issues 

more than others.  
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Presidential candidate: The Constitution of Kenya (2010) explains that a presidential 

candidate is an individual who vies for the presidency having been nominated by a political 

party or as an independent contender who is nominated by not less than 2,000 voters from each 

of a majority of the counties. He or she must be a Kenyan by birth and must qualify to stand 

for an election as a Member of Parliament.   

Summary 

This chapter introduced the research topic by looking at the background to the study, 

the purpose of the study, objectives, and significance of the study, its limitations and 

delimitations as well as assumptions. Political contests in Kenya generate a lot of public interest 

and the media hold enormous influence over the electorate. Considering that many people 

consume media content without critically questioning the thought process behind it, they often 

miss the subtle message lying within a media frame (Sparviero, 2019). The media should 

therefore be deliberate in its responsibility of protecting and safeguarding the interests of their 

public. The next chapter will look at the literature review of the study. 
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CHAPTER TWO 

LITERATURE REVIEW 

This chapter contextualizes the research by anchoring it and comparing it to other 

similar studies that have been conducted around media framing in the past. Findings of similar 

studies, the theoretical framework, conceptual framework and empirical literature review are 

covered to help readers better understand the findings of this study. 

Theoretical Framework 

Lecheler et al. (2015) defined “news framing” as a process through which news media 

emphasize certain issues while giving little weight to others. Ensink and Sauer (2003) believe 

that media framing refers to how photographs, headlines, space, words, boundary lines, vectors 

and so on are brought together, in a newspaper for instance, and subsequently used to weave 

and tell a story in a particular way.  

On the other hand, Tankard (2001) explained that media framing is the manner in which 

media package their content and present it to their audiences. It is a feature of Ervin Goffman’s 

Media Framing Theory of 1974 which was first created under the tile Frame Analysis. It is 

closely linked to the Agenda Setting and Priming Theories and holds that media influence their 

audiences’ decisions based on the manner in which they present their information.  

Frames can be defined as preconceived ideas or systems that are used to organize new 

messages. These frames play a large role in the manner in which information is processed and 

interpreted by audiences. According to Brewer, Graf and Willnat, (2003) frames work by 

telling audiences what messages matter and which ones don’t. Goffman argued that media uses 

frames to highlight certain events and downplay others in order to boost or deter some 

interpretations. Frames were also found to affect audience’s opinions and set the standards 

upon which media messages would be judged. In addition, frames provided a basis upon which 
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future perceptions about a particular issue would be issued. Williams (2009) particularly 

observed that newspapers influence readers based on their structural features and in the manner 

in which the content appears. 

Indeed, this study found that most of the respondents' newspaper choice was influenced 

by whether or not they found the coverage of President Kenyatta and the former Prime Minister 

by a particular newspaper to be fair. Similarly, positive coverage of the respondents' preferred 

candidate by the media was an important consideration in the selection of a particular 

newspaper. Out of 762 respondents, 228 (29.9%) and 248 (32.5%) found positive coverage of 

their preferred candidate to be somewhat important and important respectively.  

In their study titled: ‘The framing of politics as strategy and game: A review of 

concepts, operationalizations and key findings’, Aalberg, Strömbäck and Vreese (2012) 

pointed out that framing of politics in the media is often marked by reports of ‘who is winning 

and who is losing’ (p.163). In this regard, media tend to frame political reports as a game of 

wits and strategy as opposed to focusing on the political issues of the day and how they affect 

the publics. According to the scholars, frames are mostly seen through the use of headlines, the 

physical location of these stories on the newspapers, order of appearance, use of words such as 

‘two-horse-race’, the colour and size of the accompanying images as well as in the use of direct 

quotes.  

At the same time, Nyamnjoh (2010) observed that African media is often saturated by 

political content, which hampers the role that it is expected to play in facilitating democracy. 

To this end, the author noted that in the African context where politics is focused on tribe, the 

media ends up driving ‘ethnic nationalism’. Therefore, the media frames that the Standard and 

Daily Nation newspapers used in their coverage of President Kenyatta and Raila Odinga ahead 

of the August 8, 2017 poll led to tribal voting with 48.8% of the respondents indicating that the 
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newspapers’ coverage of Mr. Kenyatta and Mr. Odinga by the regional editions of the two 

newspapers encouraged them to vote along tribal lines. 

Furthermore, the newspapers’ frames came in different forms and were used to interpret 

salient political and ethnic issues. If the media frames positioned the two candidates as the only 

candidates who were worth public attention on account of their tribal affiliation as well as the 

regions they hail from, then the Kenyan electorate could have been influenced to vote on the 

basis of tribe rather than issues. Consequently, these frames encouraged tribal voting.   

As Brewer et al. (2003) observed, news frames at times overtly associate specific issues 

with specific notions and these are subsequently used to form opinions. Mr. Kenyatta, Mr. 

Odinga and their running mates come from different tribes that have in the past been involved 

in ethnic clashes. The presidential poll somewhat became a tribal contest with a winning tribe 

and a losing one because of the use of the game frame by the two newspapers (Aalberg et al., 

2012). Admittedly, the impact that the newspapers likely had on the publics could have been 

compounded by the fact that there were other media which were also using similar frames. 

In addition, Lecheler et al. (2015) suggest that exposing audiences to repeated frames 

over a period of time is likely to increase the impact and influence on audiences. This means 

that the more the Standard and Daily Nation newspapers framed Mr. Kenyatta and Mr. Odinga 

as the only presidential candidates worth mention, the more the electorate paid little attention 

to the other six candidates. Similarly, Hayes and Lawless (2018) found that a decline in the 

coverage of local political news reduced citizen engagement, implying that people were 

interested in political news and that repeated coverage of this content influenced their 

interactions with the said content.  

This study found that the more these two dailies set Mr. Kenyatta and Mr. Odinga 

against each other through the regional copies, the more they galvanised Kenyans around their 

Daystar University Repository

Library Archives Copy



18 

 

tribal lines. It is therefore advisable for consumers of media products to take note of the frames 

that are used by media and consume them critically. 

The lack of sufficient mention of the other six candidates also influenced audience’s 

perceptions. It created the impression that they did not have a large enough following and were 

therefore not worth focusing on. That since they did not warrant as much media attention as 

Mr. Kenyatta and Mr. Odinga, then there was no need for the electorate to concentrate on them 

or their ideologies (Lecheler et al., 2015).  

On the other hand, McNair (2011) holds that framing begins by the selection of items 

that constitute as news and is therefore heavily dependent on the editor’s choice. Journalists 

and editors alike are influenced by the biases that they have and that it is difficult for them to 

report political matters impartially. Their accounts and judgments of political events are likely 

swayed and altered by subjective perceptions including the need to makes profit. They in turn 

produce these subjective perceptions through the media frames that are eventually consumed 

by audiences. Sometimes, their political reports are influenced by direct lobbying of the 

presidential candidates as observed by one out of four experts who were interviewed in this 

study.  

General Literature Review 

The Standard Newspaper 

The Standard Newspaper belongs to the Standard Media Group (Standard Group, 2018) 

and is the second largest newspaper in Kenya in terms of circulation, according to GeoPoll 

(2015). The newspaper is said to have a readership of more than two million readers per day, 

commanding a 20 percent share of the Kenyan market. It was established in 1902 as a weekly 

publication by Alibhai Mulla Jeevanjee who was an immigrant from India. It is run through a 
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board of Directors according to the Nairobi Stock Exchange (2016) and retailed at 60 Kenya 

Shillings as at October, 2021. 

According to the Encyclopaedia Britannica (2017) the newspaper became a daily 

publication in 1905 when it was bought by two British businessmen and renamed the East 

African Standard. Its focus at the time was to defend colonial interests but when Kenya gained 

independence, the paper changed tact as it was not allowed to publish negative news about the 

country’s new leadership. Soft Kenya (2015) observed that the paper changed its name to the 

Standard in 1977 but later took up the East African Standard name again. In 1995, the 

newspaper was bought by a group of Kenyan businessmen and in 2004, it reverted to the name 

‘Standard.’  

The Daily Nation  

The Daily Nation belongs to the Nation Media Group (Nation Media Group, 2018)  and 

is reported to be the largest newspaper in Kenya in terms of circulation. According to GeoPoll 

(2015), the newspaper attracts more than three million readers per day taking 40 percent of the 

Kenyan market. As stated by Nation (2018), the newspaper started as a Kiswahili daily called 

Taifa. In 1959 it was bought by the Aga Khan and became a daily newspaper called Taifa Leo. 

In 1960, Aga Khan launched the English edition and called it Daily Nation. Just like the 

Standard newspaper, the Daily Nation is run for profit with a copy retailing at 60 Kenya 

Shillings. 

This newspaper was supposed to provide a ‘voice to the majority African population.’ 

The daily retained this reputation even after Kenya had gained independence. By 1970, the 

newspaper had sold more than 40,000 copies and has been increasing its reach over the years 

(Nation, 2018). Other than the Daily Nation, the media organization also publishes Taifa Leo, 

the East African and Business Daily. 
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Empirical Literature Review 

In their study on media influence on attitudes toward foreign countries, Brewer et al. 

(2003) found that the media can influence the standards by which people evaluate foreign 

nations. The study exposed an American test group to newspaper stories about illegal drugs 

and terrorism in Libya, Iran, Mexico and Colombia. It also subjected them to newspaper stories 

about drugs and terrorism in America. The researchers found that their test groups’ opinions 

about Libya, Iran, Mexico and Colombia were directly related to the newspaper articles they 

had read.  

The frames (illegal drugs and terrorism) became the basis upon which the test groups 

judged any of the four nations. On the other hand, the groups’ perception of drugs and terrorism 

in America did not change. This study found that newspaper stories, particularly on individuals 

who have no prior information or experience on an issue, will be heavily influenced by the 

media frames. Their study also discovered that there were limits to the influence that media has 

on audiences.  

Similarly, in their study of the Effects of Repetitive News Framing on political opinions 

over time, Lecheler et al. (2015) found that repeated exposure to the same news frame 

influences political opinions over time. They exposed participants to the same news frame and 

measured effects on opinions. The control group’s participants were only exposed to the media 

frames once while the researchers’ measured the impact over time. Results demonstrated that 

repetitive framing led to stronger and more persistent effects than single exposure. The 

persistent effects were most evident in individuals with moderate political knowledge. The 

researchers also found news framing is an accumulative and dynamic effect process.  

At the same time, Simon and Xenos (2010) found that media framing of the 1997 

Teamsters Union strike against United Parcel Service led to social change in their study of 

Media Framing and Effective Public Deliberation. Through their study, the authors realised 
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that deliberation took place as a result of media framing at the time and both sides were able to 

settle their differences. The Union was at the time clamouring for better working conditions 

for employees working at the package delivery company. Although the strike took 16 days 

(CNN, 1997), Simon and Xenos (2010) noted that 940 news stories about the strike were 

published during the period. They also realised that there was a logical flow of audience’s 

perceptions that was guided by intense exposure to media frames during the period.  

These studies demonstrate that media framing of political candidates can indeed 

influence the decisions of the electorate. This is especially so if the frames are intense and are 

repeated over time. The studies also illustrate that media frames augment beliefs that audiences 

previously had and also yield a lot of influence on individuals who did have any prior 

information. These frames become the basis for future decisions and judgements on particular 

topics.  

This underscores the need for the media to remain objective especially when reporting 

on political issues (McNair, 2011). While these studies measured audience’s opinions vis-a-vis 

the frames used, which was similar to what this study intended to do, they were not conducted 

in Kenya, did not revolve around a political scenario and the issue about tribe was not a factor. 

The contexts were therefore significantly different. It is these differences that informed how 

this study was conducted.  

Conceptual Framework 

Media framing of Mr. Kenyatta and Mr. Odinga by the Standard and Daily Nation 

newspapers in the General Election of 2017, influenced the electorate and bolstered the need 

for Kenyans in these regions to vote along tribal lines (Lecheler et al., 2015). This is because 

repetitive news framing on political affairs influences opinions and decisions over time. The 

electorate in Kisumu County which is covered by the Western copy of the regional newspapers 
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as well as the electorate in Nyeri County, which is covered by the Central Kenya regional 

copies of the two newspapers, were exposed to news frames which projected their candidate to 

be winning.  

The media framing of Mr. Kenyatta and Mr. Odinga in the regional newspaper editions 

therefore influenced the electorate in Kisumu and Nyeri Counties, encouraging them to vote 

along tribal lines. Figure 2.1 is a representation of this idea and seeks to demonstrate how media 

framing influenced the electorate and encouraged voting along tribal lines. It illustrates a cause 

and effect relationship between media framing and its influence on the electorate. The 

conceptual framework holds the different concepts together and organizes the thought 

processes in this study so as to make it easier for a reader to grasp how these ideas are related 

at a glance.  

The conceptual framework, as shown in Figure 2.1, demonstrates the relationship 

between media framing and the voting patterns that were witnessed in Kenya after the August 

8, 2017 General Election. It starts with the electorate’s desire to belong to a certain political 

group which is often times dictated by the voters’ ethnicity. This desire was then catapulted 

even further by the media frames that were used at the height of the campaigns. This resulted 

in the voting patterns and tribal divisions that characterised the said election. This study 

established that media's coverage of a preferred candidate (mean=3.21) and media projections 

that a preferred candidate would win (mean=3.13) played a significant role in determining the 

respondents’ voting decision. Three out of four experts who were interviewed for purposes of 

this study also indicated that media frames have a bearing on audiences’ perceptions.  

Despite this, personal values and beliefs, peers, family influence, tribal inclination, 

opinion leaders and the belief that a specific candidate was going to win also played a role in 

determining the respondents’ voting decision.  
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Figure 2.1: Conceptual Framework 

Source: Author (2020) 

Summary 

This chapter looked at the literature available in the area of study and included media 

framing studies that were closely related to the topic. It revolved around scholarly works that 

have been previously carried out including journals, text books and media articles and further 

provided insights into the findings of this study. The literature review provided comparisons 

between this study and others while at the same time highlighting research methods that were 

undertaken by other researchers. The works cited in this chapter were used to guide the rest of 

the study and provide it with the literal framework.
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CHAPTER THREE 

RESEARCH METHODOLOGY 

Introduction 

Research methodology is a framework or model which consists of theoretical principles 

and guidelines that showed how the study was conducted (Sarantakos, 1998). This chapter 

focuses on the specific techniques that were used in collecting and analysing data as explained 

by Robson (2002) in Ogweno (2011). It further discusses the methodology that was used to 

examine the extent to which media framing by the regional copies of the Standard and Daily 

Nation newspapers influenced Kenyans to vote along tribal patterns in the 2017 presidential 

election. It illustrates how the entire process of collecting data was done as well as the tools 

that were used to collect and analyse the data.  

Research Design 

The researcher undertook a descriptive research design using both qualitative and 

quantitative research approaches. Oflazoglu (2017) explained that the survey method is ideal 

when a researcher wants to collect information about a target population that is otherwise too 

large to observe directly. On the other hand, interviews provide an opportunity to probe issues 

and gather in-depth information (Easwaramoorthy & Zarinpoush, 2006). The researcher 

therefore administered questionnaires to the target population in a bid to collect quantitative 

data and also interviewed four experts in order to gather qualitative and detailed data on the 

study. The quantitative data was then analysed for frequencies and patterns. 
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Population 

A population consists of all the units that possess attributes or characteristics that the 

researcher is interested in (Keyton, 2006). Wimmer and Dominick (2006) define population as 

the group, class of subjects, variables, concepts or phenomena that are being studied and about 

whom the researcher wants to base his or her study. Gupta and Gupta (2009) explained that it 

is the totality of items that are being studied by a researcher. The population of this study 

constituted of residents of Kisumu Central and Nyeri town who voted in the 2017 election, two 

editors and two political analysts.  

Target Population 

The population of this study were residents of Kisumu Central and Nyeri town who 

voted in the 2017 election. This was because the two Counties are situated in different regions 

and would receive tailor-made regional copies of the Standard and Daily Nation newspapers 

bearing content aimed at attracting their diverse interests. The study specifically targeted 

vendors who worked in Jubilee market in Kisumu Central and Nyeri market extension stalls; 

persons working in the Counties’ public transport sector, public service and CBOs. The reason 

why these two Counties were selected is because they would receive “custom-made” regional 

newspapers during the electoral campaigns. In addition to these were two news editors and two 

political analysts, who provided expert opinions on media framing and how it altered and 

influenced the audience’s perceptions. 

Sample Size 

According to Wimmer and Dominick (2006), a sample is defined as the “subset of the 

population that is representative of the entire population” (p.88). These authors add that a 

sample must be representative of the population from which it was drawn. This will come in 
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handy when testing the results and will also ensure that the results can be generalised to the 

larger population. It is also defined by Kombo and Tromp (2006) as the ‘finite part of a 

statistical population whose properties are studied to gain information about the whole (p.70).  

Bisits (2014) posited that a good maximum sample size is usually around 10% of the 

population and should not exceed 1,000 participants. In addition, Turner (2005) adds that a 

sample size must be reliable and is therefore dependent on the degree of accuracy wanted for 

each of the indicators. This means that research estimates would only be precise if a researcher 

sampled a great sample size and one that is representative enough of the population under 

study. If the sample size is small, the variables being studied will be unreliable. Turner (2005) 

is however quick to point out that researchers need to be aware of the impact that overly rigid 

precision stipulations have on the sample size and the cost of the inquiry.  

Consequently, a researcher should achieve this balance while ensuring that she or he 

has confidence in the data that will be obtained from the sample. In order to do this the 

researcher needed to determine the margin of error that she or he would like to work with and 

also set the confidence level (DeVault, 2020). Confidence level is an expression of how certain 

a researcher can be of the data obtained from a sample and is dependent on the sample size, 

frequency of response and population size. It is usually expressed as a percentage and indicates 

how frequently that percentage of the target population would give an answer that lies within 

the confidence interval. Bisits (2014), Kenton (2020) and DeVault (2020) argued that the most 

commonly used confidence level is 95%. 

On the other hand, a confidence interval refers to the probability that a population 

parameter will fall between two set values for a certain proportion of times. Confidence 

intervals measure the degree of uncertainty or certainty in a sampling method (Kenton, 2020). 

This is usually measured as a plus or minus figure. For instance, if a researcher uses a 

confidence interval of five and 51% of the respondents pick a certain answer then the researcher 
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can extrapolate this finding to between 46% (51-5) and 56% (51+5) of the population being 

studied. The wider the confidence interval, the more certain you can be that the whole 

population answers would be within that range. 

For this study, the researcher worked with a confidence level of 95% and a margin of 

error of five as guided by Schwarz’s statistical methods shown in Table 3.1. This consisted of 

384 respondents in Kisumu Central and 384 respondents in Nyeri town. Specifically, the 

respondents were divided into 96 market vendors; 96 public transport workers; 96 individuals 

who worked for CBOs; and 96 public servants who worked and resided in the two Counties.  

Table 3.1: Schwarz’s Statistical Methods 

Accuracy (+/-) (Margin of 

error) 
Confidence Level 

 90% 95% 99% 

1 6765 9604 16576 

2 1691 2401 4144 

3 752 1067 1848 

4 413 600 1036 

5 271 384 663 

10 68 96 166 

20 17 24 41 
  

Moreover, the researcher interviewed four experts comprising of two editors from the 

Daily Nation and Standard Newspapers as well as two political analysts.  

Sampling Technique 

Plooy (2009) explained that probability and non-probability sampling give researchers 

“true representative samples” (p.115). The researcher therefore used non-probability sampling 

in the study. This decision was based on the nature of the research problem given that it 

specifically targeted respondents who had a keen interest in the political landscape in the 

country at the time and therefore likely followed the campaigns. Secondly, the study targeted 

Kenyans who voted in that election and could remember whether the newspapers’ coverage of 

the campaigns influenced their choices.  
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Subjects in a non-probability sample are usually selected on the basis of their 

accessibility or by the purposive personal judgement of the researcher (Lindolf & Taylor, 

2011). It is used when the number of elements in a population is unknown which is the case at 

this point of the study. While working with research assistants, the researcher purposively 

sought out market vendors in the two Counties, individuals working in the public transport 

sectors, those working in CBOs and in the Counties’ public service who voted in the 2017 

General Election and only administered questionnaires to them. The questionnaires were then 

distributed to respondents who met these criteria and who were interested in participating in 

the study, until the targeted number of 96 respondents was reached in each target population. 

Furthermore, expert sampling was used. According to the Web Centre for Social 

Research Methods (2006), expert sampling is a non-probability method that falls under 

purposive sampling. It involves selecting individuals based on their level of expertise in a 

certain topic. This allows the researcher to get varied responses on various issues. The 

researcher therefore selected four experts comprising one editor from the Standard, one editor 

from the Daily Nation newspaper and two political analysts.  

Data Collection Instruments 

To collect primary data, the data collection instruments comprised of a researcher-

administered questionnaire and an interview guide. The questionnaire allowed participants to 

respond with ease and without the pressure to answer in a specific way. It also promoted 

confidentiality because respondents did not have to share their thoughts with others as would 

be the case with interviews (Kombo & Tromp, 2006). Further, the questionnaires only had 

close-ended questions to make it easier for the respondents and to improve consistency of 

responses.  
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On the other hand, the interview guide had open-ended questions to allow the experts 

to respond exhaustively on the issues of regional newspapers during the campaigns and the 

possible attendant effect. The qualitative responses collected from the interviews 

complemented the quantitative data collected through questionnaires and provided additional 

insights into the research topic. This in turn allowed the researcher to probe the topic in depth 

by explaining the numeric findings generated from the questionnaires (Oflazoglu, 2017). The 

interviews further made it possible for the researcher to seek clarification on responses and to 

pick out nonverbal cues (Lindolf & Taylor, 2002).  

The interview guide consisted of 10 questions which addressed the experts’ social 

demographic status. It also contained questions that sought to establish whether or not media 

framing of Uhuru and Raila influenced Kenyans to vote along tribal lines. The researcher 

equally included questions aimed at eliciting responses that would help determine how media 

framing could potentially influence the electorate’s choices.  

In addition, the researcher used secondary data to support the findings by using 

scholarly documents related to the study as cited in the literature review. This was aimed at 

enhancing objectivity and accuracy while giving the study academic weight.  

Data Collection Procedures  

After acquiring the requisite permissions from the Ethics Review Board of Daystar 

University and the National Commission for Science, Technology and Innovation, the 

researcher embarked on data collection.  

The researcher began by identifying three research assistants based in Kisumu Central 

and a further three research assistants who would be tasked with collecting data in Nyeri town. 

The research assistants were all university graduates between the ages of 25 and 30 and were 

based in either Kisumu or Nyeri counties. They were selected on the basis of their 
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understanding and prior experience in conducting research and analysing data. In Kisumu 

county, two of the research assistants were female while the third one was male. In Nyeri 

county, two of the research assistants were male and the third one was female. Lead research 

assistants were also identified for each County. The lead research assistant in Kisumu county 

was female and the lead research assistant in Nyeri county was male. While the lead research 

assistants were paid 2,000 Kenya Shillings per day during the four-day data collection process, 

the research assistants were paid 1,500 Kenya Shillings. 

Whilst selecting the research assistants, the researcher conducted an inception meeting 

during which she explained the purpose and objectives of the research to the research assistants. 

The researcher used this meeting to confirm that the research assistants were willing to 

administer the questionnaires and would uphold high ethical standards. During this time, the 

researcher addressed any outstanding concerns and clarified the tasks and responsibilities of 

the research assistants.  

Due to COVID-19 movement restrictions in Kenya, the researcher identified and 

assigned a lead research assistant in each of the counties. The lead research assistants were 

charged with the responsibility of supervising the research assistants; overseeing the data 

collection process in their respective Counties; ensuring compliance; and reporting any 

concerns from the ground.  

Before the data collection exercise began, the researcher and her research assistants 

paid courtesy calls, including phone calls, to individuals who oversee affairs at the markets as 

well as the bus stops. Similar visits were made to the Counties’ public service departments as 

well as to various CBOs including self-help groups. These courtesy calls provided the 

researcher with an opportunity to inform the authorities in each of the sites about the study; 

confirm that it was okay to proceed and obtain a sample frame.  
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In Nyeri county, the research assistants paid courtesy calls to the officials of 2NK and 

4NT which have a total of 550 drivers and conductors attached to them in addition to the 

officials of the Nyeri market extension stalls on Gakere road. In Kisumu county, the research 

assistants paid courtesy calls to the Matatu Owners Association chairman and approached 

drivers from Kitoma and Kistag saccos which have 300 and 400 drivers and conductors 

respectively.  

The research assistants spent four days simultaneously collecting data in Kisumu 

Central and in Nyeri town. The research assistants helped in administering questionnaires to 

the target populations in the respective Counties after introducing themselves to the 

respondents and ensuring that they acquired the respondents’ consent to participating in the 

study. The questionnaires were purposively distributed to each cluster of the target populations 

until the 96 value was reached. Once this process was concluded, the lead research assistants 

secured the questionnaires and then sent them to the researcher in Nairobi via courier services.  

After collecting the quantitative data from both Kisumu and Nyeri towns, the researcher 

conducted expert interviews, as illustrated in appendix 2. The interviews were conducted via 

Zoom and took an average of 40 minutes to finalise. The interviews were dependent on the 

availability and conveniences of the interviewees and were recorded for quality purposes. After 

the interviews, the data was transcribed.  

Although the researcher had anticipated that the questionnaires would be self-

administered, the questionnaires were administered by the research assistants because of 

COVID-19 protocols. This meant that the research assistants asked the respondents the 

questions, translated them where there was need and subsequently filled in the responses on 

behalf of the participants. In addition, the researcher also employed courier services to transport 

the questionnaires from Nairobi to Kisumu Central and Nyeri town where they were collected 
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by the lead research assistant. The researcher also provided face masks and hand sanitisers to 

the research assistants as health and safety precautions during the data collection process.  

Pretesting 

To check the validity and reliability of the data, the researcher pre-tested the data. 

Validity refers to the ability of a scientific test or piece of research to measure what it sets out 

to do and how well it reflects the reality it claims to represent. It refers to how well a test 

measures what it is purported to measure (Creswell, 2013). In this regard, the researcher pre-

tested the questionnaire at Daystar University with 30 respondents who voted in the last general 

elections. Pre-testing ensured that questions were clear to respondents and that each question 

corresponded to a particular objective. It further helped make the questionnaire more succinct 

by for example establishing the need to separate questions touching on respondents’ readership 

and access to either the Standard and Daily Nation newspapers. The findings of the pre-test 

were not included to the final analysis.  

Reliability is the degree to which an assessment tool produces stable and consistent 

results. It is also the consistency of a research study as a way of assessing the quality of the 

measurement procedure used to collect data (Creswell, 2013). The author added that the 

measurement tool must be reliable in order for the test to be valid. Pre-testing the research 

instruments therefore came in handy in ensuring that the study was reliable. Clarity was 

provided for questions that were not clear and the tools cleaned up. Once the questionnaires in 

the final study were filled, the researcher ensured that the answers were consistent and that any 

inconsistently filled questionnaire was weeded out (Mugenda & Mugenda, 2012).  

Furthermore, the researcher took steps to address the observer’s paradox that is 

associated with interviews. Lindolf and Taylor (2002) held that interviewees may be effusive 

in some replies or may balk at the line of questioning. By picking out the nonverbal cues, the 
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researcher was able to tell whether or not the experts were being candid. Consequently, the 

researcher noted down questions that the respondents appeared reluctant to respond to. While 

it was the aspiration of the researcher to conduct the interviews face to face, this was not 

possible due to COVID-19 restrictions on movement in Kenya. However, the analysis of the 

interviews was rigorous to ascertain that there was consistency in coding the emergent issues.  

Data Analysis Plan 

Data analysis is the process through which data is edited and processed to a manageable 

size so that a researcher is able to develop summaries and look for patterns and relationships 

between the variables (Cooper & Schindler, 2006). For data analysis, the researcher worked 

with two research assistants and paid them 1,500 Kenya for data analysis per day. Data analysis 

took four days and the researcher and her assistants began by marking the questions that were 

not answered to make certain that questions that were left blank were not addressing a key 

objective.  

The questionnaires were then checked for accuracy and consistency before data entry 

and analysis was done through Excel and Statistical Package for the Social Sciences (SPSS). 

Excel was selected as a tool because it does not limit the number of characters when inputting 

qualitative data and also made it easy to export the coded data to SPSS.  

All the filled and cleaned questionnaires were serialised, and each question coded in 

SPSS. A Master questionnaire was determined and used to guide the coding process for the 

other questionnaires. Coding was done by assigning numerical codes to the responses in the 

structured questionnaires. After this, all the responses were circled, and the data entered into 

the SPSS software. Different reports were subsequently spooled based on the objectives. The 

reports were then presented in the form of charts, graphs, frequencies and figures. Similarly, 

the researcher analysed the data at the three levels of descriptive, explanatory and interpretive.  
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Besides this, NVivo was used to analyse qualitative data and analyse the responses 

generated during the interviews. NVivo is recognized by various institutions of higher learning 

to be a reliable tool for qualitative analysis and is also user friendly. Just like quantitative data, 

the qualitative data was exported from Excel to NVivo based on the themes and sub themes. 

These themes were then used to generate data in the form of a report. The interviews were 

transcribed, and the content analysed based on the emergent themes which were presented as 

narratives with verbatim quotes that were used to explain the quantitative data from the 

structured questionnaires. The researcher only identified information that was relevant to the 

research questions and objectives.  

Ethical Considerations 

These refer to the rules of conduct that the researcher conformed to while conducting 

this study. Wimmer and Dominick (2006) explained that ethics refers to the “right thing to do” 

(p.67). The authors said that ethical practices are important for any researcher because they 

could have a bearing on the final results. Unethical behaviour could put off respondents and 

discourage them from participating in the study. Adverse behaviour such as disclosing their 

personal information could have far reaching consequences on the respondents’ lives and could 

also put the researcher at risk of being sued. Other practices such as deception, coercing 

respondents and bribing them are also illegal and shall not be used in this study. 

With these concerns in mind, the researcher made certain that the highest ethical 

considerations were upheld. Given that personal information would be sought through the 

questionnaires, the researcher ensured that informed consent was given before the 

questionnaires were administered to any respondent. In addition, the researcher and her 

assistants allowed respondents to withdraw their participation from the study at any point. The 

same shall be applied to the interview guide and the responses it generates. No one was paid to 
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participate in the study. The researcher also ensured that the participants’ identities were 

protected after data collection.  

Besides this, the researcher sought permission from the authorities at the open-air 

markets in Kisumu Central and Nyeri town in addition to those at the two Counties’ public 

service departments before embarking on data collection. Similar permissions were sought 

from those tasked with overseeing the affairs of the bus stops and the CBOs in both Nyeri town 

and Kisumu Central.  

Conclusion 

This Chapter dealt with the research methodology and addressed a number of titles. 

These include: the research design, population, sample and sampling methods, data collection, 

validity and reliability, data analysis and ethical considerations. It followed chapters one and 

two which addressed the introduction as well as literature review respectively. 
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CHAPTER FOUR 

DATA PRESENTATION, ANALYSIS, AND INTERPRETATION 

Introduction 

Chapter four presents the findings of the study that sought to determine if regional 

newspapers’ framing of President Uhuru Kenyatta and opposition leader Raila Odinga during 

the 2017 presidential electoral campaign in Kenya contributed to the tribal galvanization of 

voters. It provides an analytical report of the study and presents the findings in form of tables, 

graphs, and charts. 

Analysis and Interpretation  

Response Rate 

The target population was drawn from residents of Kisumu and Nyeri Counties who 

voted in the 2017 election. The two Counties were selected because they are situated in 

different regions in Kenya and would receive different regional copies bearing content aimed 

at attracting their diverse political interests. In addition, Kisumu County is perceived to be the 

former Premier’s ‘stronghold’ whilst Nyeri County is believed to be President Kenyatta’s 

political bastion.  

A total of 768 respondents from the two Counties were statistically selected and 

requested to participate in the study voluntarily. After this, 768 questionnaires were distributed 

out of which 762 were valid. Six questionnaires were invalid because there were 

inconsistencies in the amount of information provided. For instance, some respondents 

indicated that they did not have access to either the Standard or Daily Nation newspapers at the 

time yet also indicated that they read either of the two dailies. This translates into a total 

response rate of 95% which was sufficient for effective data analysis and interpretation 
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according to Mugenda and Mugenda (2012). The author held that a 50% response rate is 

adequate, 61-70% good and above 70% very good. In addition, four experts were also 

interviewed by the researcher.  

Presentation, Analysis and Interpretations 

Demographic Information 

In order to establish whether the participants in this study were representative enough 

of the target population and to further ensure that their data could be generalized to the target 

population, the researcher collected demographic information. Demographic data helped the 

researcher gain an understanding of the target population and to collect information that would 

be used in data analysis and interpretation. In this regard, the following characteristics were 

considered: gender of the respondents; age bracket; highest level of education; occupation; 

range of monthly income; and region of the respondents. The findings are highlighted in this 

section.  

Gender of the Respondents 

Out of a total of 762 respondents, 287 (37.7%) were female while 475 (62.3%) were 

male. This revealed that a higher proportion of the respondents were male, implying that males 

were more likely to share their political views compared to women and were more receptive to 

the study.  The findings are presented in Table 4.1. 

Table 4.1: Gender of Respondents 

Gender Frequency Percent 

Female 287 37.7 

Male 475 62.3 

Total 762 100 
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Age of the Respondents 

Besides checking the respondents’ gender, this study also wanted to establish the age 

of the respondents. This was critical as it would provide insights that would verify whether or 

not they were eligible voters at the time of the 2017 General Election. Figure 4.1 presents the 

findings of the respondents’ ages. 

 

Figure 4.1: Age Distribution of Respondents 

These results revealed that a total of 31% were aged between 28-32 years; 28.9% were 

aged above 33 years; 24.5% were respondents aged between 23-27 years, and 14.2% were aged 

between 18 years and 22 years. In addition, 2% of the respondents declined to provide 

information regarding their age. Given that a majority of the respondents were above the age 

of 28, these findings indicate that they likely voted in the 2017 poll and had similarly cast their 

votes in other General Elections. A small percentage of the respondents likely voted for the 

first time in the 2017 election.  

Occupation of the Respondents 

With regard to occupation, majority of the respondents at 27% were public servants; 

26% were in the public transport sector while 25% of respondents were market vendors. A 
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further 22% of the respondents worked in various CBOs in Kisumu and Nyeri Counties as 

shown in Figure 4.2. This finding indicates that the respondents were drawn from a wide and 

diverse range and could therefore be extrapolated to the wider publics in Kisumu and Nyeri 

Counties.    

 

Figure 4.2: Respondents’ Occupation 

 

The County of the Respondents 

The study also sought to determine the respondents’ Counties in order to ensure that 

there was equal representation. The respondents were therefore asked to indicate their County 

and the findings are presented in Table 4.2. 

Table 4.2: County of Respondents 

County Frequency Percent 

Nyeri 395 51.8 

Kisumu 367 48.2 

Total 762 100 
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The findings revealed that 395 (51.8%) of the respondents were from Nyeri County, 

while 367 (48.2%) were from Kisumu County. 

Respondents’ Income  

Similarly, the study sought to check the respondents’ monthly income. The findings are 

presented in Figure 4.3. 

 

Figure 4.3: Respondents' Income 

The findings revealed that 57% of the respondents received KSh00-30,000 per month, 

representing the majority. In addition, 29% of the respondents indicated that they earned 

between KSh30,001 and KSh60,000; 8% took home between KSh60,000 and KSh90,000; 

while 3% of the respondents said that they make between KSh90,001 and KSh120,000 per 

month. None of the respondents reported that they make between KSh150,000 and 180,000 per 

month. The income survey question sought to determine the financial status of the respondents 

and to demonstrate whether or not they were a true reflection of the respondents’ stated 

occupation. It similarly attempted to establish whether or not the target population was 

representative enough of the larger populations in Kisumu and Nyeri Counties.     
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Level of Education of the Respondents 

While measuring the level of the respondents’ education, the researcher checked 

whether the participants had received any formal education and how advanced their studies 

were. The study found that 294 out of 762 respondents (39.1%) had a degree level of education 

as their highest level of education while 242 out of 762 respondents (31.8%) had completed 

high school.  

Moreover, 171 (22.4%) respondents indicated that they had not completed high school 

whereas 24 (3.1%) had a Master degree. In addition, 13 (1.7%) reported to have undertaken 

some university studies but did not have a degree. 10 (1.3%) did not provide any response to 

the question while 4 (0.5%) had a doctorate. These results could imply that most of the 

respondents were educated and could therefore vote for their preferred candidate on the basis 

of their own informed choices. The findings are presented in Table 4.3. 

Table 4.3: Respondents' Level of Education 

Education Level Frequency Percent 

No response 10 1.3 

Not completed high school 171 22.4 

Completed high school 242 31.8 

College/ degree or equivalent 298 39.1 

Master degree or equivalent 24 3.1 

Doctorate 4 0.5 

Undertook some university but no degree 13 1.7 

Total 762 100 

 

The Ethnicity of the Respondents 

The study also sought to determine the ethnicity of the respondents as the ethnic group 

is an important parameter in this study. The results revealed that a total of 45.7% were Kikuyu, 

38.2% were Luo, 5.2% were Kisii, 3.4% were Meru, 3.3% were Luhya, 0.9% was Kalenjin, 
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1.7% was Kamba, 0.5% was Maasai, 0.4% was Nandi, 0.3% was Kuria while Samburu, Somali, 

and Taita were at 0.1% respectively. Figure 4.4 presents the findings. 

 

 

Determining Whether Coverage of Mr. Kenyatta and Mr. Odinga by the Regional Editions of 

the Standard and Daily Nation Newspapers encouraged Voting Along Tribal Lines 

The study established that a significant percentage of 48.8% believed that the 

newspapers’ coverage of Mr. Kenyatta and Mr. Odinga encouraged them to vote along tribal 

lines. However, 51.2% felt that newspapers did not encourage voting along the tribal lines. The 

findings are presented in Table 4.4. 

Table 4.4: Establishing Whether or Not Newspapers Encouraged Voting Along Tribal Lines 

Believe Frequency Percent 

No 390 51.2 

Yes 372 48.8 

Total 762 100 

In his research Peterson (2019) found that media outlets including newspapers provide 

crucial inputs into the democratic process that shape the behaviour of the mass public and 
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political elites. These behaviours could be economic, political, or social behaviours such as 

voting along tribal lines. The findings presented in this table illustrate this to an extent. 

The Connection Between Vote Projections and Voting Patterns 

Although 48.8% of the respondents had indicated that the coverage of Mr. Kenyatta 

and the former Prime Minister by the regional editions of the Standard and Daily Nation 

newspapers had encouraged them to vote along tribal lines while a small majority (51.2%) were 

of a contrary opinion, more than half of the respondents who participated in this study (56.8%) 

said that they voted for the candidate who was projected to be winning by the regional editions 

of the two newspapers under study. In addition, 329 (43.2%) said that they did not vote for the 

candidate who was projected to be winning. This implies that newspapers indeed influenced 

voting patterns to a significant extent. The findings are illustrated in Table 4.5.  

Table 4.5: Establishing Whether the Respondents Voted for the Candidate Who Was Projected 

to be Winning 

Vote for candidate Frequency Percent 

No 329 43.2 

Yes 433 56.8 

Total 762 100 

 

Whether the Regional Editions of the Standard and Daily Nation Newspapers Influenced 

Voters’ Perceptions 

The study further established that 36.7% of the respondents voted for a particular 

candidate because the Standard and Daily Nation newspapers influenced their perceptions. 

However, 63.3 % indicated that the two newspapers did not influence their perceptions to vote 

for their preferred candidate as illustrated in Table 4.6. These findings imply that the media 

can sway voting patterns to some degree. Peterson (2017) observed that voters are often highly 

dependent on partisanship to structure their preferences toward political candidates and policy 
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proposals but the media also contributes to this state. This means that some voters rely on the 

media to make decisions regarding their preferred political candidates. 

Table 4.6: Establishing Whether Newspapers Influenced Respondents' Vote 

Newspaper influence Frequency Percent 

No 482 63.3 

Yes 280 36.7 

Total 762 100 

 

Determining Whether Mr. Kenyatta and Mr. Odinga Received Equal Coverage by the 

Standard and Daily Nation Newspapers 

The respondents felt that Mr. Kenyatta and Mr. Odinga received equal coverage in the 

Standard and Daily Nation newspapers even though majority (536) were of the view that the 

Daily Nation did a better job at promoting equal coverage compared to the Standard newspaper. 

These findings are presented in Table 4.7.  

Table 4.7: Determining Whether Mr. Kenyatta and Mr. Odinga Got Equal Coverage in the 

Standard and Daily Nation  

Equal coverage of presidential candidates by newspapers 

 Daily Nation  Standard 

 Frequency Percent  Frequency Percent 

No 226 29.7  292 38.3 

Yes 536 70.3  470 61.7 

Total 762 100  762 100 

 

Respondents Who Had Access to and Read Either the Standard or Daily Nation Newspapers 

During the 2017 General Election 

The study found that 77.6% of the respondents (591) had access to either of the 

newspapers while 69.4% (529) had access to either of these newspapers and read them as 

presented in Table 4.8.  
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Table 4.8: Access and Readership of the Standard and Daily Nation Newspapers 

Read and access the Standard or Daily Nation newspapers 

 Access  Read 

 Frequency Percent  Frequency Percent 

No 171 22.4  233 30.6 

Yes 591 77.6  529 69.4 

Total 762 100   762 100 

The findings presented in this table indicate that a majority of the respondents indeed 

had access to these newspapers and could therefore have been swayed by the framing provided 

by the two dailies in their coverage of Mr. Kenyatta and Mr. Odinga.  

The study further established that 113 respondents (14.8%) had access to the Daily 

Nation and read it every day while 154 (20.2%) accessed and read it once a week. In addition, 

130 (17.1%) were able to access and read it twice in a week compared to 114 (15%) who 

accessed it and read it three times in a week. Besides this, 19 respondents (2.9%) read the Daily 

Nation newspaper between four to six times a week and 163 (21.4%) never got a chance to 

read this newspaper. Moreover, 69 respondents (9.1%) read the Daily Nation newspaper when 

they got a chance. 

On the other hand, 125 respondents (16.4%) accessed and read the Standard newspaper 

every day. Additionally, 171 respondents (22.4%) accessed and read it once a week while 143 

(18.8%) read the Standard newspaper twice in a week. Conversely, 58 respondents (7.6%) were 

able to read the Standard newspaper three times in a week in addition to 27 (3.5%) who read 

the Standard newspaper between four to six times in a week. Out of 762 respondents, only 167 

(21.9%) indicated that they did not read the Standard newspaper while 71 (9.3%) read it when 

they got a chance.  

In their study, Lecheler et al. (2015) observed that exposing audiences to repeated 

media frames over a period of time increased the impact that these frames would have on 

Daystar University Repository

Library Archives Copy



46 

 

audiences. A significant majority of the respondents had access to either the Standard or Daily 

Nation newspapers and read these dailies more than twice a week. In addition, more than half 

of the respondents indicated that they voted for the candidate that was projected to be winning 

by either the Standard or Daily Nation newspapers. The findings of this study therefore indicate 

that access and readership of the two dailies influenced voting patterns and concurs with the 

study by Lecheler et al. (2015). The findings are presented in Table 4.9. 

Table 4.9: Frequency of Access and Readership of the Standard and Daily Nation Newspapers 

Accessing and reading the newspaper 

 The Daily Nation newspaper  The Standard newspaper 

 Access  Read  Access  Read 

 

Frequen

cy 

Perce

nt  

Frequen

cy 

Perce

nt  

Frequen

cy 

Perce

nt  

Frequen

cy 

Perce

nt 

Everyda

y 
123 16.1 

 
113 14.8 

 
162 21.3 

 
125 16.4 

   
 

  
 

  
 

  

Once a 

week 
115 15.1 

 

154 20.2 

 

121 15.9 

 

171 22.4 

 
        

Twice a 

week 
136 17.8 

 

130 17.1 

 

161 21.1 

 

143 18.8 

 
        

Thrice a 

week 
75 9.8 

 

114 15 

 

97 12.7 

 

58 7.6 

 
        

Betwee

n 4 to 6 

times a 

week 

28 3.7 

 

19 2.5 

 

29 3.8 

 

27 3.5 

 
        

Never 147 19.3  163 21.4  147 19.3  167 21.9 
   

 
  

 
  

 
  

When I 

got a 

chance 

138 18.1 

 

69 9.1 

 

45 5.9 

 

71 9.3 

                 

Total 762 100   762 100   762 100   762 100 
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Newspaper Products that Were Most Consumed During The 2017 General Election  

The study found that news items were the most consumed newspaper product at the 

time with 60.2% of the respondents (459) indicating that they were most interested in accessing 

and reading news items. On the other hand, 59 (7.7%) sought newspapers for entertainment 

purposes; 28 (3.7%) were interested in adverts; 68 (8.9%) were interested in infomercials; and 

148 (19.4%) did not pay particular attention to newspaper products. This information is 

presented in Table 4.10. 

Table 4.10: Newspaper Products that Were Consumed During the 2017 General Election 

Newspaper products  Frequency Percent 

News 459 60.2 

Entertainment 59 7.7 

Adverts 28 3.7 

Infomercials 68 8.9 

None 148 19.4 

Total 762 100 

 

Attention Given to Newspaper Items in the Standard or Daily Nation Newspapers that 

Touched on the Candidacy of Mr. Kenyatta and Mr. Odinga 

Only 13.3% of the respondents said that they did not give any attention to news articles 

that touched on Mr. Kenyatta or Mr. Odinga while the rest indicated that they gave varied levels 

of attention to these articles. In this regard, 248 respondents (32.5%) stated that they gave great 

attention to such articles in addition to 123 respondents (16.1%) who gave a bit of attention. 

Furthermore, 227 respondents (29.8%) said that they paid some attention to such articles while 

63 (8.3%) gave very little attention to these items. The findings are represented in Table 4.11. 
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Table 4.11: Attention Given to Newspaper Items that Touched on Mr. Kenyatta and Mr. Odinga 

Attention Frequency Percent 

A great deal of attention 248 32.5 

Quite a bit of attention 123 16.1 

Some attention 227 29.8 

Very little attention 63 8.3 

No attention at all 101 13.3 

Total 762 100 

 

Establishing Whether or Not the Standard and Daily Nation Newspapers were Influential 

During the 2017 General Election 

Majority of the respondents (64.7%) were of the view that these newspapers were 

influential as presented in Table 4.12. 

Table 4.12: Establishing Whether or Not Newspapers are Influential 

Newspaper influence Frequency Percent 

No 269 35.3 

Yes 493 64.7 

Total 762 100 

In their study, Brewer et al. (2003) pointed out that media framing of political news had 

led to an increase in voting polarization over time and therefore influenced how audiences 

interpreted media products particularly during electoral periods. The findings in this table 

therefore correspond with the study by these authors.  

Candidate Voted For 

Based on Figure 4.5, Mr. Kenyatta got the most consolidated votes. In Nyeri county 

85% of the respondents indicated that they voted for him while 13% of the respondents in Nyeri 

voted for the former Prime Minister. Interestingly, 44% of the respondents from Kisumu 
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County said that they voted for Mr. Odinga while 42% stated that they voted for Mr. Kenyatta. 

In addition, 2% of the respondents from Nyeri County and 14% of the respondents from 

Kisumu County voted for the other candidates. However, IEBC results from the 2017 General 

Election indicate that Mr. Odinga secured 369,963 votes in Kisumu County compared to Mr. 

Kenyatta’s 7,411. Similarly, Mr. Kenyatta garnered 389,410 votes in Nyeri County while Mr. 

Odinga got 4,735 votes.   

 

Figure 4.5: Who the Respondents Voted For in the 2017 General Election 

 

 

Extent to Which Media Frames Determined How Much Attention the Respondents Paid to 

the Standard and Daily Nation Newspapers 

To determine which media frames influenced voters and to measure the extent to which 

these frames were influential, a frequency analysis was conducted. The study established that 

451 (59.2%) respondents out of 762 found headlines to be highly influential and determined 

how much attention they paid to a particular newspaper. Lai and Farbrot (2014) state that 

question headlines and headlines that appeal to the emotional needs of a reader are more 

effective than declarative headlines. Such headlines increase the readability of newspaper 

articles. The regional copies of the Standard and Daily Nation newspapers both appealed to the 
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emotional needs of the electorate by projecting the perceived preferred candidates to be 

winning in their ‘strongholds.’  

Besides headlines, the respondents also indicated that coloured photos were appealing 

and drew them to specific newspapers. In this regard, 177 respondents (23.2%) found coloured 

photos to be highly influential compared to black and white images while 251 respondents 

(32.9%) said that black and white photos did not have any influence. This finding concurs with 

Oyero and Amodu (2012) who posited that the absence of images in newspaper articles affects 

the attention that readers pay to such an article by limiting it.  

Furthermore, the size of the headline had moderate influence with 213 respondents 

(28%) indicating that it affected the attention that they paid to newspapers compared to 165 

respondents (21.7%) who said that it did not affect them at all. This complemented the 

assertions by Kuiken, Schuth, Spitters and Marx (2017) who held that visually appealing 

headlines have an impact on the amount of attention that readers pay to a newspaper. The 

authors observed that the more appealing a headline is, the more attention readers pay to an 

article. 

Similarly, the page on which the news items regarding a particular candidate appeared 

had slight influence with 203 (26.6%) respondents and sometimes no influence based on 

responses from 200 respondent (26.3%). The images used in accompanying news items on the 

presidential candidates had more respondents stating that it had moderately influenced the 

attention they gave to such articles. According to Boomgarden, Boukes and Iorgoveanu (2016), 

Magin, (2019) and Kumar, Singh and Siddiqui (2011), images do matter, but not more so than 

text and their impact varies depending on the type of assessment and candidate’s gender. 

Additionally, 275 (36.2%) of the respondents said that the length of the story highly influenced 

them and determined how much attention they gave to the newspaper articles about presidential 
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candidates during the 2017 presidential election campaign. These findings are presented in the 

Table 4.13.  

Table 4.13: Amount of Attention Given to Newspaper Articles Revolving Around Mr. Kenyatta 

and Mr. Odinga  

Variables   

Highly 

influenced 

Moderately 

influenced 

Slightly 

influenced 

No 

influence 

at all Total 

The contents of the 

headline N 451 66 44 201 762 

 % 59.2 8.7 5.8 26.4 100 

Use of coloured photo N 177 159 250 176 762 

 % 23.2 20.9 32.8 23.1 100 

Use of black and white 

photo N 72 164 275 251 762 

 % 9.4 21.5 36.1 32.9 100 

Size of headline N 202 213 182 165 762 

 % 26.5 28 23.9 21.7 100 

The page on which the 

news item appears N 171 188 203 200 762 

 % 22.4 24.7 26.6 26.2 100 

Image used in 

accompanying the news 

item N 179 231 179 173 762 

 % 23.5 30.3 23.5 22.7 100 

The size of the story in 

terms of words N 275 188 132 167 762 

  % 36.1 24.7 17.3 21.9 100 

 

Preferred Newspaper 

Although many respondents indicated that they accessed and read the Standard 

newspaper more than the Daily Nation, the study also found that more than half of the 

respondents (52%) preferred and followed the Daily Nation newspaper. Only 34% of the 

respondents said that they followed the Standard newspaper while 14% chose not to respond 

to this question. These findings are presented in Figure 4.6. 
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Figure 4.6: Newspaper followed by Respondents  

 

Factors that Determined Preferred Newspaper Choice 

Besides checking which newspaper had the largest following, the researcher also 

wanted to establish reasons behind the respondents’ newspaper choice. A descriptive analysis 

was done on the distribution of factors that determined the respondents’ choice of newspaper. 

Ashong, and Ogaraku (2017) observed that media framing determines the readability of 

newspaper content and also dictates how audiences select their preferred newspapers. It was 

interesting to note that most of the respondents' choice was determined by how trustworthy 

they found a particular newspaper to be (mean=3.05).  

The results also showed that most of the respondents' choice was influenced by whether 

or not they found the coverage of President Kenyatta and the former Prime Minister by a 

particular newspaper to be fair (mean=2.5). Differences in visual favourability, combined with 

positive or negative verbal information, shape how people perceive political candidates posited 

Boomgarden et al. (2016). This goes to show that newspaper projections indicating that a 

particular candidate was winning also affected the newspaper choice. The language used by 

the newspapers also influenced the choice of newspaper (mean =2.34). These findings are 

represented in Table 4.14. 

14.2

34.1

51.7

No response Standard newspaper Daily Nation
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Table 4.14: Factors that Determined the Choice of Newspaper  

 Variables N Mean 

Std. 

Deviation 

Their content was trustworthy 762 3.05 0.951 

 

They projected my preferred candidate to be winning 762 2.43 0.948 

Their coverage of the two candidates was fair 762 2.52 0.993 

 

Their use of photography and language about my 

preferred candidate was excellent 762 2.34 0.999 

Their coverage was comprehensive 762 2.54 1.038 

 

Extent to Which the Newspapers Were A Necessity To The Respondents 

The researcher also wanted to establish the extent to which the two newspapers were 

necessary to the life of the respondents during the election period. To measure this variable, 

the researcher used a Likert scale of four points.  The study established that the two newspapers 

were a necessity to more than half of the respondents at the time of the 2017 General Election. 

While 94 out of 762 respondents (12.3%) stated that Standard newspaper was a great necessity 

to their life during the presidential campaign, 99 respondents (13%) indicated that the Daily 

Nation newspaper was a great necessity to them at the time. Another 214 (28.9%) of 

respondents stated that the Standard newspaper was a necessity to them to a slightly great extent 

compared to 207 (27.2%) who held similar sentiments with regard to the Daily Nation. 

Similarly, 296 (38.8%) respondents held that the Standard newspaper was of moderate 

necessity to them whereas 280 (36.7%) pointed out the that Daily Nation newspaper was of 

moderate necessity to them. Overall, majority of the respondents felt that the Standard was of 

more necessity to them compared to the Daily Nation. This finding implies that newspapers 

were a valued source of information for the respondents and that they relied on the dailies to 

get information and news regarding the poll. The findings are represented in Table 4.15. 
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Table 4.15: Newspapers’ Necessity to the Respondents 

Newspaper necessity during 2017 General Election 

 Standard  Daily Nation 

Extent Frequency Percent  Frequency Percent 

A great extent 94 12.3  99 13 

Slightly great extent 214 28.1  207 27.2 

Moderate great extent 296 38.8  280 36.7 

Not important 158 20.7  176 23.1 

Total 762 100  762 100 

 

Influence of Newspaper Frames in Determining Preferred Newspaper 

The researcher wanted to know how various items analysed in Table 4.16 were 

important to the respondent while they were selecting a particular newspaper during the 

election period. Positive coverage of the respondents' preferred candidate by the media was 

important to the respondent in selecting the newspaper. Out of 762 respondents, 228 (29.9%) 

and 248 (32.5%) found positive coverage of their preferred candidate to be somewhat important 

and important respectively.  

On the other hand, 329 respondents (43.2%) stated that the manner in which 

newspaper’s portrayed their preferred candidate’s political agenda for the electorate was 

somewhat important to them, as they selected a particular newspaper. An additional 180 

respondents (23.6%) found this specific variable to be important while 64 said that newspapers’ 

projection of their preferred candidate was an extremely important determining factor in their 

selection of a specific newspaper. Conversely, 132 said that this was a little important while 57 

said it was unimportant.  

The study also sought to determine whether or not respondents preferred newspapers 

that provided an analysis of current affairs at during the campaign period. Out of 762 

respondents, 254 (33.3%) said that this was somehow important to them and therefore helped 
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them determine their newspaper choice. Similarly, newspapers that analysed the political 

candidates were also preferred with 280 that this was somewhat important in their selection of 

a particular newspaper.  

Newspaper items that seemed to set the political agenda also played a role in 

determining which newspaper the respondents selected with 266 respondents (34.9%) 

indicating that this was somehow important to them. Other items that were measured included 

the manner in which newspapers conveyed the image of the preferred candidate, support for 

government policy as well as entertainment features. Newspapers that provided information 

that the respondents needed to make a political decision or to educate them about the political 

process were also measured as demonstrated in Table 4.16. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Daystar University Repository

Library Archives Copy



56 

 

Table 4.16: The Importance of Various Items on Selection of Newspaper  

 Items   

Found them 

unimportant 

Found 

them 

little 

important 

Found 

them 

somewhat 

important 

Found 

them 

important 

Found 

them 

extremely 

important Total 

Positive coverage of 

your preferred 

candidate by the 

media N 52 85 228 248 149 762 

 % 6.8 11.2 29.9 32.5 19.6 100 

The newspaper’s 
portrayal of your 

preferred 

candidate's political 

agenda for the 

electorate N 57 132 329 180 64 762 

 % 7.5 17.3 43.2 23.6 8.4 100 

Provide analysis of 

current affairs. N 66 208 254 174 60 762 

 % 8.7 27.3 33.3 22.8 7.9 100 

Monitor and 

scrutinize political 

leaders. N 108 193 280 126 55 762 

 % 14.2 25.3 36.7 16.5 7.2 100 

Monitor and 

scrutinize business. N 125 224 224 149 40 762 

 % 16.4 29.4 29.4 19.6 5.2 100 

Set the political 

agenda. N 111 194 266 134 57 762 

 % 14.6 25.5 34.9 17.6 7.5 100 

Influence public 

opinion N 102 189 236 176 59 762 

 % 13.4 24.8 31 23.1 7.7 100 

Advocate for social 

change. N 88 209 253 140 72 762 

 % 11.5 27.4 33.2 18.4 9.4 100 

Be an adversary of 

the government N 97 197 247 153 68 762 

 % 12.7 25.9 32.4 20.1 8.9 100 

Support national 

development. N 95 190 265 147 65 762 

 % 12.5 24.9 34.8 19.3 8.5 100 

Convey a positive 

image of political 

leadership N 95 213 221 169 64 762 

 % 12.5 28 29 22.2 8.4 100 

Support 

government policy. N 111 183 249 157 62 762 

 % 14.6 24 32.7 20.6 8.1 100 

Provide 

entertainment and 

relaxation. N 109 225 262 120 46 762 

 % 14.3 29.5 34.4 15.7 6 100 
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Provide the kind of 

news that attracts 

the largest 

audience. N 93 194 255 162 58 762 

 % 12.2 25.5 33.5 21.3 7.6 100 

Provide advice, 

orientation, and 

direction for daily 

life. N 86 182 283 157 54 762 

 % 11.3 23.9 37.1 20.6 7.1 100 

 

Provide information 

people need to 

make political 

decisions N 77 217 262 159 47 762 

 % 10.1 28.5 34.4 20.9 6.2 100 

Motivate people to 

participate in 

political activity N 95 204 276 139 48 762 

 % 12.5 26.8 36.2 18.2 6.3 100 

Let people express 

their views. N 91 261 244 113 53 762 

 % 11.9 34.3 32 14.8 7 100 

Educate the 

audience. N 134 280 193 93 62 762 

 % 17.6 36.7 25.3 12.2 8.1 100 

Tell stories about 

the world. N 153 167 235 154 53 762 

 % 20.1 21.9 30.8 20.2 7 100 

Promote tolerance 

and cultural 

diversity N 238 225 169 89 41 762 

  % 31.2 29.5 22.2 11.7 5.4 100 

 

Measuring the Amount of Trust Given to Newspaper Content on Issues Revolving Around 

the Presidential Election Campaigns 

Only 14.1% of the respondents said that they did not trust the contents of the Standard 

and Daily Nation on issues revolving around the presidential election campaigns with the 

majority stating that they trusted this content. While 33.1% of the respondents stated that they 

moderately trusted this content compared to 26.8% of the respondents who said that they 

extremely trusted such content, a further 26.1% of the respondents said that they slightly trusted 

this content. These results are presented in Table 4.17 and imply that people tend to trust 

newspaper information. 
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Table 4.17: Amount of Trust Given to Newspaper Content on the Presidential Campaign 

Trust Frequency Percent 

Extremely trusted 204 26.8 

Moderately trusted 252 33.1 

Slightly trusted 199 26.1 

No trust at all 107 14 

Total 762 100 

 

Extent to Which Coverage of Mr. Kenyatta and Mr. Odinga by The Standard and Daily 

Nation Newspapers Influenced Respondents’ Voting Choice 

Only 2.8% of the respondents indicated that newspaper coverage of Mr. Kenyatta and 

Mr. Odinga did not influence their voting patterns at all. The vast majority however stated that 

the coverage of these candidates influenced their voting outcomes with 31.4% saying that it 

influenced them to a little extent. On the other hand, 25.3% of the respondents said their choice 

was to some extent influenced by the coverage; 23.6% said it influenced them to a great extent 

while 16.9% indicated that it influenced them to an extreme extent. These results imply that 

newspapers influenced the choice of voting. The findings are presented in Figure 4.7. 
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Figure 4.7: How Coverage of Mr. Kenyatta and Mr. Odinga by the Standard and Daily Nation 

Newspapers Influenced Voting Outcome 

 

Establishing Whether the Standard and Daily Nation Newspapers Encouraged Voting Along 

Ethnic Lines 

The researcher also sought to establish whether or not newspapers encouraged the 

respondents to vote along ethnic lines. The respondents were expected to indicate the extent to 

which this influence was true for them. The responses were captured in a five-point Likert scale 

(5= extremely influential, 4= influential to a great extent, 3= somehow influential, 2= little 

influential, and 1= not influential) and the general level of acceptance was determined by 

calculating the frequency and percentage based on the responses.  

Only 16.3% and 17% of the respondents said that neither the Standard nor Daily Nation 

newspapers, respectively, influenced them to vote along ethnic lines. The study found that the 

majority of the respondents were influenced to vote along ethnic lines with 257 respondents 

(33.7%) and 238 respondents (31.2%) saying that they were influenced to a great extent to vote 

along ethnic lines by the Standard and Daily Nation newspapers respectively. In addition, a 

significant proportion of the respondents at 186 (24.4%) and 210 (27.6%) said that the Standard 

and Daily Nation, respectively, were somehow influential in encouraging tribal votes. 

16.9

23.6 25.3

31.4

2.8

to an extreme extent to a great extent to some extent to little extent to no extent
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Additionally, 98 respondents (12.9%) and a further 94 respondents (12.3%) said that the 

Standard and Daily Nation newspapers extremely influenced them to vote along ethnic lines. 

These findings indicate that newspapers influenced respondents to vote along ethnic lines. The 

tabulated results were as presented in Table 4.18.   

Table 4.18: Newspaper Influence on Voting Along Ethnic Lines 

 
Standard 

 
Daily Nation 

  Frequency Percent   Frequency Percent 

Extremely influential 98 12.9 
 

94 12.3 

Influential to a great extent 257 33.7 
 

238 31.2 

Somewhat influential 186 24.4 
 

210 27.6 

A little influential 97 12.7 
 

88 11.5 

Not influential 124 16.3 
 

132 17.3 

Total 762 100   762 100 

 

Establishing Whether the Other Presidential Candidates Received Sufficient Media Coverage 

During The 2017 General Election 

More than half of the respondents (58.7%) said that the coverage provided by the 

Standard and Daily Nation to the other presidential candidates was insufficient. However, 315 

respondents (41.3%) said that the coverage was fair. In addition, 675 respondents (88.6%) said 

that they were aware of other presidential candidates during the 2017 General Election. 

Table 4.19: Coverage of Other Presidential Candidates Received from the Newspapers 

 Other candidates  Fair coverage 

 Frequency Percent  Frequency Percent 

No 87 11.4  447 58.7 

Yes 675 88.6  315 41.3 

Total 762 100  762 100 
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Other Factors that Might Have Influenced The Respondents’ Voting Choice 

A descriptive analysis was done on potential sources of influence during the campaign 

period. The researcher asked the respondents to indicate how much other factors listed in Table 

4.20 could have influenced their voting decisions. Although factors such as personal values 

and beliefs (mean=4.03) contributed to the choices that the respondents made during the 

election, this study also found that media's coverage of a preferred candidate (mean=3.21) and 

media projections that a preferred candidate would win (mean=3.13) also played a role in 

determining the respondents’ voting decision. The findings are presented in Table 4.20. 

Table 4.20: Other Factors that Might Have Influenced Respondents' Vote 

Variable N Mean 

Std. 

Deviation 

Personal values and beliefs 762 4.03 1.182 

Peers 762 2.95 1.156 

Family 762 2.83 1.224 

Media's coverage of your preferred candidate 762 3.24 1.266 

Tribal inclinations 762 3.33 1.329 

The belief that your preferred candidate will win 762 3.48 1.238 

Political leaders and influencers in your region 762 3.4 1.24 

 

The media projected your preferred candidate to be 

winning 762 3.13 1.297 

 

 

Analysis of Qualitative Data: Interviews 

In order to probe the topic under study further and get other insights that would not be 

gathered through quantitative data, the researcher interviewed four media experts. Two of the 

experts were political editors at the Standard and Daily Nation newspapers respectively while 

the other two were political scientists. The content gathered is highlighted in this section.  
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Interviews with Editors from the Standard and Daily Nation Newspapers 

The first batch of interviews focused on editors at the Standard and Daily Nation. The 

first interviewee was a news editor at the Standard newspaper. He had been an editor since 

2014 and was the editor on duty when the Standard published regional copies portraying 

different presidential candidates to be winning. Before that he was a senior political reporter 

for the Weekend. As an editor, he ran the news desk with his roles revolving around managing 

the reporters. The second interviewee was a Political and Parliamentary Affairs Editor at the 

Daily Nation. Before he was appointed to this role, he served as the Deputy Editor of the 

Sunday Nation and worked as a coordinator of political coverage.  

One of the questions asked during the interviews sought to understand how editors 

selected the media frames that were used by the regional editions of the Standard and Daily 

Nation newspapers in their coverage of the presidential campaigns in the 2017 General 

Election. Respondent 1 explained that the media frames were dictated by the political realities 

at the time as well as the commercial interests of the media house. He said that media houses 

gave prominence to President Kenyatta and the former Prime Minister because they had a big 

following politically and would also boost newspaper sales. 

Respondent 1 said, “We feel the nation’s pulse as a newspaper and know the level of 

support people have even though we leave it to the ballot for people to decide. If Mr. Dida calls 

a rally at Uhuru Park and 10 people turn out and the former Premier calls one and 100,000 

people turn out and you are looking for a photo for page one, which one would you go for? 

Would you go with Mr. Dida’s or Mr. Odinga’s? One would obviously go for one that has a 

huge crowd because it is visually striking. We, as a media, mirror what we see and the rules of 

fairness dictate that all candidates are covered but a newspaper is a business.” 

Respondent 2 concurred with Respondent 2’s sentiments adding that the choice of 

media frames was guided by the need to balance stories, event of the day, commercial interests 
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as well as editorial policies. He explained, “For example, the first determinant of a headline 

would be the story that we have and then we would also look at whether that headline will sell. 

In some regions if you have a headline depicting ‘their candidate’ negatively, your newspaper 

will not sell. The headline will therefore depend on the region that you want to sell in, the story, 

the region, and the editorial policies. Sometimes we know that a headline will not sell but we 

have to tell the story either way. This happens a lot with technical stories especially corruption 

stories. Corruption stories don’t sell but we put them on page one for public interest.” 

He further indicated that he agreed with Ervin Goffman’s Media Framing Theory of 

1974 which holds that media influence their audiences' decisions based on how they present 

their information. He said that the manner in which the media uses various frames pushes and 

reinforces certain narratives pointing out that, “The media influences audiences’ perceptions. 

That is why, and if you had noticed that immediately after the handshake, we started using file 

photos of Uhuru and Raila shaking hands whenever we did not have photos of them together 

at a particular event. This sends a very powerful message. And trust me if it was not for such 

photos Uhuru would probably not have received such a rousing welcome in Kisumu. People 

are visual by nature. When you put a picture of Uhuru and Raila shaking hands, somebody 

might not even read the headline but they will see the photo and they will probably start 

thinking differently.” 

Respondent 1 however disagreed with the principles of this theory stating that the 

electorate would vote for and support their tribal leaders regardless of how the media presented 

information regarding the presidential candidates. He said, "The voters have already made up 

their mind. I don't think the media has a bearing on changing the convictions of a Kenyan 

voter. Even now there are Kenyans who already know how they will vote in 2022. In fact, 80 

percent of our voters have already voted for their leader in 2022 in advance so what the media 

do or civil society or political parties or religious leaders will not change voters."  
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When asked whether they believed that the other candidates received fair coverage by 

the media, Respondent 1 and 2 said that the other candidates did not command as much political 

clout as Mr. Kenyatta and Mr. Odinga and therefore didn’t get as much media attention. 

Respondent 1 stated, “I agree that they probably received less coverage than their 

counterparts. The realities are that the other candidates have a stronger appeal than the fringe 

candidates. Exigencies of the game and the business sometimes demand that you give a slightly 

more consideration to the popular candidates. If I have a headline with a splash of Mr. Dida’s 

big day with his crowd of 10 voters and ignore another one with Mr. Odinga’s with his crowd 

of millions the paper will not sell.” 

The two editors were further asked whether they believed that the regional editions of 

the Standard and Daily Nation newspapers had the potential of influencing Kenyans to vote 

along tribal lines. While Respondent 1 said that the media did not influence the political choices 

that Kenyans made at the ballot, Respondent 2 observed that the media influenced voting 

patterns. He pointed out that, “We (the media) are also guilty because we pacified some regions 

by calling them strongholds. We would say that Uhuru is visiting his central Kenya backyard 

or his central Kenya stronghold. Of course, what makes it his stronghold is that his tribe is the 

majority there. Or when we say Uhuru is visiting central Kenya to rally his voters or 

supporters. This has an implied meaning – that he is going there to rally his people and his 

people here, if you understand the political lingo, means his tribe. Because somebody will ask 

how come we don’t say that he is going to rally his people when he is going to Kisii. Yet Kisii 

people should also be his people because he is the president.” 

Interestingly, Respondent 1 added that the media had a role to play in incrementally 

transitioning people to issue-based politics. He said, “I would suggest equal coverage or equal 

opportunity but the candidates are usually 10 and if we put 10 candidates on the front page 
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and say the choice is yours, the newspaper copies will not sell. And I agree that the media has 

a role to play but the problem is slightly bigger than the media. It starts with our schooling.”  

Interviews with Political Analysts 

The second set of interviews targeted two political analysts namely. Respondent 3 was 

a Political Risk Analyst who has worked for several local and international media organizations 

including BBC, CNN, Al Jazeera, Bloomberg, KTN, Citizen, KBC, NTV and Capital FM. On 

the other hand, Respondent 4 was a Managing Consultant who studied political science, law 

and communication. He ran a consultancy that provided advisory services on matters related 

to governance, politics, legal issues and communication. 

The two analysts held that the regional editions of the Standard and Daily Nation 

newspapers had an influence on the electorate and their voting patterns to some extent. 

Respondent 4 explained that the influence was limited to the political elite as well as individuals 

who had access to the newspapers.  

He explained, “Newspapers cannot be said to be 100% influential because not 

everyone, especially the rural majority, has the purchasing power to enjoy the luxury of 

procuring newspapers every day. The extent of the influence is therefore limited to the elite; 

the educated; the middle class, a sizeable population of the university community who throng 

the libraries to read the newspapers each day and a few bystanders within the urban areas who 

hurdle around a few streets to analyse the contents of a newspaper. That would be the extent 

of the influence but that influence is not negligible.”  

On his part, Respondent 3 also held that the influence that newspapers have was limited 

to Kenyans who followed political discourse logically. He said, “Newspapers only have 

influence over rational voters. These are people that can be convinced using logic but majority 

of the voters in Kenya are irrational and emotional voters. They do not care for logic. 

Remember in central Kenya people were being wheeled out of hospitals to go and vote. If you 
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were a rational voter and are in a hospital bed, would you get out of a hospital bed to go and 

compromise your health so that you could vote?” 

Additionally, Respondent 3 and 4 stated that the media frames used by the regional 

editions promoted sensationalism during the presidential campaigns. They explained that the 

frames likely played at the electorate’s emotions and therefore influenced their political 

decisions to some extent.  

Respondent 4 further observed that felt that media frames had an impact on voters 

especially when they sensationalised political stories. He said, “I would struggle to disagree 

with Ervin Goffman. We know very well that when you take a keen study and analysis of the 

Kenyan newspapers you would appreciate that their approach in framing their headlines is to 

capture the imagination, the thinking and appetite of the potential reader. The headlines, 

images and other graphics are intended to tap into the emotions and imagination of the reader 

who will have procured the newspapers, which elicits certain feelings depending on the 

content.”  

Despite this, Respondent 3 held that the Media Framing theory would only hold true 

for rational voters. He argued that the manner in which the media framed the presidential 

candidates did not influence all voters into taking certain political decisions. He observed that 

the media had in the past ran negative stories about Mr. Odinga and Mr. Kenyatta but they still 

commanded a significant following from the Kenyan public.  

“I agree with the theory to a small percentage where it targets the rational voter – this 

is someone who understands the story and aligns their selfish interests to what the media has 

presented. Mr. Kenyatta was voted in while facing trial at the International Criminal Court. 

People said that he was their son and that he was fighting for them. So, the media can frame 

their stories whichever way they want but it will only work if the voter is rational,” said 

Respondent 3. 
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The researcher further sought the interviewees’ opinions on the choice of media frames 

that the Standard and Daily Nation newspapers used while covering the presidential campaign. 

Respondent 3 and 4 both held that the frames were dictated by editorial and commercial 

considerations but that during the campaign period, commercial interests carried the day.  

Respondent 4 explained, “It is a bit sad that the Kenyan media has become a political 

impresario. That the primary interest is to impress the political bigwigs so as not to attract 

their wrath. Sales and political interests of a region also influence framing. There is no way 

that during an electioneering period the Standard or Daily Nation would opine or frame issues 

that would not be of interest to their shareholders or owners.”  

When asked whether all presidential candidates received equal coverage by the Daily 

Nation and Standard newspaper, Respondent 3 and 4 said that Mr. Kenyatta and Mr. Odinga 

received immense attention while the other candidates did not. Respondent 3 said, “They got 

a raw deal. The newspapers focused on Mr. Kenyatta and Mr. Odinga and even referred to 

them as ‘two horses.’” He however pointed out that the newspapers chose to focus on Mr. 

Kenyatta and Mr. Odinga as their coverage would boost sales. “Having Mr. Odinga or Mr. 

Kenyatta on page one would increase newspaper sales while the other candidates probably 

would not. Seasoned politicians know that they are circulation and revenue drivers.”  

The interviewees also felt the media should focus on issue-based politics in order to 

improve its coverage of presidential campaigns and elections. Respondent 3 said that the media 

should frame issued that revolve around the country’s national or public interests. He pointed 

out that, “Editors and journalists must conspire and decide to cover people who will be 

discussing national and public interest issues.” Respondent 4 on his part urged the media to 

remain objective in their coverage of political issues especially during electoral campaigns. He 

said, “I think it would be important for newspaper management to align their editorial policies 
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and objectivity with their daily practice. Business interests, shareholding and ownership 

should not openly influence the scale of objectivity that is desired of these newspapers.” 

Summary of Interviews 

The interviewees seemed to acknowledge that the newspapers played a role in 

encouraging voting along tribal lines although underlying factors such as the tribal nature of 

Kenyan politics could also have contributed to this. In addition, the commercial, ownership 

and shareholding interests of a particular newspaper determined the media frames that would 

be used. This also limited the extent to which particular newspapers would probe certain 

political utterances considering that the Daily Nation and Standard newspapers are both 

privately owned businesses. Besides these, the interviewees further felt that the other 

candidates did not receive a media blackout but that they did not get the same coverage as Mr. 

Kenyatta and Mr. Odinga. This was attributed to the following that the other candidates had as 

well as their ability to generate sales for the two newspapers under study.  

While the editors felt that the media was a reflection of the society and should therefore 

not be blamed, the political analysts felt that the media has a big role to play in advancing 

political discourse in the country and to push for issue-based discussions.  

Summary of Key Findings 

1. The findings revealed that majority of the respondents were male 475 (62.3%).  This 

implied that males were most accessible during this study. 

2. The study found that the majority of the respondents were aged above 27 years which 

could mean that they might have voted more than once. 

3. Majority of the respondents’ education oscillated between high school and university 

level. In addition, most respondents earned a salary between KSh0-30,000 suggesting 

that they might have been able to buy or access newspaper. The level of education also 
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meant that they could read, analyze, summarize, and make decisions during newspaper 

articles about the presidential campaigns.  

4. The study further revealed that the majority of the respondents (77.6%) were able to 

access newspapers while 66.4% were able to read the newspapers during the election 

period. A significant majority 459 (60.9%) of the respondents were interested in 

consuming news items as a product of the newspapers. 

5. Newspaper headlines were the most attractive frame. This suggests that respondents 

made the decision to read a newspaper once they looked at headline.  

6. The study established that a significant percentage of 48.8% believed that the 

newspapers’ coverage of President Uhuru Kenyatta and former Prime Minister Raila 

Odinga encouraged them to vote along tribal lines. 

7. More than half of the respondents who participated in this study (56.8%) said that they 

voted for the candidate who was projected to be winning by the regional editions of 

the two newspapers under study. 

8. The study further established that 36.7% of the respondents voted for a particular 

candidate because the Standard and Daily Nation newspapers influenced their 

perceptions. However, 63.3% indicated that the two newspapers did not influence their 

perceptions to vote for their preferred candidate. 

9. The study found that 77.6% of the respondents (591) had access to either the Standard 

or Daily Nation newspapers while 69.4% (529) had access to either of these 

newspapers and read them. 

10. The study found that news items were the most consumed newspaper product at the 

time with 60.2% of the respondents (459) indicating that they were most interested in 

accessing and reading news items. 
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11. Only 13.3% of the respondents said that they did not give any attention to news articles 

that touched on Mr. Kenyatta or Mr. Odinga while the rest indicated that they gave 

varied levels of attention to these articles. 

12. Majority of the respondents (64.7%) were of the view that the Standard and Daily 

Nation newspapers were influential. 

13. The study established that 451 (59.2%) respondents out of 762 found headlines to be 

highly influential and determined how much attention they paid to a particular 

newspaper. 

14. It was interesting to note that most of the respondents' choice was determined by how 

trustworthy they found a particular newspaper to be (mean=3.05).  

15. The study also found that most of the respondents' choice of newspaper was influenced 

by whether or not they found the coverage of President Kenyatta and the former Prime 

Minister by a particular newspaper to be fair (mean=2.5). 

16. The study established that the Standard and Daily Nation newspapers were a necessity 

to more than half of the respondents at the time of the 2017 General Election. 

17. Positive coverage of the respondents' preferred candidate by the media was an 

important determinant in the selection of a newspaper. Out of 762 respondents, 228 

(29.9%) and 248 (32.5%) found positive coverage of their preferred candidate to be 

somewhat important and important respectively.  

18. Only 14.1% of the respondents said that they did not trust the contents of the Standard 

and Daily Nation on issues revolving around the presidential election campaigns with 

the majority stating that they trusted this content. 

19. Only 2.8% of the respondents indicated that newspaper coverage of Mr. Kenyatta and 

Mr. Odinga did not influence their voting patterns at all. 
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20. Only 16.3% and 17% of the respondents said that neither the Standard nor Daily 

Nation newspapers, respectively, influenced them to vote along ethnic lines. 

21. More than half of the respondents (58.7%) said that the coverage provided by the 

Standard and Daily Nation to the other presidential candidates was insufficient. 

22. Although factors such as personal values and beliefs (mean=4.03) contributed to the 

choices that the respondents made during the election, this study also found that 

media's coverage of a preferred candidate (mean=3.21) and media projections that a 

preferred candidate would win (mean=3.13) also played a role in determining the 

respondents’ voting decision. 

23. Although media frames are often determined by the commercial realities of a particular 

newspaper, these frames have the ability to influence voting patterns to a significant 

extent.  

Summary 

This chapter presented and interpreted the data that sought to investigate whether the 

media framing of President Uhuru Kenyatta and former Prime Minister Raila Odinga by the 

Standard and Daily Nation newspapers intensified voting along tribal lines in the 2017 General 

Election. Data was presented in frequency tables, graphs, and pie charts. 
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CHAPTER FIVE 

DISCUSSIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Introduction  

This chapter provides a discussion that relates to the study findings with the objectives 

emphasizing much on the relationships between the research findings and the information 

presented in the literature review. It also provides a conclusion based on the purpose of the 

study and about the summaries of the research having been supported by the information 

presented. The overall aim of this study was to establish if there was a relationship between 

media framing and voting along tribal lines. The chapter finally presents the recommendations 

which need to be addressed by media houses on the framing of national campaigns in Kenya 

and the tribal galvanization of voters. It also presents suggestions for areas for further research 

that were identified during the study. 

Discussion of the Key Findings 

This section discusses the key findings of this study in relation to the relevant literature 

review and in accordance with the study objectives. The objectives of this study were to 

establish whether media framing of Mr. Kenyatta and Mr. Odinga in the different regional 

editions influenced Kenyans' voting patterns along tribal lines in the 2017 General Election 

presidential race; to find out what attracted the electorates to the newspapers that they 

consumed during the 2017 election campaign; and to measure the extent to which the media 

framing of Mr. Kenyatta and Mr. Odinga influenced the electorate. 
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Establishing Whether Media Framing of Mr. Kenyatta and Mr. Odinga in the Different 

Regional Editions Influenced Kenyans’ Voting Patterns along Tribal Lines in The 2017 

General Election Presidential Race 

The study found that a significant percentage of the respondents at 48.8% believed that 

the newspapers’ coverage of President Uhuru Kenyatta and former Prime Minister Raila 

Odinga by the regional editions of the Standard and Daily Nation newspapers had encouraged 

them to vote along tribal lines.  In addition, more than half of the respondents who participated 

in this study (56.8%) said that they voted for the candidate who was projected to be winning 

by the regional editions of the two newspapers under study, implying that newspapers indeed 

influenced voting patterns to a significant extent.  

The study further established that 36.7% of the respondents voted for a particular 

candidate because the Standard and Daily Nation newspapers influenced their perceptions. 

Furthermore, only 13.3% of the respondents said that they did not give any attention to news 

articles that touched on Mr. Kenyatta or Mr. Odinga while the rest indicated that they gave 

varied levels of attention to these articles. Majority of the respondents (64.7%) were also of the 

view that these newspapers were influential. 

Similarly, 69.4% of the respondents (529) had access to and read the regional editions 

of the Standard or Daily Nation newspapers. The study found that news items were the most 

consumed newspaper product at the time with 60.2% of the respondents (459) indicating that 

they were most interested in accessing and reading news items. Besides these, the study 

established that more than half of the respondents read the regional editions of the Standard 

and Daily Nation newspapers more than twice a week.  

The findings of this study therefore indicate that access and readership of the two dailies 

likely influenced voting patterns and concurs with the study by Lecheler et al. (2015) who 
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observed that exposing audiences to repeated media frames over a period of time increased the 

impact that these frames would have on audiences.  

These findings also coincide with Respondent 4’s sentiments. He pointed out that the 

influence that newspapers had on the electorate was limited to individuals who had access to 

and read the dailies. Considering that a vast majority of the respondents read copies of the 

Standard or Daily Nation more than twice a week, it was likely that their voting choices were 

influenced by the coverage of their preferred candidate.  

To Establish Factors that Attracted the Electorates to The Newspapers that they Consumed 

During the 2017 Election Campaign 

The study established that 451 (59.2%) respondents out of 762 found headlines to be 

highly influential and determined how much attention they paid to a particular newspaper. 

Besides headlines, the respondents also indicated that coloured photos were appealing and drew 

them to specific newspapers. Additionally, the study found that respondents chose a particular 

newspaper based on how trustworthy they found it to be. The results also showed that most of 

the respondents' newspaper choice was influenced by whether or not they found the coverage 

of President Kenyatta and the former Prime Minister by a particular newspaper to be fair. 

Similarly, positive coverage of the respondents' preferred candidate by the media was 

an important consideration in the selection of a particular newspaper. Out of 762 respondents, 

228 (29.9%) and 248 (32.5%) found positive coverage of their preferred candidate to be 

somewhat important and important respectively. On the other hand, 329 respondents (43.2%) 

stated that the manner in which newspaper’s portrayed their preferred candidate’s political 

agenda for the electorate was somewhat important to them, as they selected a particular 

newspaper.  

The study further established that the two newspapers were a necessity to more than 

half of the respondents at the time of the 2017 General Election. While 94 out of 762 
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respondents (12.3%) stated that Standard newspaper was a great necessity to their life during 

the presidential campaign, 99 respondents (13%) indicated that the Daily Nation newspaper 

was a great necessity to them at the time. 

These findings correspond with the study by Lecheler et al. (2015) who found that 

audiences give a lot of attention to media frames during electoral processes due to their desire 

to access political information. Similarly, the findings concur with Puri (2006) who observed 

that the media frames used by newspapers determine how much attention audiences pay to the 

copy. In this regard, majority of the respondents paid attention to newspaper items that touched 

on either of the two candidates based on how this information was packaged in the regional 

editions.  

In addition, the manner in which newspaper frame content influences audiences’ 

perceptions as observed by Ensink and Sauer (2003). These authors believed that the process 

through which media put together photographs, headlines, space, words, boundary lines and 

vectors in order to tell a story, influences their audiences’ decisions. These findings 

demonstrate that media frames also had an impact on the level of trust that the respondents 

gave to a particular newspaper. 

Given that the respondents did not find black and white images appealing and did not 

therefore pay attention to them, the study further supports Brewer et al. (2003). The authors 

posited that media frames worked by telling audiences what messages mattered and which ones 

did not. Using black and white images would therefore not appeal to audiences in the same 

manner that coloured images would and would therefore be construed as unimportant.  

At the same time, media frames tend to appeal to the emotional needs of audiences 

(Puri, 2006). This study found that the regional copies of the Standard and Daily Nation 

newspapers both appealed to the emotional needs of the electorate by projecting the perceived 

preferred candidates to be winning in their ‘strongholds.’ It is perhaps for this reason that some 
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of the respondents preferred and chose a particular newspaper based on how it covered their 

preferred candidate.  

This also illustrates why editors choose media frames that will not only appeal to the 

audiences but also retain their attention (Baldasty, 2014). Respondent 1 alluded to this during 

his interview by explaining, “How we frame our stories means that there are certain 

commercial realities that we have to be alive to. A newspaper that is blind to the fact that there 

is tribalism in a particular region and that people in that region are aligned to their tribal 

leader, would sell less than a newspaper that appreciates this reality. Sometimes it is a business 

consideration not a journalistic consideration. 

To Measure the Extent to Which the Media Framing of Mr. Kenyatta and Mr. Odinga 

Influenced the Electorate 

Only 14.1% of the respondents said that they did not trust the contents of the Standard 

and Daily Nation on issues revolving around the presidential election campaigns with the 

majority stating that they trusted this content. Similarly, only 2.8% of the respondents indicated 

that newspaper coverage of Mr. Kenyatta and Mr. Odinga did not influence their voting 

patterns at all. The vast majority however stated that the coverage of these candidates 

influenced their voting outcomes with 31.4% saying that it influenced them to a little extent. 

In addition, only 16.3% and 17% of the respondents said that neither the Standard nor 

Daily Nation newspapers, respectively, influenced them to vote along ethnic lines. The study 

similarly found that the majority of the respondents were influenced to vote along ethnic lines 

with 257 respondents (33.7%) and 238 respondents (31.2%) saying that they were influenced 

to a great extent to vote along ethnic lines by the Standard and Daily Nation newspapers 

respectively.  

Although factors such as personal values and beliefs (mean=4.03) contributed to the 

choices that the respondents made during the election, this study also found that media's 
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coverage of a preferred candidate (mean=3.21) and media projections that a preferred candidate 

would win (mean=3.13) also played a role in determining the respondents’ voting decision. 

Three out of four experts who were interviewed for purposes of this study indicated that media 

frames have a bearing on audiences’ perceptions. 

In this regard, the findings in this section illustrate that media framing by the Standard 

and Daily Nation newspapers indeed influenced the respondents to vote in a particular way.  

Conclusion 

This study has established that the Western and Central editions of the Standard and 

Daily Nation newspapers influenced respondents to vote along tribal lines during the 2017 

General Election by appealing to the emotional needs of the respondents. The study found that 

even though other factors contributed to voting along tribal lines, the media played a significant 

role in swaying audiences’ perceptions whilst driving them towards a tribal vote. This was 

largely aimed at generating sales for the two publications.  

Despite these and the fact that the two publications are privately owned and ran media 

entities, the Standard and Daily Nation must stand tall and remain guided by journalistic 

principles that promote objectivity and fairness. As Respondent 3 pointed out, the media must 

build a Berlin wall between themselves and the presidential candidates in order to promote 

these values so as to propel positive change by driving issue-based politics.  

Recommendations 

The study made the following recommendations: 

1. While media houses are private businesses that are focused on generating profits, 

they should be guided by editorial policies that advance the principles of objectivity 

and fairness in order to uphold their role as society’s watchdog. This will help 
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members of the public to interrogate different political candidates and assess these 

candidates’ ability to advance society’s interests. 

2. This study acknowledges that newspapers have different publications for different 

regions. However, the media frames used in these regions should not appear to be 

pitting one region against the other when it comes to the coverage of political news.  

3. Media frames such as ‘two-horse race’, ‘stronghold’, ‘backyard’ should be avoided 

in the coverage of political discourse as they tend to lock out other candidates and 

water down the principles of fairness. The study has shown that the manner in which 

the media frame messages influences how audiences perceive and make decisions 

Bradley (2010). 

4. It is also important to note the role that social media plays in promoting tribal votes.  

Recommendations for Further Study  

1. The researcher recommends the need to conduct additional research on how media 

frames influence public opinions. 

2. Given that the study only focused on two counties, future research should consider 

assessing the impact that the media frames might have had in the vote outcomes of other 

counties in Kenya. 

3. A further study should be conducted to assess the impact of media framing messages 

on multi-party system in Kenya. 

4. This study may further consider researching on issues related to media ethics based on 

fairness and objectivity. 

5. A study investigating the role that social media plays in promoting tribal votes during 

electioneering periods in Kenya should be conducted.  
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6. A study looking into media ownership in Kenya and how it affects objectivity during 

electoral processes can also be considered. 
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APPENDICES 

Appendix A: Questionnaire 

Questionnaire 

Name of Interviewer 

_________________________________________________________________________ 

Kindly take a few minutes to answer this questionnaire as part of a research that I am 

conducting for my Master of Arts Thesis in Media Studies at Daystar University. My topic 

seeks to investigate the extent to which media framing of President Uhuru Kenyatta and former 

Prime Minister Raila Odinga by the Standard and Nation newspapers intensified voting along 

tribal lines in the 2017 General Election. Answer the questions as honestly as possible but do 

not include your name. Your answers will be treated with confidentiality and no one, other than 

me, my research assistants and my supervisors, will see them.  

Put a tick in the appropriate box where choices are provided and use the ‘other’ option where 
you feel there is no suitable option given for your response. Please respond in your own words 

to questions where no choices are provided. This questionnaire has been divided into three 

sections to make it easier to navigate. 

SECTION A (Answer all the questions provided here) 

 

1. What is your gender? 

a. Male     b. Female  

2. How old are you? 

a. 18 – 22 years    c. 28 – 32 years  

b. 23 – 27 years    d. Above 33    

3. Which term best defines your occupation? 

a. Market vendor    d. Community Based Organization   
       

b. County public service    e. Other   
       

c.  Public transport sector       

 

4. In which County are you located?  

a. Nyeri   

b. Kisumu   

5. What is your ethnic group? _________________________________________________ 

SECTION B (Follow the instructions provided while responding to questions in this 

section) 

6. During the 2017 General Election, did you have access to either the Standard or Daily 

Nation newspapers? 
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a. No     b. Yes   

7. Did you read the Standard or Daily Nation newspapers during the last General Election? 

a. No    b. Yes   

8. Which of the following newspaper products did you consume at the time? 

a. News   

b. Entertainment   

c. Adverts    

d. Infomercials   

e. None    

9. Please indicate how often you had access to/read either the Standard newspaper or Daily 

Nation newspapers during the period in question. 

 Key: 

1 = Everyday  

2 = Once a week 

3 = Twice a week  

4 = Thrice a week 

5 = Between four to six times in a week 

6 = Never 

7 = When you got a chance  

 

10. How much attention did you give to newspaper items appearing on the Standard or Nation 

newspapers that touched on the candidacy of President Uhuru Kenyatta and the former 

Prime Minister Raila Odinga? 

a. A great deal of attention    

b. Quite a bit of attention   

c. Some attention    

d. Very little  attention    

e. No attention at all    

11. To what extent did the following items determine how much attention you gave to 

Standard and Daily Nation newspaper articles revolving around President Uhuru Kenyatta 

and former Prime Minister Raila Odinga?  

Key: 

1 = Highly influenced 

2 = Moderately influenced 

3 = Slightly influenced 

4 = No influence at all 

No. Item of influence  Extent of influence 

No. Newspaper   Access frequency Reading frequency 

a. The Daily Nation newspapers   

b. The Standard Newspaper    
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a. The contents of the headline     

b. Use of colored photo      

c. Use of black and white photo     

d. Size of headline     

e. The page on which the news item appears     

f. Image used in accompanying the news item     

g. The size of the story in terms of words     

 

12. How much did you trust newspaper content on issues revolving around the presidential 

election campaigns?  

a. Extremely trusted  

b. Moderately trusted  

c. Slightly trusted   

d. No trust at all   

13. Which newspaper between the Standard and Nation Newspapers, were you following 

during the elections? _______________________________________ 

14. What determined your choice of newspaper between the Standard and Daily Nation 

newspapers? Please use the key below: 

4 = Very true 

3 = Moderately true 

2 = Slightly true 

1 = Not true at all 

A.  Their content was trustworthy  4 3 2 1 

B.  They projected my preferred candidate to be winning 4 3 2 1 

C.  Their coverage of the two candidates was fair 4 3 2 1 

D.  Their use of photography and language in relation to my 

preferred candidate was excellent  

4 3 2 1 

E.  Their coverage was comprehensive 4 3 2 1 

 

15. Do you believe that President Uhuru Kenyatta and former Prime Minister Raila Odinga 

got equal coverage in the Nation newspaper?  

a. Yes    b. No   

16. Do you believe that President Uhuru Kenyatta and former Prime Minister Raila Odinga 

got equal coverage in the Standard newspaper?  

Yes    b. No   

17. To what extent was your choice of presidential candidate influenced by the coverage they 

received in either the Nation or Standard newspapers? 

a. To an extreme extent   d. To little extent  
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b. To a great extent    e. To no extent  

c. To some extent   

18. To what extent was the Standard newspaper a necessity to your life during the elections? 

a. A great extent              c. Moderately great extent         

b. Slightly great extent            d. Not important      

19. To what extent were the Nation newspapers a necessity to your life during the elections? 

a. Very important           c. Moderately important        

b. Slightly important            d. Not important      

20. Do you believe that the coverage of President Uhuru Kenyatta and former Prime Minister 

Raila Odinga as provided by the Standard and Nation newspapers encouraged you to vote 

along tribal lines? 

a. No   b. Yes   

21. In your opinion how influential was the Standard newspapers in encouraging voting along 

ethnic lines during the presidential election? 

a. Extremely influential    

b. Influential to a great extent    

c. Somewhat influential    

d. A little influential    

e. Not influential      

22. In your opinion how influential was the Standard newspapers in encouraging voting along 

ethnic lines during the presidential election? 

a. Extremely influential    

b. Influential to a great extent    

c. Somewhat influential    

d. A little influential    

e. Not influential      

23. Were there other presidential candidates in the 2017 race? 

a. No    b. Yes   

24. Do you believe that they got fair coverage in the newspapers? 

a. Yes     b. No   

25. Do you believe that the Standard and Nation newspapers are very influential? 

a. No   b. Yes   

SECTION C (Follow the instructions provided while responding to questions in this 

section) 

26. Here is a list of potential sources of influence during the campaign period. Please tell me 

how much influence each of the following had on your vote.  

5 = Extremely influential 

4 = Very influential 

3 = Somewhat influential 

2 = Little influential 

1 = Not influential. If a source was not relevant to your vote, please choose 8. 
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A Your personal values and beliefs 5 4 3 2 1 8 

B Your peers 5 4 3 2 1 8 

C Your family 5 4 3 2 1 8 

D The media's coverage of your preferred candidate  5 4 3 2 1 8 

E Tribal inclinations 5 4 3 2 1 8 

F The belief that your preferred candidate will win 5 4 3 2 1 8 

G Political leaders and influencers in your region 5 4 3 2 1 8 

H How the media projected your preferred candidate to be 

winning 

5 4 3 2 1 8 

27. Who did you vote for?  

a. Uhuru Kenyatta 

b. Raila Odinga  

c. Neither candidate  

28. Did you vote for the candidate that was projected to be winning? 

a. Yes 

b. No 

29. Did you vote for him because the newspapers influenced your perception?  

a. Yes 

b. No 

30. Please tell me how important each of these things were to you in your selection of a 

newspaper during the campaign period. 5 means you found them extremely important; 4 

means very important; 3 means somewhat important; 2 means little importance; and 1 

means unimportant. 

A Positive coverage of your preferred candidate 

by the media 

5 4 3 2 1 

B The newspaper’s portrayal of your preferred 
candidate's political agenda for the electorate 

5 4 3 2 1 

C Provide analysis of current affairs. 5 4 3 2 1 

D Monitor and scrutinize political leaders. 5 4 3 2 1 

E Monitor and scrutinize business. 5 4 3 2 1 

F Set the political agenda. 5 4 3 2 1 

G Influence public opinion. 5 4 3 2 1 

H Advocate for social change. 5 4 3 2 1 

J Be an adversary of the government. 5 4 3 2 1 

K Support national development. 5 4 3 2 1 

L Convey a positive image of political leadership. 5 4 3 2 1 

M Support government policy. 5 4 3 2 1 

O Provide entertainment and relaxation. 5 4 3 2 1 

P Provide the kind of news that attracts the largest 

audience. 

5 4 3 2 1 
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R Provide advice, orientation and direction for 

daily life. 

5 4 3 2 1 

S Provide information people need to make 

political decisions. 

5 4 3 2 1 

T Motivate people to participate in political 

activity. 

5 4 3 2 1 

U Let people express their views. 5 4 3 2 1 

W Educate the audience. 5 4 3 2 1 

X Tell stories about the world. 5 4 3 2 1 

Z Promote tolerance and cultural diversity. 5 4 3 2 1 

 

31. What is the highest level of education that you have completed? 

Not completed high school   

Completed high school    

College/Bachelor’s degree or equivalent   

Master's degree or equivalent   

Doctorate   

Undertook some university studies, but no degree   

32. In which of the following categories does your monthly salary fall? 

1           0 – 30,000   

2 
  30,001 – 60,000   

3 
  60,001 – 90,000   

4 
  90,001 – 120,000   

5 
120,001 – 150,000   

6 
180,001 – 210,000   

7 
210,001 – 240,000   

8 
240,001 – 270,000   

9 
270,001 – 300,000   

33. Would you like to receive the findings of this study?  

a. No     b. Yes   

Thank you very much for taking your time to answer this questionnaire. If you have any 

questions regarding this research or if you would like to receive the findings please contact me 

through either of these channels: 

Phone number: +254 724 436 855: Email: sarahwndonga@daystar.ac.ke 
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Appendix B: Interview Guide  

Interview Guide 

Name of Interviewer _________________________________________________________ 

Thank you for taking your time to respond to questions contained in this interview guide. This 

interview will take about 30 minutes. During this time, I will take notes from your responses 

as well as record them for quality purposes. This is part of a research that I am conducting for 

my Master of Arts Thesis in Media Studies at Daystar University. My topic seeks to investigate 

the extent to which media framing of President Uhuru Kenyatta and former Prime Minister 

Raila Odinga by the Standard and Nation newspapers intensified voting along tribal lines in 

the 2017 General Election. 

Kindly answer the questions as honestly as possible and feel free to seek any clarifications. 

You are also allowed to interject or end this interview at any time. Your answers will be treated 

with confidentiality and it is only my research assistants, my supervisor, the administration 

department at Daystar University and I that will have access to your responses.  

Respondent’s name: __________________________________________________________ 

 

Signature: _______________________________ 

 

 Date: _______________________________ 

 

SECTION A (Personal information) 

 

1. What is your title? 

2. Please tell me about your work and how long you have carried it out.  
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SECTION B (Questions revolving around your expertise and the study in question)  

3. Based on the title of this study, would you say that the media framing of President Uhuru 

Kenyatta and former Prime Minister Raila Odinga by the Standard and Nation newspapers 

intensified voting along tribal lines in the 2017 General Election? Please explain. 

4. In your own view, do newspapers, particularly the Nation and Standard, have any 

influence on the electorate? Please expound. 

5. Do you agree or disagree with Ervin Goffman’s Media Framing Theory of 1974 which 

was first created under the tile Frame Analysis which holds that media influence their 

audiences’ decisions based on the manner in which they present their information? Please 

support your answer with any examples that you can think of and explain how this is so. 

6. What, in your opinion, determines the frames used by media during General Elections and 

particularly coverage of campaigns surrounding presidential candidates? 

7. Do you agree with this researcher that the other presidential candidates in the 2017 General 

Election received a media black-out during the campaign? Please provide insights into 

your response and explain how this was done or not done. 

8. What impact, if any, does media framing have on the electorate in the long run? 

9.  While making reference to the various media frames, how can the media improve its 

coverage of the different presidential candidates during electoral periods? 

10. Is there anything else that you would like to add? 

11. Would you like to receive the findings of this study? 

Thank you for your time. I will compile your responses in my report and will be happy to share 

it with you if you would like. If you have any questions regarding this research or if you would 

like to receive the findings please contact me through either of these channels: 

Phone number: +254 724 436 855 Email: sarahwndonga@daystar.ac.ke  
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Appendix C: Consent Form 

Consent to take part in research 

My name is Sarah Wambui and I am conducting a research for my Master of Arts Thesis in 

Media Studies at Daystar University. My topic seeks to investigate the extent to which media 

framing of President Uhuru Kenyatta and former Prime Minister Raila Odinga by the Standard 

and Nation newspapers intensified voting long tribal lines in the 2017 General Election.  

By signing this document, you demonstrate that you are 18 years of age and above and that you 

voluntarily agree to participate in this study. You have the right to withdraw at any point during 

the study, for any reason, and without any prejudice. 

Your responses will be kept completely confidential and all the participants will remain 

anonymous. The findings of the study will be published only in aggregated form and will not 

be traceable to individual respondents. Filling in the questionnaire should take you around 20-

25 minutes to complete.  

You also understand that there will be no monetary compensation or gifts provided in order for 

you to participate in this study and that you have the right to receive the findings of this study 

if you wish.   

Name: ……………………………………………………………..………….     

Signature: ………………………………………………………………………     

Date: …………………………………………………………………………… 

Address: …………………………………………………………………………      

Thank you for your time. If you have any questions regarding this research please contact Sarah 

Wambui through either of these channels: Phone number: +254 724 436 855 or Email: 

sarahwndonga@daystar.ac.ke.
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Appendix D: Ethical Clearance 
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Appendix E: Research Permit  
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