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This report examines at Kenyan news media coverage 
of the 2022 elections, focusing on four key publica-
tions, nine television stations, 11 radio stations, and 
three digital media channels. The report explores the 
attention Kenyan print media, television, digital media, 
and radio stations paid election-related news and is-
sues from 1 May 2022—to 8 August 2022 and the na-
ture of their coverage. Comparisons are made across 
the four months of monitoring. The publications stud-
ied are; Daily Nation owned by NMG, The Standard 
owned by Standard Group, The Star owned by Ra-
dio Africa Group, and Taifa Leo, a swahili publication 
owned by NMG. The television stations studied are 
national TV stations; Citizen TV, K24, KBC Channel 
1, KTN Home, KTN NEWS, and NTV which broad-
cast predominantly in English with segments in Swahili. 
Also monitored are local language TV stations Inooro 
TV Kass TV and Ramogi TV which broadcast in Gi-
kuyu, Dholuo and Kalenjin language respectively and 
reaching a more regional audience segment. The dig-
ital media channels reviewed were; Tuko.co.ke, Ken-
yan-Post, and Kenyan.co.ke. 

The report relies mainly on quantitative content analy-
sis to explore the volume of coverage of election-relat-
ed news and issues by these selected media houses, 
the reporting formats employed, the topics covered, 
and the tone of coverage. The analysis also covers the 
voices in the coverage, including the occupation and 
gender of sources.  

The report further pays particular attention to the cov-
erage of the four presidential candidates, focusing on 
who appeared on the front pages of the newspapers, 
the volume of coverage on each of them, how much 
space or airtime was dedicated to each candidate 
1  "(PDF) Legislating for a De Jure One-Party State in 1982 and “Party ...." 5 Jul. 2022, https://www.researchgate.net/publication/345186759_
Legislating_for_a_De_Jure_One-Party_State_in_1982_and_Party_Hopping_in_2012. Accessed 26 Aug. 2022.
2  "KENYAN LEADER OPTS FOR MULTI-PARTY RULE." https://www.washingtonpost.com/archive/politics/1991/12/03/kenyan-leader-opts-for-
multi-party-rule/4e0fb998-a0d7-434c-bc75-efa43c626c0c/. Accessed 26 Aug. 2022.

across the three media platforms monitored, and the 
tone of coverage of the contenders.  Finally, conclu-
sions and recommendations are shared.

BACKGROUND 
Kenya political and electoral landscape

After gaining independence in 1963, Kenya became 
a  de facto one party state. In 1982, the nation be-
came a de jure one party state through a constitution-
al amendment1.  This  was followed by a decade of 
media suppression and intimidation, and intolerance 
to political opposition by the KANU government. In 
1991, the repeal of section 2(a) signalled introduction 
of multi party politics in Kenya2. 

The first multiparty and competitive elections in Kenya 
were held in December 1992. With a divided  oppo-
sition and the electorate’s confusion as to which party 
to join, the incumbent Daniel Arap Moi won although 
he only received 36.8% of the votes cast. The second 
multiparty elections helds in 1997 general elections, 
were contested by 27 opposition parties. Again, the 
incumbent, Moi, won the  government an easy win. 

With Moi retiring after the mandatory 10 years, the 
2002 elections saw a unified opposition pitting Moi's 
preferred successor Mr. Uhuru Kenyatta, the KANU 
flagbearer running against what became the Rainbow 
Alliance's Mr. Mwai Kibaki, former vice-president. The 
alliance  won by a landslide. 

The KANU era, spanning both Jomo Kenyatta (1963-
1978) and Moi (1978-2002) were characterised by 
media repression and government control. Broadcast 
media was dominated by Kenya Broadcasting Cor-
poration (KBC). The print media however is credited 
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with providing alternative voices but at a high price. 
Journalists at the period faced detention without trial 
and other forms of persecution. To a large extent, the 
government managed to keep the media on check. 

Political freedoms in Kenya have gone hand in hand 
with freedom of expression. Thus, the multiparty also 
ushered the opening up of media spaces with the entry 
of private broadcasters providing alternative voices. 
Similarly, political contexts have played strongly on the 
media especially owing to huge control of media enti-
ties by political players. 

Media and Recent Elections

Having voted out the ruling government in 2002, Ken-
yans had renewed faith in the country’s democracy. 
In the media space, the  2002 campaigns saw more 
open spaces especially in the broadcast front. Upcom-
ing spaces like Radio Citizen were available to counter 
the singular KANU government driven narratives that 
dominated KBC's multiple outlets. 

In a bid to deliver on one of the 2002 campaign prom-
ises, President Mwai Kibaki led the review of a new 
constitution. Amid various contested issues, the pro-
posed review became a battle between the two lead-
ing factions of the government. One faction  was led 
by the then President Mwai Kibaki (Banana) and Raila 
Odinga (Orange). The Banana and Orange wings (Yes 
and No) met at the November 2005 National Consti-
tution Referendum.  The Orange won resoundly with 
58% of the electorate rejecting the new constitution.  
This outcome was perceived as a vote of no confidence 
in the sitting president leading to an incurable split in 
the coalition government. The Orange faction would 
later morph into  the Orange Democratic Movement 
(ODM) while the Banana faction became the Party of 
National Unity (PNU) was formed, bringing together 
3  In a past interview in 2008, a  former Head of Citizen Radio had this to say. "In 2005 when we decided to support the Banana Campaign. Many peo-
ple have mistaken us. I would also call it a mistake, but there is something that people do not understand. We took a position as a station for the sake 
of the country because we summoned the two sides here. After listening to them, we decided which side was more convincing on the constitution. We 
also decided as a media house to read the constitution word by word to the Kenyans. We would read it in different languages, reading the documents 
to those who could not read. They could tell what is contained in the document and therefore make an informed decision. That did not augur very well 
because the Orange supporters  were not very happy and it affected us in a big way including financially because of advertisers."
4   "Elections in Kenya in 2007 - GOV.UK." https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/67654/
elections-ke-2007.pdf. Accessed 13 Jul. 2022.
5   "Kreigler and Waki reports.indd - Konrad-Adenauer-Stiftung." https://www.kas.de/c/document_library/get_file?uuid=d8aa1729-8a9e-7226-acee-
8193fd67a21a&groupId=252038. Accessed 13 Jul. 2022.
6   "Kenya: Spreading the word of hate - ReliefWeb." 22 Jan. 2008, https://reliefweb.int/report/kenya/kenya-spreading-word-hate. Accessed 13 Jul. 

the parties that had supported President Mwai Kibaki 
and the proposed new constitution.  

On the media end, with KBC in quick decline and 
private media outlets rising, some media outlets were 
making bold decisions. One standout decision was 
from Royal Media Services' Citizen Radio which was 
now the most preferred station and second in reach 
after KBC to support the YES vote during the referen-
dum3. 

The two alliances thus faced it off in the contested 2007 
general elections, where the sitting president Mwai Ki-
baki was running for a second term in office against 
ODM’s Mr. Raila Odinga. When the Electoral Com-
mission of Kenya (ECK) declared Mr. Mwai Kibaki the 
presidential elections winner on 20th December 2007, 
there was an instantaneous eruption of election-related 
violence in protest of the results, as most ODM support-
ers believed their candidate to have been rigged out of 
what had appeared like a sure win.

In the aftermath, the Post Election Violence was at-
tributed to ethnic tensions created during the referen-
dum process of 2005 which pitted two major ethnic 
against each other4.  According to the Independent 
Review Committee’s report, more popularly known as 
the Kriegler report, the public was triggered by wide-
spread and visible election fraud which according to 
the report began at the polling station and made it 
impossible to determine who had in fact won the elec-
tion5. 

Media was widely cited for catalysing the ethnic and 
regional divisions from 2005 to the 2008 after the 
elections. Vernacular broadcasters, in particular was 
culpable in fanning the violence having demonstrated 
divisive, partisan, and overall grossly unethical cover-
age of the competitive politics6. This has been blamed 
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in part to hiring of media practitioners who are not 
trained in conflict reporting7. 

According to the Waki report, vernacular radio sta-
tions played a negative and inflammatory role in the 
ethnic post election clashes in the form of playing 
inflammatory vernacular music, their programming. 
Overall, vernacular radio stations were found to have 
been unnecessarily sensational and to have inflamed 
people’s passions8. Newspapers and national media 
outlets were however found to be more non-partisan, 
although there were a few instances in which either 
political side accused media outlets of favouring their 
opponent. For instance, the national broadcaster, 
KBC, was accused skewed reportage in favour of Mr. 
Kibaki, while the Standard newspaper was perceived 
as being pro-ODM leader, Mr. Odinga9. 

The new constitution promulgated in 2010 has two 
levels of government created on equal basis by the 
Constitution. These are the County and National gov-
ernments. The Constitution divides Kenya into forty-sev-
en (47) counties with clearly defined geographical 
boundaries. The boundaries of each of the counties 
have been drawn by the Independent Electoral and 
Boundaries Commission (IEBC) as provided for by the 
Constitution. 

The two levels have democratically elected represen-
tatives and autonomous political authority. The elected 
representatives are for the Senate, National Assembly, 
the President, the County Assembly and the Governor 
in each of the forty-seven counties. The two levels of 
governments have a clear mandate to provide a range 
of significant services. These are outlined in the Fourth 
Schedule of the Constitution.

The Kenyan governance system has two levels– the na-
tional level and  a devolved system of governance. 
The electoral system was expanded from what were 

2022.
7   "The Kenyan 2007 elections and their aftermath: the role of media ...." 1 Apr. 2008, http://downloads.bbc.co.uk/worldservice/trust/pdf/kenya_poli-
cy_briefing_08.pdf. Accessed 13 Jul. 2022.
8   "Waki_Report.pdf - knchr.org. I." http://www.knchr.org/Portals/0/Reports/Waki_Report.pdf. Accessed 13 Jul. 2022.
9    "Peace, But at What Cost? Media Coverage of Elections and Conflict ...." 29 Aug. 2019, https://link.springer.com/chap-
ter/10.1007/978-3-030-16748-6_4. Accessed 13 Jul. 2022.
10   "Peace but at what cost? Media coverage of elections and conflict in ...." 22 Oct. 2019, https://eprints.whiterose.ac.uk/152494/. Accessed 14 Jul. 
2022.

traditional three levels of contests– the president at the 
national level, members of parliament at constituencies 
and councillors at local councils.  The country was di-
vided into 47 counties to be managed by a governor. 

In the wake of 2007/08 PEV, there were deliberate ef-
forts to re-orient the media and ensure that they played 
their role  effectively and avoid the type of negative 
outcomes. Capacity building on electoral reporting 
anchored peace journalism and conflict-sensitive re-
porting was offered by local and international players 
such as the Media Council of Kenya (MCK), Internews, 
the Independent Electoral and Boundaries Committee 
(IEBC) among others10. 

Media outlets, and especially vernacular broadcast 
stations became active promoters of democracy and 
dialogue, and acted to calm tensions. This led to a 
practice of peace journalism and conflict sensitive re-
porting  during the 2013 general elections which were 
just as closely contested but which were concluded 
without the eruption of violence. In 2017, the MCK 
media monitoring report noted that election report-
age showed improved adherence to journalistic ethics 
amidst interference of media ownership on political 
agenda-setting. 

Role of Media in Elections (from gen-
eral framework)

The role of the media in promoting democracy has 
been a question of interest especially in emerging na-
tions. In Kenya, changes in the broadcasting industry 
which led to media liberalisation went hand in hand 
with the democratisation era that saw the rise of mul-
tipartism.

A free, objective, skilled media is an important compo-
nent of any democratic society. Media provides critical 
information which citizens require to make sensible 
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and informed decisions. Similarly, the media 
performs a checking function by ensuring that 
duty holders are accountable in the office, 
fulfil their legal mandate and elected officials 
uphold their oaths of office, fulfilling the cam-
paign promises while fulfilling and carrying 
out the wishes of the electorate. 

In media studies, the concept of the public 
sphere11 has been used to examine the role 
of media in political processes. Scholars have 
subsequently reformulated  this concept.  “A 
functioning public sphere is understood as a 
constellation of institutionalised, communica-
tive spaces that permits the circulation of in-
formation and ideas. These spaces, in which 
the mass media figure prominently, serve to 
foster the development and expression of po-
litical views among citizens as well as facil-
itating communicative links between citizens 
and the power holders of society."12

The mass media in Kenya is dominated by ra-
dio which commands over 90% market pen-
etration13, and broadcasts in a constellation 
of languages including English, Swahili and 
multiple local languages. Radio has played 
an active role in bringing political conversa-
tions to the people. Building from a historical-
ly active print media print, radio which pro-
vides interactive space has allowed listeners 
to have their voices through different formats. 
Politicians and other duty holders interact with 
citizenry responding to diverse issues.

Television in Kenya does not command the 
level of reach seen in radio. However, it is 
arguably one of the most important media 
spaces for political discourse. In elections, 
11  Jürgen Habermas (1962) The Structural Transformation of the Public Sphere.
12  Dahlgren, 2005
13  "Kenya – Media Landscape Report - Community Engagement Hub." https://www.communityengagementhub.org/wp-con-
tent/uploads/sites/2/2019/09/Kenya-Media-Landscape-Report_BBC-Media-Action_November-2018v2.pdf. Accessed 20 Jul. 
2022.
14  "Media Viability in East Africa: Kenya." https://mediainnovationnetwork.org/wp-content/uploads/2021/08/Media-Viabili-
ty-in-Kenya-1.pdf..
15  "The Kenya Media Assessment 2021 - Internews." 25 Mar. 2021, https://internews.org/sites/default/files/2021-03/
KMAReport_Final_20210325.pdf. 

television plays an important role in driving 
debates at national, county and local levels. 
It provides a platform where contestants and 
party representatives engage in diverse con-
versations.

The Kenyan Media Landscape

The media sector in Kenya has been a direct 
reflection of the political transformation since 
independence, with both authoritarian and 
liberal regimes having differing effects on the 
sector14. With the advancement of technology 
and considerable economic growth howev-
er, the current media landscape is more di-
verse, with the industry attracting high levels 
of investment capital in both mainstream and 
digital media platforms. According to a 2021 
media assessment report, the production and 
distribution of information in Kenya is largely 
privatised, although the government main-
tains keen oversight to a large extent 15. The 
same report attributes the rapid technology 
adoption in Kenya to a largely youthful pop-
ulation and high adult literacy rates, which 
have led to the growth of the ICT sector and 
digital innovation. These factors combine 
to promote the adoption of hybrid media, 
whereby media entities interlink traditional 
and digital communication tools and chan-
nels for maximum audience reach.  Kenyan 
media is therefore defined by the presence of 
highly innovative print, broadcast, digital and 
social media. 
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Print media 

Print media in Kenya remains a relevant source of news and information especially 
among the urban adult population. In 2020, over 5 million adults in Kenya indi-
cated that they read newspapers regularly16. Print media in Kenya is dominated by 
two media houses: The Nation media Group, which owns publications such as the 
Daily Nation, the East African and Business Daily; and the Standard Media group 
which owns The Standard.  Other notable publications include The Star, owned by 
Radio Africa, and The People Daily owned by MediaMax Network. 

Broadcast Media

The broadcast media landscape in Kenya has experienced monumental shifts over 
the years in response to technology advancement and the increasing and dynamic 
needs of audiences. The analogue-digital migration of 2015 in particular marked 
a major shift in the competition and commercialization of TV content in Kenya, ne-
cessitating the adoption of innovative, creative and diverse television content. At the 
same time, the migration shifted the traditional practice of distribution of television 
content limited to national and official languages, to include television channels 
dedicated to the broadcast of content in purely ethnic languages. Currently, the 
trend of content mobility has gained momentum, with television stations offering 
content customised for the smart gadgets through downloadable apps, for both live 
and pre recorded content. In Kenya, Royal Media Services is an early adopter of 
the trend, with their app - Viusasa17. 

Radio is the other form of broadcast, and enjoys the highest audience reach across 
the country. As of 2015, there was an almost balanced access parity to radio be-
tween urban and rural populations at 94% and 95% respectively18. Access to radio 
is also highly tied to access to mobile phones, which rested at 97% according to 
the same report. As of 2020, there were over 130 commercial radio stations and 
over 40 community radio stations in Kenya19, with vernacular radio stations being 
on a steady rise since the early 2000s. 

Media Ownership

The media market in Kenya is highly concentrated and controlled by four media 
organisations:  Royal Media Services (RMS), Nation Media Group (NMG), Stan-
dard Media Group (SMG), Mediamax Network and KBC. These organisations own 

16   "Interesting trends in newspaper readership in Kenya." 6 Aug. 2019, https://businesstoday.
co.ke/newspaper-readership-in-kenya-daily-nation-standard/. 
17  "How to join Viusasa and how it works - Afritech Media." 1 Apr. 2020, https://www.afritechme-
dia.com/how-to-join-viusasa-and-how-it-works/. 
18   "Kenya – Media Landscape Report - Community Engagement Hub." https://www.communityengage-
menthub.org/wp-content/uploads/sites/2/2019/09/Kenya-Media-Landscape-Report_BBC-Media-Action_No-
vember-2018v2.pdf. Accessed 18 Jul. 2022.
19  "Radio has come a long way in Kenya - The Star." 13 Feb. 2020, https://www.the-star.co.ke/opinion/colum-
nists/2020-02-13-radio-has-come-a-long-way-in-kenya/. 
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the top ranking media outlets in the country, including 
radio and tv stations, newspapers, and digital media 
platforms. Kenyan media is to a great extent owned by 
the political elite or those associated with them, for ex-
ample, the First Family and the Deputy President’s fam-
ily (also linked to Kass FM) are linked to Media Max’s 
Kameme FM, the late former President Moi’s family to 
the Standard Group, the Aga Khan (a religio-political 
leader) to Nation Media Group, the late former Pres-
ident Moi’s family to Standard Group and opposition 
leader Raila Odinga to Radio Umoja20. This largely 
impedes democracy and plurality.  

Media Coverage of the 2022 General  
Elections 

The 2022 elections attracted the highest number of 
presidential contestants in the history of elections in 
Kenya. While there were over fifteen candidates run-
ning for president, the IEBC only cleared four candi-
dates to be on the ballot.  These are; David Mwaure 
Waihiga (Agano Party), Prof. George Wajackoyah 
(Roots Party), Raila Odinga (Azimio Coalition Politi-
cal Party) and William Ruto (United Democratic Alli-
ance-UDA). 

The ongoing campaigns for the August 9, 2022 gen-
eral elections follow the well established coalition strat-
egy, with two major alliances facing off in the elec-
tions. On one side, there is the sitting Deputy President, 
Mr. William Ruto who is running for president on a 
United Democratic Alliance (UDA) ticket, and whose 
running mate is the Mathira Constituency Member of 
Parliament, Rigathi Gacagua. On the other side is the 
Azimio la Umoja faction whose flag bearer is ODM 
leader’s Mr. Raila Odinga, deputised by Ms. Martha 
Karua. The choice of a female running mate is per-
ceived as Azimio la Umoja’s attempt at securing the 
gender vote. 

This year’s election is unique in that the sitting president 
is supporting the opposition leader and is opposed to 

20  "The Kenya Media Assessment 2021 - Information Saves Lives." 29 Mar. 2021, https://internews.org/resource/kenya-media-as-
sessment-2021/. Accessed 18 Jul. 2022.
21   "SK Macharia Exudes Confidence in Raila Odinga Winning August ...." 16 Jul. 2022, https://www.tuko.co.ke/poli-
tics/463086-sk-macharia-exudes-confidence-raila-odinga-winning-august-polls-confident/. Accessed 19 Jul. 2022.

his own deputy president, a move that has set the stage 
for some of the most controversial political landscapes 
in Kenya’s history.  

There are some notable contexts in which the media 
has to cover the 2022 general elections including the 
fact that media owners are openly partisan, which is 
an impediment to balance reportage of the campaigns 
and election news. The founder of the Royal Media 
Services, a conglomerate of media houses in Kenya is 
on record saying that he supports Azimio la Umoja’s 
presidential candidate, Raila Odinga. 

We are confident that you’re going 
to win the elections. Some of us here 
you don't see us in rallies, but we work 
overnight in various ways to make sure 
that Raila becomes president’21  - SK. 
Macharia

The intersection between media ownership and politics 
in Kenya has always been a precarious line for jour-
nalists to tread. Politicians have been known to invest 
heavily in media as a way of asserting control in the 
industry, while at the same time establishing strong ties 
with media owners.  

The Kenyan media has in the past been criticised and 
blamed for ethnic tensions during electioneering peri-
ods, with the worst criticism being experienced during 
and after the 2007/2008 Post Election Violence (PEV). 
Thus, media coverage of the 2022 elections, as has 
been the case with the two elections prior, is conscious 
of the highly divisive nature of politics in the country. 

Findings of Previous Monitoring 
Reports

The Media Council of Kenya in June released a media 
monitoring report focusing on how mainstream media 
covered the 17 candidates running for president be-
tween April and June, 2022. The report found that:

 Both mainstream and community radio sta-
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tions were skewed in their reportage of par-
ty primaries, favouring regional politics. The 
radio stations mentioned specifically included 
Anguo FM in Taita Taveta which interviewed 
the incumbent governor who is running for an-
other term, sidelining all other gubernatorial 
candidates. Ramogi FM and Kass FM were 
also found to align their programming to pres-
idential aspirants Raila Odinga and William 
Ruto respectively. In Ukambani, Ene FM was 
found to favour former deputy Prime Minister, 
Stephen Kalonzo.

 Media ownership impacts greatly on the fram-
ing and coverage of election-related news

 Social media such as Twitter and Facebook 
are being used to spread disinformation and 
misinformation

 There is a need for candidates to package 
their issues competitively

Principles of media coverage of 
elections in Kenya

In 2017, the Media Council of Kenya (MCK) devel-
oped guidelines for election coverage in partnership 
with relevant political, governance, and media stake-
holders in a bid to realise credible and democratic 

22  "MCK Guidelines for Election Coverage (March 2017) | 1." http://genderinkenya.org/wp-content/uploads/2017/12/MCK-Elec-
tion-Guidelines-2017.pdf. Accessed 18 Jul. 2022.

general election processes. Some of these stakehold-
ers include the Independent Electoral and Boundaries 
Commission (IEBC), the National Cohesion and Inte-
gration Committee (NCIC), the Kenya Union of Journal-
ists (KUJ), the Kenya Editors’ Guild (KEG), the Kenya 
Correspondents' Association (KCA), the Association of 
Women Journalists in Kenya (AMWIK), and the United 
Nations Development Program (UNDP). The principles 
explicate the duties that media entities and personnel 
should uphold towards the citizens, candidates, state 
agencies, and the nation as a whole22. 

These principles offer guidelines in reportage of elec-
tion-related content and cover issues of;

 Balance and fairness 
 Corruption (as it affects media practitioners) 
 Gender responsiveness 
 Diversity and inclusion of people and ideas 
 Conflict-sensitive journalism 
 Coverage of opinion polls 
 Equitable coverage 
 Voter education 
 Phone-ins 
 Social media 
 Safety and security 
 Fake news 
 Reporting on people with disabilities and the 

youth
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Research Questions

1. What is the volume/quantity or frequency of 
election coverage in the media?

2. How much attention do the media pay to the 
different types of elections?

3. What type of reports do the media produce 
[news, commentary/opinion, features/special 
reports, etc]?

4. What election-related topics do the media 
cover?

5. What is the nature of the reporting 
[conventional, enterprise, interpretive, or 
investigative]?

6. Who are the sources in media coverage 
[ordinary people, party officials, candidates, 
regulators, civil society actors, diplomats, 
religious leaders, central government officials, 
local leaders, police/security officials, etc]?

7. What is the gender of the sources?

8. What is the level of sourcing in election stories? 
(How many sources are used)?

9. Which presidential candidates are focused on 
in media coverage?

10. How much time or space is dedicated to each 
presidential candidate?

11. Which candidates appeared on newspaper 
front pages?

12. Which candidates’ pictures were used on 
newspaper front pages?

13. What is the tone of coverage of the presidential 
candidates? (positive, negative or neutral 
rating)?

14. How often do news stories interrogate 
candidate promises?

15. 19. Are presidential candidates who are 
attacked given the right of reply?

8



This section presents the methodology used in monitor-
ing the media coverage of the 2022 Kenyan elections.

Scope of the study
The study focuses on Kenyan newspaper, television, ra-
dio and digital media sectors’ coverage of the 2022 
elections. The monitoring was designed to cover all arti-
cles related to elections published in Daily Nation, Taifa 
Leo, The Standard, and The Star. These included all arti-
cles that fell under news, commentary/opinion, features, 
letters, Q & A, and profiles. The study also covers elec-
tion related news broadcast on 9 TV stations; Citizen 
TV, NTV, KTN News, KTN Home, Kass TV, Inooro TV, 
Ramogi TV, KBC Channel 1, and K24. At the same time, 
election related news content from eleven radio stations 
was also analysed. There are; Inooro FM, Kass FM, 
Musyi FM, Ramogi FM, Radio Citizen, Radio Jambo, 
Radio Taifa, Kiss FM, Capital FM, Radio Maisha, Radio 
Jambo, and Milele FM. The monitoring period was 1st 
May to 8th August, 2022. 

Methods of data collection
The study relied mainly on quantitative content analysis 
of coverage of the election-related news by the selected 
publications, TV stations, radio stations and online me-
dia channels. 

Content analysis
The study analysed manifest content in the main. “Man-
ifest content refers to what is explicitly stated and draws 
on the objective and replicable qualities of quantitative 
methods” (Hilton and Hunt (2010).23 However, where 
appropriate and necessary, qualitative analysis of latent 
content was undertaken.24  Content analysis was used to 
get an all-round sense of the nature of coverage in terms 
of both quantity and quality. Stories were coded and an-
alysed based on a detailed coding sheet that contained 
a number of variables that were necessary to answer the 
research questions.

23 Hilton, S. & Hunt, K. (2010). UK newspaper representations 
of the 2009-10 outbreak of swine flu: one health scare not over-
hyped by the media?” Research Report, J Epidemiol, Community 
Health
24 See, Krippendorf, K. (2004). Content analysis: an introduction 
to its methodology. Thousand Oaks, CA: SAGE Publications.

Methodology

1. Publication
2. Television channel
3. Radio Channel
4. Digital platform
5. Volume of election coverage
6. Type of election (parliamentary vs presi-

dential)
7. Type of articles published in newspapers
8. Space allocated to election-related arti-

cles in newspapers
9. Frequency of stories on the different presi-

dential candidates
10. Frequency of front-page stories on the dif-

ferent presidential candidates
11. Frequency of pictures of the different pres-

idential candidates on the front-page
12. Space allocated to presidential candi-

dates in newspapers
13. Tone of election coverage (general)
14. Tone of coverage of presidential candi-

dates
15. Use of the right of reply
16. Event- vs issue-based reporting
17. Origin of election stories
18. Reporting format of election stories (con-

ventional; enterprise/interpretive; investi-
gation)

19. Number of sources in election stories
20. Type of sources in election stories
21. Gender of sources in election stories
22. Use of background and context used in 

election stories
23. Interrogation of claims made by 

presidential candidates
24. Topics/issues ad-

dressed in elec-
tion stories

The variables of interest included the following:
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The content analysis was conducted by 5 research as-
sistants who coded the data after attending a training 
workshop. Samples of the preliminary data entered 
were analysed at different points to test intercoder reli-
ability (or the level of agreement between the different 
assistants doing the coding). Two reliability tests were 
conducted and the results showed a high degree of 
agreement on the way different variables were cod-
ed. The unit of analysis was the story; each story was 
treated as a whole unit of meaning.  

The data were gathered using standard coding forms 
administered by the coders. They relied on a detailed 
codebook containing definitions of all the content cat-
egories that were monitored. The coding procedure 

involved a rigorous and methodical process of identi-
fying and analysing election-related stories. The data 
were captured, processed, and analysed using SPSS.

Limitations
 ● While data is captured for different media, 

direct comparison is not possible given the 
different practices and realities between 
newspapers, TV and radio.

 ● For television, only news stories were anal-
ysed. Discussion shows and interviews which 
constitute substantial coverage were not ana-
lysed due to resource limitations.
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FINDINGS

Volume of stories

Space and Time 
allocated in the 
coverage

Type of election 

Type of articles 

Volume of stories 
on presidential 
candidates

Space allocated 
to presidential 
candidates in 
newspapers

Time allocated 
to presidential 
candidates 

Frequency of 
front-page stories 
on presidential 
candidates

Frequency of 
pictures of 
presidential 
candidates on the 
front-page

Tone in election 
coverage (general)

Use of right of reply

Interrogation of 
claims and promises 
made by presidential 
candidates

Event- vs issue-
based reporting in 
election coverage

Origin of election stories

Reporting formats in 
election coverage

Number of sources in 
election stories

Type of sources in 
election stories

Gender of sources 
election stories

Topics in election 
coverage
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This section provides the findings of this study. The findings cover the monitoring variable and the specific finding 
for the medium including the newspapers, TV, and radio. The findings from the online media are presented in a 
separate section.

Volume of stories
The volume of stories variable covers the total number of individual news items 
based on the keywords used in the search criteria which captures the election pro-
cess news. Overall, the findings show that the media gave election news high prior-
ity as revealed in the specific medium below.

Volume of newspaper stories
The four newspapers under review published a total of 3,324 election-related stories in the three months and 
eight days of the campaign-period monitoring. Daily Nation carried the highest number of election-related stories 
with a share of 31.9%, followed by The Standard with a share of 29% and The Star with a share of 26%.

Overall, there is not much variance in the level of reporting from the monitored newspapers. Taifa Leo, a Swahili 
newspaper, has relatively fewer stories. This is largely due to smaller newsroom and lower circulation compared 
to other newspaper

May June July August Total

Publication Freq % Freq % Freq % Freq % Freq %

Daily Nation 321 32.4 285 30.3 357 33.9 98 28.9 1,061 31.9

The Standard 300 30.2 290 30.9 260 24.7 115 33.9 965 29.0

The Star 274 27.6 259 27.6 251 23.8 79 23.3 863 26.0

Taifa Leo 97 9.8 106 11.3 185 17.6 47 13.9 435 13.1

Total 992 100.0 940 100.0 1,053 100.0 339 100.0 3,324 100.0

Volume of television stories
The nine television stations monitored aired a total of 1,751 election-related stories during the monitoring period. 

May June July August Total

TV station Freq % Freq % Freq % Freq % Freq %

Citizen TV 83 18.7 71 14.6 105 17.3 36 16.7 295 16.8

KTN Home 65 14.6 54 11.1 93 15.3 25 11.6 237 13.5

KTN NEWS 58 13.0 72 14.8 90 14.9 16 7.4 236 13.5

NTV 57 12.8 59 12.2 93 15.3 18 8.4 227 13.0

Inooro TV 48 10.8 51 10.5 73 12.0 39 18.1 211 12.1

KBC Channel 1 63 14.2 77 15.9 51 8.4 13 6.0 204 11.7

K24 32 7.2 51 10.5 59 9.7 30 14.0 172 9.8

Ramogi TV 38 8.5 32 6.6 38 6.3 35 16.3 143 8.2

Kass TV 1 0.2 18 3.7 4 0.7 3 1.4 26 1.5

Total 445 100.0 485 100.0 606 100.0 215 100.0 1,751 100.0
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Citizen TV aired the highest number of election news with a share of 16.8%, followed by KTN Home and 
KTN NEWS which were tied at  13.5%.  NTV came in fourth with a share of 13% of the total election news, 
followed by Inooro TV with a share of 12.1%. The state-operated broadcaster, KBC, contributed 11.7% to the 
total election stories aired on television during the monitoring period.

From the findings, leading TV stations have a higher volume of stories as a percentage of all available stories. 
However, it is notable that even local language stations like Inooro TV have considerable volume, more than 
national broadcaster KBC Channel one and K24 which is more national. These can be attributed to two fac-
tors. One, Inooro TV as part of Royal Media Services has access to editorial resources, which are shared with 
multiple media outlets. Secondly, despite speaking to a segment of population, the local language televisions 
are able to command solid audiences and thus, have invested significant editorial and journalistic resources. 
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Volume of radio stories
The 11 radio stations monitored broadcasted a total of 2,366 election-related news stories during the monitor-
ing period. Of these, Ramogi FM which broadcasts in Dholuo   had the largest share of stories as a total of all 
stories that met the inclusion criteria  at 17.6%, followed by Inooro FM broadcasts in Gikuyu language with a 
share of 16.9%, and Radio Maisha with a share of 16.7%. 
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Space and Time allocated in the coverage
Space and time allocated variables were used in newspapers and television to establish 
prominence given to election stories. For newspapers and TV, certain editorial decisions are 
made to determine space and time allocated. For radio, the broadcasting tendencies have 
moved towards short news segments of not more than five minutes, different from older seg-
ments that run from 15 minutes. Thus all news items are condensed making it hard to make 
any distinction in terms of prominence. 

May June July August Total

Radio station Freq % Freq % Freq % Freq % Freq %

Ramogi FM 117 18.9 114 16.4 111 16.1 74 20.3 416 17.6

Inooro FM 105 17.0 108 15.6 143 20.8 44 12.1 400 16.9

Radio Maisha 118 19.1 125 18.0 93 13.5 58 15.9 394 16.7

Citizen Radio 93 15.0 106 15.3 93 13.5 34 9.3 326 13.8

Radio Jambo 63 10.2 40 5.8 57 8.3 32 8.8 192 8.1

Capital FM 47 7.6 54 7.8 53 7.7 33 9.1 187 7.9

Musyi FM 16 2.6 72 10.4 68 9.9 21 5.8 177 7.5

Kass FM 35 5.7 31 4.5 33 4.8 14 3.8 113 4.8

Kiss FM 25 4.0 44 6.3 19 2.8 1 0.3 89 3.8

Milele FM 0 0.0 0 0.0 19 2.8 37 10.2 56 2.4

Radio Taifa 0 0.0 0 0.0 0 0.0 16 4.4 16 0.7

Total 619 100.0 694 100.0 689 100.0 364 100.0 2,366 100.0

Radio Maisha, Radio Citizen and Radio Jambo follow. 
From the findings, local language radio stations pre-
sented a considerable volume of  election  stories even 
compared to national oriented stations. One reason 
attributed to this is that local language stations tend 
to be very specific to their audience who are usually 
concentrated in specific regions. In recent years, lo-
cal language radio stations have aso built more issue 
oriented content compared to other stations. On the 
other hand, national broadcasters, though very popu-
lar, have diverse audiences and also tend to be heavy 
with communication content. National stations are also 
more sought by advertisers and thus have competing 

space for diverse content including the paid type.

The findings from the three media shows varying vol-
umes of reporting with language dimensions emerging 
strongly. For newspapers, English language newspa-
pers have more volume. The same is true for TV but 
local language televisions also command significant 
volume. However, local language radio has returned  
more content. Also noteworthy, the national broadcast-
er scores average in TV and lowly on radio stories. 
This is despite having significant infrastructure and also 
enjoying some form of support from the state. This rais-
es questions in relation to its ability to compete and 
playing the  role in public interest

Space in cm2 allocated to election-related articles in newspapers
The four newspapers dedicated a total of 1,456,425.7cm2 (about 1,625 full pages) of space to election cover-
age during the monitoring period of three months and eight days. Daily Nation dedicated the highest proportion 
of space to election coverage (32.2%) followed by The Standard with 31.6%. The Star came in third at 25.7% 
while Taifa Leo dedicated the smallest space to election coverage among the four dailies under review, at 10.5%.  
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Space in cm2 allocated to election-related articles in newspapers over the months
The newspapers dedicated the biggest space to election coverage in the month of July, with approximately 516 
full pages allocated to election-related stories, compared to 464 full pages in May and 456 full pages in June. 
In the 8 days of August leading up to the general elections, the newspapers dedicated an approximate of 192 
full pages to election coverage. 

May June July August

Publication Space 
(cm2)

% Avg 
Pages

Space 
(cm2)

% Avg 
Pages

Space 
(cm2)

% Avg 
Pages

Space 
(cm2)

% Avg 
Pages

Daily Nation 135056.1 32.6 151 127156.4 31.1 142 158392.9 34.3 177 48662 28.3 54.3

The Standard 129528.3 31.2 145 132921.7 32.6 149 130800.5 28.4 146 66864.7 38.9 74.6

The Star 115492.7 27.8 129 107677 26.4 120 112659.8 24.4 126 37801.4 22.0 42.2

Taifa Leo 34856.7 8.4 39 40304.4 9.9 45 59680.1 12.9 67 18571 10.8 20.7

Total 414933.8 100 464 408059.5 100 456 461533.3 100 516 171899.1 100.0 191.8

The two leading newspapers, Nation and Standard  have an almost equal space dedicated to the election stories 
followed by the Star. Taifa Leo had fewer stories. This is to be expected given the realities around resources, 
circulation and readership.

Time allocated to election-related stories on television
The nine TV stations dedicated 5,622 minutes (nearly 94 hours) to elections coverage  in the three months and 
eight days monitored. Citizen TV had the highest share of time allocated to election coverage at 17.6%, followed 
by KTN NEWS at 15%, and KTN Home at 14.3%. Ramogi TV and Kass TV had the lowest share of election 
coverage time allocation at 6.5% and 1.4% respectively. 
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TV station Time (minutes) Percent
Citizen TV 992.1 17.6

KTN NEWS 841.7 15.0

KTN Home 802.7 14.3

Inooro TV 694.9 12.4

NTV 692.6 12.3

KBC Channel 1 596.9 10.6

K24 557.9 9.9

Ramogi TV 365.6 6.5

Kass TV 77.8 1.4

Total 5,622.0 100.0

Citizen TV enjoys the widest viewership in the country according to a 2022 research by Geopoll25, which might 
explain why the management gave prominence to election news; to maintain the interest of their audiences. The 
same research noted that Inooro TV was the only vernacular TV station to be ranked among the top 10 stations 
with the highest viewership. It is therefore unsurprising to see that the station ranks above channels like NTV and 
state-owned KBC Channel 1 in airing election-related content. 

Time allocated to election-related stories on television over the months
The TV stations allocated the most time to election coverage in July. About 1,834 minutes (over 30 hours) were 
allocated to election stories in July, compared to 1,468 minutes in May and 1,492 minutes in June. In the 8 
days of August leading up to the election, the TV stations in the study dedicated 826 minutes, almost 14 hours, 
to election coverage. 

May June July August

Station Time (min) % Time (min) % Time (min) % Time (min) %

Citizen TV 305.2 20.8 226.2 15.1 342.9 18.7 117.9 14.3

Inooro TV 155.8 10.6 164.2 11 219.6 12 84.0 10.2

K24 100.8 6.9 141 9.4 173.4 9.5 70.5 8.5

Kass TV 3.7 0.2 52.1 3.5 13.6 0.7 155.3 18.8

KBC Channel 1 153.4 10.4 195.3 13.1 132.1 7.2 40.7 4.9

KTN Home 232.1 15.8 192.9 12.9 307.2 16.7 116.0 14.0

KTN NEWS 215.2 14.7 246.8 16.5 295.7 16.1 142.7 17.3

NTV 200.3 13.6 193.8 13 257.9 14.1 91.1 11.0

Ramogi TV 101.9 6.9 80.6 5.4 92 5 8.4 1.0

Total 1,468.2 100 1,492.9 100 1,834.3 100 826.6 100.0

On average, election news got allocated more time as the election drew closer, which explains why July had the 
highest time allocation to election coverage. The daily allocation to election news for the months of May, June 
and July was approximately 53.2 minutes, while in August it was approximately 103.3 minutes, averaging more 
than double the daily time allocation for May, June, and July. 
25   "Top 10 Most Watched Kenyan TV Stations in 2022." 12 May. 2022, https://businesstoday.co.ke/top-10-most-viewed-kenyan-tv-stations-in-2022/. 
Accessed 27 Aug. 2022.

16

https://businesstoday.co.ke/top-10-most-viewed-kenyan-tv-stations-in-2022/


Time allocated to election-related stories on radio
The 11 radio stations dedicated 4,413 minutes (over 73 hours) to elections coverage in the three months and 
eight days monitored. Among these, Ramogi FM allocated the highest share of time to elections coverage at 
21.4% of the overall time dedicated to election coverage by radio stations. Inooro FM had the second highest 
share of time allocated to election coverage at 21%, while Citizen Radio was third at 17.4%. Radio Taifa and 
Kiss FM allocated the least amount of time to election coverage at 1.2% and 0.8% respectively. 

Radio station Time (min) Percent
Ramogi FM 943.8 21.4

Inooro FM 928.2 21.0

Citizen Radio 766.2 17.4

Radio Maisha 680.4 15.4

Musyi FM 304.3 6.9

Kass FM 225.4 5.1

Capital FM 222.1 5.0

Radio Jambo 145.6 3.3

Milele FM 112.2 2.5

Radio Taifa 51.3 1.2

Kiss FM 33.8 0.8

Total 4,413.3 100.0

Media management and editorial practices across ownership when it comes to TV time allocation shows Ramogi 
TV with the lowest time allocation to election news, but Ramogi FM, by contrast, had the highest time allocation 
to election news. Ramogi TV is a relatively new station that went on air less than a year before this monitoring 
whereas Ramogi Radio has been in existence for more than 15 years. . Inooro FM also ranked high in time 
allocation to election news, which was consistent with Inooro TV. Kass FM, which broadcasts in the Kalenjin 
language spoken most widely in parts of Rift Valley region from where the deputy president comes, ranked very 
low in time allocation, at 5.1% compared to 21.4% and 21% for Ramogi FM and Inooro FM. 

Time allocated to election-related stories on radio by month
A month by month breakdown reveals that the radio stations allocated the most time to election coverage in 
June, followed closely by the time allocated in July. A total of 1,219 minutes (over 20 hours) were allocated 
to election stories in June, while in July, a total of 1,206 minutes, approximately 20 hours, were dedicated to 
election coverage.

May June July August

Radio station Time (min) % Time (min) % Time (min) % Time (min) %

Ramogi FM 216.7 19.6 232.7 19.1 206.3 17.1 288.1 32.7

Inooro FM 258.1 23.3 241.4 19.8 346.8 28.8 81.9 9.3

Citizen Radio 218.6 19.7 253.1 20.8 204.4 16.9 90.2 10.2

Radio Maisha 215.7 19.5 215.3 17.7 142.6 11.8 106.8 12.1

Musyi FM 26.8 2.4 126.8 10.4 117.9 9.8 32.7 3.7
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May June July August

Kass FM 78.3 7.1 56.4 4.6 70.9 5.9 19.8 2.2

Capital FM 50.7 4.6 56.3 4.6 60.6 5.0 54.6 6.2

Radio Jambo 32.8 3.0 20.3 1.7 33.9 2.8 58.6 6.6

Milele FM 0.0 0.0 0.0 0.0 15.2 1.3 97.0 11.0

Radio Taifa 0.0 0.0 0.0 0.0 0.0 0.0 51.3 5.8

Kiss FM 9.2 0.8 16.7 1.4 7.4 0.6 0.5 0.1

Total 1,106.9 100.0 1,219.0 100.0 1,206.0 100.0 881.5 100.0

The radio stations allocated almost equal amounts of time to election news in June and July,  which may indicate 
that news segments were not altered to accommodate election news. On average, approximately 39.2 minutes 
were dedicated to election news daily in the months of May, June and July, while August had a time allocation 
of approximately 110 minutes daily. As the election drew near, news became more and more focused on the 
elections, with resources and personnel being redirected from other news desks to prioritise election coverage.

Type of election 
Since the introduction of devolution, Kenya has operated on a two-level gover-
nance system, at the national and county levels. General elections are held at 
both levels of governance in which the electorate elect national and county gov-
ernment representatives. The national government elections are; the presidential, 
parliamentary, women representative and senate elections, while the county gov-
ernment elections are the gubernatorial and county assembly elections.  It was 
therefore critical to examine the type of election that received the most prominent 
coverage in the media. 

Type of election in newspaper coverage
Presidential elections received 61.6% of the election-related newspaper coverage during the monitoring period, 
while parliamentary elections received only 9.8% of the coverage. The proportion of stories focusing on both 
presidential and parliamentary elections constituted 28.6% of the coverage.

May June July August Total
Type of election Freq % Freq % Freq % Freq % Freq %

Presidential 
election

656 66.1 546 58.1 636 60.4 209 61.7 2047 61.6

Presidential 
+Parliamentary

235 23.7 284 30.2 316 30.0 117 34.5 952 28.6

Parliamentary 
election (Senate 
& National 
Assembly)

101 10.2 110 11.7 101 9.6 13 3.8 325 9.8

Total 992 100.0 940 100.0 1053 100.0 339 100.0 3324 100.0
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Newspapers paid more attention to the presidential elections than any other level of governance, including 
parliamentary elections. This is due to the national appeal of the presidential elections, as opposed to parlia-
mentary elections which have regional appeal. For this particular variable, analysis was only conducted for the 
newspaper. For broadcast media, the volume of stories was impractical to analyse within the resources and times 
of this monitoring.

There are a few high interest regions for example regions around the capital city like Nairobi County, and Kiam-
bu County, which also attract national interest. These could explain the percentage of coverage of the combina-
tion of presidential and parliamentary elections.  

Type of election in newspaper coverage by publication
Daily Nation had the highest coverage of presidential election coverage at 66.4%, followed by The Standard 
at 62.5%. The Star had the highest percentage of parliamentary election coverage at 13.9%, while Taifa Leo 
published the lowest proportion of the same at 6.2%.

Type of election Daily Nation 
(%)

Taifa Leo 
(%)

The Standard 
(%)

The Star (%)

Presidential election 66.4 52.6 62.5 59.1

Presidential +Parliamentary26 26.0 41.1 27.4 27.0

Parliamentary election (Senate & Na-
tional Assembly)

7.5 6.2 10.2 13.9

The individual publications did not show much variance in their type of election coverage, which is consistent 
with the business model of attracting nation-wide readership as opposed to regional appeal. 

26    In this study, the parliamentary election means Members of the National Assembly, Women representatives and Members of the Senate.

Type of articles 
This variable applied to newspaper coverage of the elections. Newspapers 
are divided into various sections that are common across publications. 
These sections carry eight types of articles which are;  news, general 
commentary or opinion, letters to the editor, news analysis, editorials, 
features, profiles, and Q&A interviews. 
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Type of articles published in newspapers
News articles accounted for the highest proportion of newspaper election coverage at 62.7% over the three 
months and eight days of monitoring. 

May June July August Total

Type of article Freq % Freq % Freq % Freq % Freq %

News 668 67.3 590 62.8 634 60.2 193 56.9 2085 62.7

General commentary 
and opinion

184 18.5 188 20.0 214 20.3 83 24.5 669 20.1

Letter to the Editor 66 6.7 57 6.1 88 8.4 26 7.7 237 7.1

News analysis 27 2.7 35 3.7 35 3.3 11 3.2 108 3.2

Editorial 20 2.0 37 3.9 36 3.4 9 2.7 102 3.1

Feature 10 1.0 22 2.3 38 3.6 17 5.0 87 2.6

Profile 15 1.5 9 1.0 5 0.5 0 0.0 29 0.9

Q&A interviews 2 0.2 2 0.2 3 0.3 0 0.0 7 0.2

Total 992 100.0 940 100.0 1053 100.0 339 100.0 3324 100.0

General commentary or opinion at 20.1% while letters to the editor at 7.1% followed in second and third place 
respectively. Features, profiles, and Q&A interviews had the lowest frequency among election - related newspa-
per articles. 

News reporting was the most preferred type of election coverage. This type of coverage requires a more straight-
forward sourcing, less personnel  and reporting sources (e.g wire stories) and consequently,  limited equipment 
resources compared to articles such as features. Journalists also suggested that capacities of the newsrooms of 
these newspapers influence the type of stories. Notably, letters to the editor also ranked higher than news analy-
sis, features, and profiles, probably because this is an article type that is externally sourced. 

Type of newspaper article by publication
The dominant type of newspaper article was the ‘news stories’ across all the publications, with the Star having 
the highest prevalence of this type of article at 74.2%. The second most popular type of article was the ‘gen-
eral commentary and opinion’ across all but one newspaper, Taifa Leo, which had no ‘general commentary or 
opinion’ type of articles. In contrast, Taifa Leo had the highest frequency of ‘letter to the editor’ type of articles at 
20.7%, followed by Daily Nation at 10.2%.  

Type of article Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)
News 55.6 62.8 60.3 74.2

General commentary or opinion 26.1 0.0 25.2 17.3

Letter to the Editor 10.2 20.7 2.9 1.3

News analysis 2.5 1.1 5.1 3.2

Editorial 0.7 14.9 0.8 2.5

Feature 3.5 0.2 4.1 1.0

Profile 1.3 0.2 1.5 0.0

Q&A interviews 0.2 0.0 0.1 0.5
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The individual newspapers followed the general pattern of favouring hard news over more detailed and ana-
lytical styles, with Taifa Leo having the highest frequency of the externally sourced letters to the editor. The Star 
had the lowest frequency of ‘letters to the editor’, which could be an indication of audience size and segment. 

Volume of stories on presidential candidates
The presidential seat is the highest and most powerful office contested during 
Kenya's general elections.  As a result, it attracts very high attention as oth-
er seats are largely aligned to the potential holder of the highest office. In 
20222, the presidential election was contested by four candidates; William 
Ruto, Raila Odinga, George Wajackoyah, and David Mwaure. Ruto and 
Odinga were the frontrunners. Wajackoyah and Mwaureh were viewed as 
fringe candidates.

Raila Odinga and William Ruto received high coverage across all media types, while George Wajackoyah and 
David Mwaure received very low coverage. William Ruto received the highest newspaper coverage at 48% 
followed by Raila Odinga at 44.7%. On the other hand,  Raila Odinga was leading in both TV and Radio cov-
erage 49.4% and 58.2% respectively.

Newspaper
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Television Radio
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1612Total
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Volume of newspaper stories on presidential candidates by publication
William Ruto took the lead in volume of coverage across the four newspapers in the study, followed closely by 
Raila Odinga. 

Candidate Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

William Ruto 48.6 46.6 46.2 49.2

Raila Odinga 43.9 39.9 46.0 46.4

George Wajackoyah 5.8 10.1 6.2 3.7

David Waihiga Mwaure 1.7 3.4 1.6 0.7

The Star had the highest volume of coverage revolving around William Ruto at 49.2%, and also the highest Raila 
Odinga-related coverage at 46.4%. David Mwaure received the least volume of stories across all newspapers, 
with the lowest being The Star which allocated him only 0.7% of the volume of presidential candidates coverage. 

Volume of newspaper stories on presidential candidates by month
William Ruto  and Raila Odinga had the highest volume of stories published in the month of  May and lowest in 
July.   In May, Ruto had  51.3% and  45.3% in July. Raila  had  48.2% and  42% in May and July respectively. 
David Mwaure received absolutely no coverage in the month of May, and his highest coverage in August at only 
3.3%. 

Candidate May (%) June (%) July (%) August (%)

William Ruto 51.3 48.2 45.3 46.4

Raila Odinga 48.2 43.9 41.9 44.8

George Wajackoyah 0.4 7.0 9.9 5.5

David Waihiga Mwaure 0.0 0.9 3.0 3.3

The early months preceding elections shows concentration of stories on two candidates, Ruto and Raila. This is 
largely attributable to the fact that both are seasoned politicians and have been central players in the Kenyan 
leadership prior to the 2022 election cycle. Also, before May, there was a long line up (almost 40 people had 
expressed interest) presidential candidates but they had not presented their nomination papers. Upon submission 
of nomination papers, only four were cleared by the IEBC to run. It is after the submission of nomination papers 
on June 22 that we see the two other candidates get notable coverage. 

CONCENTRATION 
OF STORIES

CONCENTRATION 
OF STORIES
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Volume of television stories on presidential candidates by station
Like in the newspapers, there is an imbalance in the volume largely between the leading candidate and the two 
other candidates.  At the same time, Raila Odinga and  William Ruto switched places with the  two. This variable 
is also important because there had been an outcry during the campaign, especially from William Ruto's camp 
that Raila Odinga received preferential treatment from the media.27 

Candidate Citizen 
TV (%)

Inooro 
TV (%)

K24 
(%)

Kass 
TV (%)

KBC 
Channel 

1 (%)

KTN 
Home 

(%)

KTN 
NEWS 

(%)

NTV 
(%)

Ramogi 
TV (%)

Raila Odinga 49.1 46.6 51.5 30.0 52.5 47.7 48.0 50.2 54.6

William Ruto 38.5 43.0 39.9 70.0 39.5 40.2 40.8 41.3 35.4

George 
Wajackoyah

5.5 4.1 3.7 0.0 6.2 7.5 6.4 4.9 4.6

David Waihiga 
Mwaure

7.0 6.2 4.9 0.0 1.9 4.6 4.8 3.6 5.4

Raila Odinga received the highest volume of coverage across all TV stations in the study, except Kass TV which 
had Ruto in the lead at 70% against Raila Odinga’s 30%. Ramogi TV allocated the highest volume of coverage 
to Raila Odinga at 54.6%, followed by KBC at 52.5%. NTV and K24 allocated over 50% volume of coverage 
to Raila Odinga, at 50.2% and 51.5% respectively. William Ruto received the second largest share of coverage 
by volume across the TV stations except Kass TV. RMS - owned Inooro TV and Ramogi TV dedicated 43% and 
35.4% of the volume to William Ruto, while KBC allocated 39.2% compared to Odinga’s 52.5%. 

There is a tendency for local language TV stations to allocate significantly higher airtime to candidates that are 
associated with the community they predominantly broadcast. This is understandable given that leading candi-
dates tend to have more  political support and following from the community of origin. 

Volume of television stories on presidential candidates over the months
Raila Odinga received the highest TV coverage throughout the monitoring period, peaking in May at 58.4% 
while the lowest coverage was in July at 41.3%. The second most covered candidate on TV was William Ruto, 
whose highest coverage was in July at 41.3% and lowest in June at 38.8%. George Wajackoyah was third 
in volume of coverage during the whole monitoring period, with his highest coverage being in July at 8% and 
lowest in May at 1.4%. 

Candidate May (%) June (%) July (%) August (%)

Raila Odinga 58.4 52.5 43.7 46.2

William Ruto 39.7 38.8 41.3 41.8

George Wajackoyah 1.4 5.3 8.0 4.3

David Waihiga Mwaure 0.5 3.5 7.1 7.6

Raila Odinga’s high coverage on television  news was a direct result of the candidate’s support by the owner of 
Royal Media Services, which owns tv stations with the biggest audiences, including Citizen TV which broadcasts 

27  Royal Media owner, S.K. Macharia did actively campaign for Azimio Coalition candidates, and specifically Raila Odinga. 
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in the official languages, Inooro TV which is a popular vernacular station, and Ramogi TV which broadcasts in 
the Dholuo language, Raila Odinga’s first language. The only inversion was Kass TV which had higher volume 
of coverage for William Ruto, which is unsurprising seeing as it broadcasts in the Kalenjin language, William 
Ruto’s first language. 

Volume of radio stories on presidential candidates by station
Raila Odinga received more stories in all the radio stations except three;  Radio Taifa and Kass FM which had 
William Ruto in the lead at 54.5%, and 60% respectively, and Radio Jambo where the two candidates were tied 
at 46.9%. 

Candi-
date

Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM (%)

Kass 
FM 
(%)

Kiss 
FM 
(%)

Milele 
FM 
(%)

Musyi 
FM 
(%)

Radio 
Jam-

bo (%)

Radio 
Maisha 

(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

Raila 
Odinga 

52.8 60.4 58.8 37.3 59.5 48.1 69.2 46.9 50.5 45.5 73.8

William 
Ruto

38.0 37.8 39.7 60.0 35.7 46.3 29.8 46.9 43.7 54.5 23.6

George 
Wajack-
oyah

7.7 0.9 0.0 2.7 4.8 3.7 0.0 2.7 3.6 0.0 1.3

David 
Waihiga 

1.4 0.9 1.5 0.0 0.0 1.9 1.0 3.5 2.3 0.0 1.3

The stations with the highest disparity between the candidate leading in volume of coverage, Raila Odinga, and 
the candidate with the second highest volume of coverage, William Ruto, were Ramogi FM which had 73.8% of 
the volume of coverage dedicated to Raila Odinga and 23.6% to William Ruto.  Ramogi FM had an almost 50% 
disparity in favour of Raila Odinga while Musyi FM with a disparity of 39.4% in favour of Raila Odinga. Like the 
TV, there is a question on the role of ownership and editorial influencing the level of coverage.

Volume of radio stories on presidential candidates by month
Overall, Raila Odinga received the highest volume of coverage for the duration of the monitoring exercise, with 
the highest coverage being in May at 63.9% followed by June at 62.9%. William Ruto had the second highest 
volume of coverage in all the months, with his highest being in the eight days in August at  46.3%, and the lowest 
in June at 33.7%. 

Candidate May (%) June (%) July (%) August (%)

Raila Odinga 63.9 62.9 55.4 46.6

William Ruto 35.5 33.7 39.6 46.3

George Wajackoyah 0.7 1.4 2.8 5.1

David Mwaureh 0.0 2.0 2.2 2.0

George Wajackoyah and David Mwaure started to get significant coverage starting in June. Also notable, as 
election neared, William Ruto, George Wajackoyah and Davidi Mwaure received significant coverage while 
Raila Odinga's declined.  In August, both Raila and Ruto were almost tied in volume of radio coverage. 
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Space allocated to presidential candidates in 
newspapers
This variable was specific to newspaper coverage, using the unit of mea-
surement in a newspaper as the page. This variable looked at the total 
space allocated to the presidential candidates in general,  by individual 
newspapers and in the different monitoring months. The space is pre-
sented in centimetres squared and then translated into approximate full 
pages. 

Candidate Space (cm2) Percent Average Pages

William Ruto 440659.1 48.9 492

Raila Odinga 405049.0 44.9 452

George Wajackoyah 43506.4 4.8 49

David Mwaureh 12444.2 1.4 14

Total 901658.7 100.0 1006

William Ruto had the highest space allocated in newspapers at 48.9%, an average of 492 full page stories. Rai-
la Odinga had the second biggest space at 44.9%, an average of 452 full pages, while George Wajackoyah 
was third with 4.8%, an average of 49 full pages while David Mwaureh attracted 14 pages.  

William Ruto was consistently allocated more 
coverage than the other three candidates in 
newspapers, while Raila Odinga was lead-
ing in TV and Radio coverage. As we shall 
see in the section on the type of coverage, 
Ruto had  stories that tended to  have articles 
raising questions and making allegations 
around his person as well as questioning as-
pects of campaigns compared to Raila Odin-
ga. So, the coverage is not just about the 
candidate which may have led to increased 
space.

Space allocated to presidential candi-
dates in newspapers by publication

When disaggregated by publication, there 
is not significant disparity across publication 
for William Ruto. Raila Odinga received less 
space in Traifa Leo and the highest in the Star 
newspaper. Taifa Leo gave George Wajack-
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oyah more average space, twice as much as Daily nation and The Star. The Star gave David Mwaureh an almost 
insignificant coverage. Taifa  Leo had the highest of all news publications with 2.8%. 

Candidate Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

William Ruto 49.5 49.2 47.5 49.0

Raila Odinga 44.2 39.6 46.0 47.0

George Wajackoyah 4.3 8.5 5.3 3.9

David Waihiga 2.0 2.8 1.2 0.2

The disparity in coverage between Ruto and Raila in newspaper coverage is minimal compared to the disparity 
between them in Radio and TV coverage. The highest disparity in newspaper coverage is 9.8%, while some TV 
stations had differences of over 50% in favour of Raila. This could explain the general perception that Raila was 
getting more media coverage, given that broadcast media is generally more vibrant and more repetitive than 
print media. 

Space allocated to presidential candidates in newspapers by month

Similar to the disaggregation by publication, the monthly breakdown also indicates differences between William 
Ruto with the biggest space allocation at a monthly average of 48.7%, and Raila Odinga with the second big-
gest space allocation at a monthly average of 44.9%. 

Candidate May (%) June (%) July (%) August (%)

William Ruto 52.3 47.9 47.4 47.3

Raila Odinga 47.3 46.2 42.1 43.9

George Wajackoyah 0.4 5.1 8.2 5.5

David Waihiga 0.0 0.7 2.3 3.3

William Ruto received the highest coverage in May at 52.3%. This went down to 47.9%  in July and remained 
relatively unchanged until August. There was a slight  decline for Raila Odinga from May (47.3%)  to  46.2%  
in June and 42.1% in July with slightly more coverage in August at 43.9%.

Time allocated to presidential candidates 
This variable applies to both TV and radio, and the unit of measurement 
for broadcast media. The data is presented from a general viewpoint, 
then disaggregated by month, and by individual TV and radio stations. 
Overall, Raila Odinga received more time allocation for both TV sta-
tions, with a few variations from individual outlets like Kass FM and 
Kass TV which allocated  William Ruto more time.
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Time allocated to presidential candidates on television

News stories about Raila Odinga had the overall highest time allocation on TV at 2,655.2 minutes, translating 
to 4.2 hours, which was 50.4% of the time allocated to the four presidential candidates. William Ruto was allo-
cated the second highest time in minutes at 2103.5 minutes or 35 hours, translating to 40% of the overall time 
allocated to presidential candidates. 

Candidate Time (minutes) Percent

Raila Odinga 2655.2 50.4

William Ruto 2103.5 40.0

David Waihiga 259.2 4.9

George Wajackoyah 247.0 4.7

Total 5264.9 100.0

George Wajackoyah and David Mwaure had time allocations of 4.9% and 4.7% respectively.  The disparity 
between Raila Odinga and William Ruto in the time allocation was 10.4%. George Wajackoyah and David 
Mwaure ranked low in time allocation on television, pointing to their newsworthiness. 

Time allocated to presidential candidates by TV station

A breakdown of the time allocation to presidential candidates by individual TV stations shows Raila Odinga 
received more airtime across all TV stations. The only  exception is Kass TV which allocated 70.6% of the time 
to content about William Ruto and 29.4% to content about Raila Odinga. 

Candidate Citizen 
TV (%)

Inooro 
TV (%)

K24 
(%)

Kass 
TV (%)

KBC 
Channel 1 

(%)

KTN 
Home 

(%)

KTN 
NEWS 

(%)

NTV 
(%)

Ramogi 
TV (%). 

Raila Odinga 51.4 44.7 52.8 29.4 55.2 48.4 51.5 50.2 55.2

William Ruto 39.3 42.3 39.3 70.6 39.2 39.5 39.2 41.1 34.6

David 
Mwaureh

4.9 10.7 4.4 0.0 2.1 4.6 3.9 3.6 5.6

George 
Wajackoyah

4.5 2.3 3.5 0.0 3.5 7.4 5.4 5.1 4.5

10.4% 9.4%
 TIME ALLOCATIONS  TIME ALLOCATIONS
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State-owned KBC allocated a share of 55.2% of the 
time to news about Raila Odinga and 39.2% to news 
stories on William Ruto. News on both George Wa-
jackoyah and David Mwaure were allocated 2.1% 
and 3.5% of the time by KBC Channel 1. Among the 
TV stations that allocated over 50% of the time to news 
about Raila Odinga were; Ramogi TV and KBC Chan-
nel 1 which were ties at 55.2%, K24 at 52.8%, KTN 
News at 51.5%, Citizen TV at 51.4%, and NTV at 

50.2%. 

A majority of the TV stations allocated over 50% of 
their coverage to Raila Odinga, distributing the oth-
er 50% amongst the three other candidates. Notably, 
KBC Channel 1, which should ideally be a public ser-
vice TV station, also had higher time allocations for 
Raila Odinga compared to the other three candidates, 
following the trend of privately owned TV stations. 

Time allocated to presidential candidates on television by month

Content revolving around Raila Odinga had the highest time allocation on television for the whole monitoring pe-
riod, with the most time allocated in May at 59.3% and the least in July at 44.6%. News about William Ruto got 
the second highest time allocation in the whole monitoring period, with the highest time allocation being in July at 
42% and the lowest in August at 34%. David Mwaure’s time allocation was 12.5% in August, and 0.6% in May.  

Candidate May (%) June (%) July (%) August (%)
Raila Odinga 59.3 51.6 44.6 50.6

William Ruto 38.4 40.4 42.0 34.0

David Mwaure 0.6 3.4 6.5 12.5

George Wajackoyah 1.7 4.6 6.9 2.9

Raila Odinga’s time allocation was highest in May, declining gradually in June and July to peak again in August. 
On the other hand, William Ruto’s time allocation increased in June and July compared to May, but was lowest 
in August, the days leading to the election.  

Time allocated to presidential candidates on radio

News about Raila Odinga dominated time allocation on radio stations at 1752.3 minutes or 29.2 hours, which 
translated to 60.8%, followed by content on William Ruto at 1044.3 minutes or 17.4 hours, translating to 
36.2%. News content on George Wajackoyah and David Mwaure got allocations of less than one hour each, 
at 1.7% and 1.3% respectively. 

Candidate Time (minutes) Percent

Raila Odinga 1752.3 60.8

William Ruto 1044.3 36.2

George Wajackoyah 47.9 1.7

David Waihiga 39.0 1.3

Total 2883.5 100.0

On average, Raila Odinga had much higher time allocation on radio stations, with a disparity of 24.6% against 
time allocated to William Ruto. This could be attributed to media ownership patterns, whereby most radio sta-
tions owned by RMS, which dominate radio audience share,  prioritised coverage of Raila Odinga and sup-
pressed news about William Ruto, as the RMS media owner openly supported Raila’s Azimio la Umoja coalition. 
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Time allocated to presidential candidates by radio station

News content on Raila Odinga dominated time allocation across most of the radio stations except Kass FM 
which allocated 61.4% of the time to news on William Ruto and 34.9% to news about Raila Odinga, and Ra-
dio Taifa which had a time allocation of 54.4% for news centering William Ruto and 45.6% for news on Raila 
Odinga. Radio Jambo had a 1.5% disparity in favour of William Ruto. 

Candidate Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM (%)

Kass 
FM (%)

Kiss 
FM (%)

Milele 
FM (%)

Musyi 
FM (%)

Radio 
Jambo 
(%)

Radio 
Maisha 
(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

Raila 
Odinga 

52.8 63.6 60.4 34.9 60.0 49.2 70.7 46.5 50.4 45.6 76.7

William Ruto 39.4 34.8 38.2 61.4 36.7 46.1 28.0 48.0 44.1 54.4 20.9

George 
Wajackoyah

6.5 1.0 0.0 3.8 3.2 3.2 0.0 2.0 3.2 0.0 1.2

David 
Waihiga

1.3 0.6 1.5 0.0 0.0 1.5 1.3 3.5 2.4 0.0 1.2

In some radio stations, there were notable disparities in favour of Raila Odinga, the most notable differences 
being as follows; Musyi FM which allocated 70.7 0f the time to news on Raila Odinga and 28% of the time to 
news on William Ruto, leading to a 42.7% disparity, Ramogi FM which allocated 76.7% of the time to content 
about Raila Odinga and 20.9%  to news relating to William Ruto, creating a 55.8% disparity, and Citizen Radio 
which had a disparity of 28.8%. These radio stations are owned and operated by Royal Media Services. 

According to one communication scholar, Kenyan media that have regional orientation do associate with the 
candidate that is also aligned with the region. Secondly, media ownership is also an important determinant when 
it comes to coverage as it is likely to influence the candidate who gets the spotlight. This explains the higher 
coverage of Raila Odinga by Ramogi FM and Musyi FM

Time allocated to presidential candidates on radio by month

News centering Raila Odinga consistently got allocated the highest time across the monitoring months, followed 
by news about William Ruto. In May, Raila Odnga was allocated 62.9%, in June 67.8%, in July 57.4% and in 
August 49.8% of the overall time allocated to presidential candidates. William Ruto, who had the second most 
time allocated across the four months under review, had a time allocation of 36.6% in May, 29.8% in June, 
38.2% in July and 44% in August. Raila Odinga’s highest time allocation was in June at 67.8%, compared to 
William Ruto’s highest allocation in August at 44%. 

Candidate May (%) June (%) July (%) August (%)

Raila Odinga 62.9 67.8 57.4 49.8

William Ruto 36.6 29.8 38.2 44.0

George Wajackoyah 0.6 1.1 2.0 4.2

David Waihiga 0.0 1.3 2.4 2.0

Once again, Raila Odinga got consistently higher time allocations in all the monitoring months, with some nota-
ble disparities. In June for instance, Raila’s time allocation was higher than Ruto’s by 38%. 
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Frequency of front-page stories on presidential 
candidates
The front page of a newspaper is the most conspicuous space allocated 
to news coverage. It captures the attention of a reader and signifies the 
prominence of the subject matter. This variable applies to newspapers 
alone, and the data is presented from a general viewpoint, as well as 
disaggregation by individual publications.

May June July August Total

Candidate Freq % Freq % Freq % Freq % Freq %

William Ruto 41 54.7 42 48.8 38 47.5 22 46.8 143 49.7

Raila Odinga 33 44.0 41 47.7 35 43.8 20 42.6 129 44.8

George Wajackoyah 1 1.3 3 3.5 6 7.5 3 6.4 13 4.5

David Waihiga 
Mwaure

0 0.0 0 0.0 1 1.3 2 4.3 3 1.0

Total 75 100.0 86 100.0 80 100.0 47 100.0 288 100.0

William Ruto had the highest frequency of front page stories at an overall of 143 out of 288 front page stories on 
presidential candidates, making up 49.7%,  followed by Raila Odinga at 129 stories, or 44.8%. George Wa-
jackoyah and David Mwaure had minimal front page stories at 4.5% and 1% respectively. The highest frequency 
of front page coverage for William Ruto was in May at 54.7%, compared to Raila Odinga’s highest frequency 
in June at 47.7%. There was a 4.9% disparity in the frequency of front page coverage between William Ruto 
and Raila Odinga, in favour of Ruto. 

Frequency of front page stories on presidential candidates by publication

William Ruto had the highest number of front page stories across the four dailies under review, followed by Raila 
Odinga. On the Daily Nation, William Ruto had a frequency of 47.9% of front page stories compared to Raila 
Odinga’s 46.2% on the same paper. The highest disparity between the frequency of front page coverage was 
on Taifa Leo, where William Ruto was in the lead at 54.9% compared to 37.3% for Raila Odinga.  

Candidate Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

William Ruto 47.9 54.9 47.9 50.0

Raila Odinga 46.2 37.3 45.8 47.1

George Wajackoyah 4.2 5.9 6.3 2.9

David Waihiga Mwaure 1.7 2.0 0.0 0.0

The two leading dailies had minimal disparities between the front page allocation to the frontrunners, with Wil-
liam Ruto leading in front page coverage at Daily Nation, and Raila Odinga leading at The Standard. David 
Mwaure received absolutely no front page coverage on both The Standard and The Star newspapers during the 
monitoring period.
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The Queen 
is dead, 
long live 
King 
Charles III
Queen Elizabeth 
II was the longest 
reigning monarch of 
the United Kingdom 
at the time of her 
death on Thursday, 
at the age of 96. 
Her son Charles 
III automatically 
became King in a 
long tradition of royal 
change of rulers

| P.4-5

MARKETS 
DSE returns best 
performance    
Firms beat peers in 
the region with re-
cord earnings  P. 37

NEWS 
EA troops finally 
headed to DR Congo    
Kinshasa signs deal 
with EAC to formalise 
agreement P. 3

MAGAZINE 
Charles Kariuki: 
On the road 
to African 
Air Guitar 
Championship

MONEY 
Retailers seek PE 
financial muscle      
To survive harsh times 
emerging supermar-
kets seek funds  P. 29

OUTLOOK 
Too hot to handle for 
the young ones    
Climate change 
threatens lives of Afri-
can children  P. 21

President Evariste Ndayishimiye moved 
swiftly and ruthlessy to shuffle Cabinet 
and replace ‘untouchable’ PM to get rid 
of past regime’s allies

Purge keeps  
fragile peace  
in Burundi 
after coup talk

President Ruto

Picture by Francis Nderitu

Kenya’s incoming President William Ruto 
and his deputy will be sworn-in on Tuesday 
in Nairobi. He is inheriting a country 
hit by a high cost of living, soaring food 
prices and is heavily indebted. All Kenyans 
nevertheless expect him to deliver on his 
campaign promises of a better economy

Queen Elizabeth II died in her home of Balmoral Castle in Aberdeenshire, 
Scotland. She marked a Platinum Jubilee in June. Britain will observe 12 
days of mourning. Picture: AFP
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East African 
flag carriers 
flutter into 
loss territory
The burden of debt, bad 
governance, fuel costs and 
competition is becoming 
too heavy for national 
airlines to bear even with 
state bailouts  | P.4-5

A case for 
caution as 
EAC troops 
go to Congo
Congolese authorities 
have announced the first 
deployment, but obstacles 
remain | P.26-27

MARKETS
Dreadful time for 
bond investors   
Depressed yields 
blamed on inflation, 
high interest rate P.45

NEWS
Lt-Gen Muhoozi’s     
Damascus moment   
At first he supported 
Tigray rebels, now he 
is with Abiy  P. 3

MAGAZINE
Somalia’s woman 
police boss who 
was ‘insane’ enough 
to join the male-
dominated force

MONEY
Bumpy road to the 
new CET regime   
Tanzania secures 
window to import 
steel duty-free  P. 33

OPINION
Tanzania’s census 
with a difference   
Elsie says citizens are 
sabotaging the count 
Tanzania-style  P. 22

............................................................................................................................................................................................................................................................

Season of anomy: Uhuru’s legacy is shattered, Ruto’s ‘hustlers’ want 
‘dynasties’ vanquished and Raila is back in court. Whatever the 
outcome of the poll case, East Africans have a bad feeling

Dawn of a 
new order 
in Kenya

President-elect William Ruto 

Rwandan President Paul Kagame this week kicked off his in-person citizen outreach programme in the southern and western provinces, the first in three 
years and the second in his third term. The four-day tour takes him to the districts of Ruhango, Nyamasheke, Nyamagabe and Karongi. Picture: Urugwiro

Kagame hits the road

|P.10, 14-15

Former Premier Raila Odinga President Uhuru Kenyatta
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Frequency of pictures of presidential candidates on 
the front-page
This variable only applied to newspaper election coverage. Having an 
image accompanying a front page story in a newspaper is captivating 
for the readers. This variable sought to establish the distribution of front 
page pictures in the dailies, among the four presidential candidates. 
The data from this variable was captured from a general viewpoint, 
and then broken down by individual publications and by month. 

Out of all the front page stories accompanied by presidential candi-
dates’ pictures, William Ruto had the highest number of images on 
front pages at 205 out of a total of 426 stories, followed by Raila 
Odinga who had 186 pictures on the front pages. This translates to 
48.1% for William Ruto and 43.7% for Raila Odinga. David Mwaure 
had the lowest number of pictures on the front page at only 2.1%. 

Candidate Pictures on front-page Percent

William Ruto 205 48.1

Raila Odinga 186 43.7

George Wajackoyah 26 6.1

David Waihiga 9 2.1

Total 426 100.0

William Ruto was ahead of Raila Odinga in front page coverage by 4.4% overall. Both George Wajackoyah 
and David Mwaure ranked low in this category. 

Frequency of pictures of candidates on the front page by publication

William Ruto had the highest frequency of front page pictures in the Daily Nation at 48.9% while Raila Odinga 
was in the lead in The Standard at 48.4%. Both Taifa Leo and The Star had William Ruto with the highest 
frequency of front page coverage at 46.9% and 49.3% respectively, followed by Raila Odinga at 39.8% and 
45.3%, respectively. 

Candidate Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)
William Ruto 48.9 46.9 47.5 49.3

Raila Odinga 41.2 39.8 48.4 45.3

George Wajackoyah 6.1 11.2 3.3 4.0

David Waihiga 3.8 2.0 0.8 1.3
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48.9% 48.4%

FREQUENCY OF FRONT PAGE PICTURES

While William Ruto was the overall lead in front page pictures, The Standard, just like the case in front page 
stories, had Raila Odinga in the lead in front page pictures. 

Frequency of pictures of presidential candidates on the front-page by month

William Ruto had the highest frequency of front page pictures in May, June, and July at 53%, 47%, and 49.3% 
respectively. In the eight days of August leading up to the elections, William Ruto and Raila Odinga were tied in 
frequency of front page pictures, at 45%. The highest disparity between William Ruto and Raila Odinga was in 
May and July, at 10% and 9% respectively, in favour of William Ruto. 

Candidates May (%) June (%) July (%) August (%)

William Ruto 53 47 49.3 45.0

Raila Odinga 43 44.7 40.3 45.0

George Wajackoyah 4 6 7.3 6.7

David Waihiga Mwaure 0 2.3 3 3.3

George Wajackoya’s front page coverage increased gradually between May and July, peaking in July. This 
could be attributed to the Roots party's June 30 manifesto launch, which included some unorthodox strategies 
for handling public debt. 
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Tone in election coverage (general)
This variable applied to the three media types, and sought to establish the 
tone in which presidential candidates were covered by Newspapers, TV sta-
tions and radio stations. The indicators were; neutral, positive, and negative. 
Data for this variable is presented from a general viewpoint, then disaggre-
gated by media type. The general tone of election- related coverage across 
all the media platforms was predominantly neutral, with instances of positive 
and negative coverage. 

Newspaper Television Radio

Tone Freq % Freq % Freq %

Negative 55 2.5 199 11.4 222 9.4

Neutral 2068 95.7 1381 78.9 1999 84.5

Positive 38 1.8 171 9.8 145 6.1

Total 2161 100.0 1751 100.0 2366 100.0

Out of 2,161 newspaper stories published during the monitoring period, 2,068 of them, or 95.7% were neutral, 
while 2.5% of them were negative, and 1.8% of them had a positive tone. Television had the highest frequency of 
negative election coverage 11.4%, and also the highest frequency of positive coverage at 9.8%. Radio stations 
were mostly neutral in their election coverage, with 84.5% of the stories analysed being neutral, 9.4% negative, 
and 6.1% positive.

95.7% 2.5% 1.8%

POSITIVE COVERAGENEGATIVE COVERAGENEUTRAL COVERAGE

2,068
NEWSPAPER STORIES PUBLISHED
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Tone of newspaper coverage of presidential candidates

Presidential candidates were consistently covered in a neutral tone in the newspapers, with William Ruto having 
a neutrality frequency of 94.5%, Raila Odinga of 96.9%. George Wajackoyah at 92.1% and David Mwaure, 
100%. George Wajackoyah had the highest frequency of negative coverage at 6.3%, while Raila Odinga had 
the highest frequency of positive coverage at 2%. 

Tone William Ruto (%) Raila Odinga (%) George Wajackoyah 
(%)

David Waihiga 
Mwaure (%)

Negative 4.0 1.1 6.3 0.0

Neutral 94.5 96.9 92.1 100.0

Positive 1.5 2.0 1.6 0.0

George Wajackoyah was criticised for campaigning on platforms that proposed unorthodox methods of financ-
ing public projects, including the farming of marijuana and snake farming. These methods are not particularly 
popular with the current Kenyan society, and that could explain the instances of negative coverage. 

Tone of television coverage of presidential candidates

In television election news, Raila Odinga had the highest frequency of positive coverage at 10.5%, followed 
by David Mwaure at 8.8%. William Ruto had a frequency of negative coverage of 16.9%, whie Raila Odinga 
had a 12.3% negative coverage frequency. The frequencies of neutrality on television coverage of presidential 
candidates were consistently high across the four candidates, with George Wajackoyah having the highest fre-
quency of neutrality at 92.2%, and Raila Odinga the lowest at 77.1%. William Ruto had the highest frequency 
of negative tone of coverage at 16.9%. 

Tone Raila Odinga (%) William Ruto (%) George Wajackoyah (%) David Waihiga (%)

Negative 12.3 16.9 0.0 2.5

Neutral 77.1 77.9 92.2 88.8

Positive 10.5 5.2 7.8 8.8

Given that William Ruto averaged lower than Raila Odinga in television coverage in both time allocation and 
volume of coverage, and the fact that he had the highest frequency of negative tone of coverage on television, 
it follows that William Ruto’s tv coverage was mostly negative. 

Tone of radio coverage of presidential candidates

Radio coverage was also consistently neutral in tone, with William Ruto receiving the highest negative coverage 
at 14.5% followed by George Wajackoyah at 13.5%. Raila Odinga received 8.5% negative coverage, while 
David Mwaure received 8.0% negative radio coverage. 

Tone Raila Odinga (%) William Ruto (%) George Wajackoyah 
(%)

David Waihiga  
 (%)

Negative 8.5 14.5 13.5 8.0

Neutral 85.9 80.2 83.8 88.0

Positive 5.6 5.3 2.7 4.0

These findings were consistent with the findings on tone of coverage on television, with Raila Odinga averaging 
higher coverage on radio in terms of time allocated and volume of stories but William Ruto ranking higher in 
negative coverage.  
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Use of right of reply
This variable measured the frequency with which the Kenyan media allowed 
for a right of reply especially when coverage included stories that had 
accusations, or where candidates posed questions to each other. The data is 
presented from a general overview, then broken down by media type, and 
by month.  

Newspaper Television Radio

Right of reply Freq % Freq % Freq %

No 365 88.4 358 90.4 286 92.9

Yes 48 11.6 38 9.6 22 7.1

Total 413 100.0 396 100.0 308 100.0

The election - related news stories in the media channels reviews consistently made no accommodation for a 
right of reply, with radio having the highest frequency of stories without a right of reply at 92.9%, followed by 
television at 90.4% and newspapers and 88.4%. This means that in most cases, the media published and broad-
casted one-sided stories, without seeking views from all parties concerned. 

Right of reply in newspaper coverage publication

Among the newspapers, The Standard had the highest frequency of stories without  right of reply at 92.1%, 
followed by The Star at 89.2%. Taifa Leo had the highest frequency of stories that had a provision for the right 
of reply, at 17.4%. followed by Daily Nation and 12.9%. 

Right of reply Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

No 87.1 82.6 92.1 89.2

Yes 12.9 17.4 7.9 10.8

The highest percentage of stories in newspapers were one-sided, and did not offer views from the totality of the 
subjects in the stories. 

Use of right of reply in newspaper coverage by month

While the instances of newspaper election stories allowing room for a right of reply were consistently low, they 
were the lowest in July where only 9.1% of the articles included a right of reply. The highest frequency of a right 
of reply provision was in May, at 17.4%. 

Right of reply May (%) June (%) July (%) August (%)

No 82.6 90.3 90.9 83.3

Yes 17.4 9.7 9.1 16.7

Newspaper readers got more balanced stories in May and August, with a presentation of all sides of a story as 
opposed to just one side. 
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Right of reply in television coverage by station

All the TV stations reviewed had low frequencies of allowing for ‘right of reply’ in their election news, the lowest 
being Kass TV, which had absolutely no instances of allowing for ‘right of reply’. The second lowest TV station 
was Ramogi TV at 3.9%, followed by Inooro TV at 5.6%. NTV had the highest frequency of allowing for a ‘right 
of reply’ at 15.5%, followed by KTN News at 13.6% and KBC Channel 1 at 10.3%. Six out of the nine TV sta-
tions studied had a frequency of allowing for ‘right of reply’ of below 10%. 

Right 
of 
reply

Citizen 
TV (%)

Inooro 
TV (%)

K24 (%) Kass TV 
(%)

KBC Chan-
nel 1 (%)

KTN 
Home (%)

KTN 
NEWS (%)

NTV (%) Ramogi 
TV (%)

No 91.0 94.4 90.9 100.0 89.7 93.0 86.4 84.5 96.1

Yes 9.0 5.6 9.1 0.0 10.3 7.0 13.6 15.5 3.9

Vernacular TV stations had consistently lower frequencies of allowing for a right of reply, which speaks to the 
tendency of these TV stations to present information for agenda-setting purposes as opposed to being all-round 
informative. 

Use of right of reply in television coverage by month

The provision for ‘right of reply’ in TV election news was consistently low during the whole monitoring period, 
peaking at only 11.5% in July, and being below 10% in May and June at 7.5% and 7.7% respectively. 

Right of reply May (%) June (%) July (%) August (%)

No 92.5 92.3 88.5 89.9

Yes 7.5 7.7 11.5 10.1

The ‘right of reply’ provision increased gradually in frequency between May and July. This could be because 
most candidates for the elective positions became known as the elections drew closer, and it was easier to reach 
candidates of particular positions for comments. 

Right of reply in radio coverage by station

Milele FM had the highest frequency of allowing for a ‘right of reply’ at 22.2%, followed by Radio Citizen at 
13.6% , and Musyi FM at 9.5%. Only two out of eleven FM stations studies hit 10% frequency of ‘right of reply’ 
provision. Kass FM and Kiss FM both had absolutely no provision for a ‘right of reply’ during the monitoring 
period. 

Right 
of 
reply

Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM 
(%)

Kass 
FM (%)

Kiss FM 
(%)

Milele 
FM 
(%)

Musyi 
FM (%)

Radio 
Jambo 
(%)

Radio 
Maisha 
(%)

Ramogi 
FM (%)

No 90.6 86.4 92.9 100.0 100.0 77.8 90.5 93.8 95.5 96.0

Yes 9.4 13.6 7.1 0.0 0.0 22.2 9.5 6.3 4.5 4.0

Kiss FM ranked consistently low in volume of election coverage and time allocated to election coverage in gener-
al, findings that are consistent with the station having no allowance for ‘right of reply’ as the station serves mostly 
urban youth populations and leans towards entertainment more than hard news. Kass FM also had no allowance 
for ‘right of reply’, which points to the most vernacular stations being agenda-setting avenues as opposed to 
conducting balanced coverage.  
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Use of right of reply in radio coverage by month

The use of ‘right of reply’ in election reportage was highest in August at 12.3%, followed by May at 7.6%. It 
was lowest in July at 4.6%. 

Right of reply May (%) June (%) July (%) August (%)

No 92.4 94.1 95.4 87.7

Yes 7.6 5.9 4.6 12.3

Media stations were aware of the candidates running for various elective seats, which could explain the higher 
than average frequency of ‘right of reply’ allowance in August. 

Interrogation of claims and promises made by 
presidential candidates
Presidential candidates make a lot of claims and promises on the campaign 
trail. This variable applies to the three media types, and sought to examine 
the frequency with which the Kenyan media interrogated these claims and 
promises for their degrees of accuracy and applicability, which would then 
lead to accountability by the politicians.  

Newspaper Television Radio

Interrogation of claims and promises Freq % Freq % Freq %

No 484 86.7 487 92.1 192 93.2

Yes 74 13.3 42 7.9 14 6.8

Total 558 100.0 529 100.0 206 100.0

Interrogation of claims and promises made by presidential candidates during their campaign trail was also low 
across the media types, with the highest frequency of interrogation being registered by newspaper articles at 
13.3%m and the lowest by radio stations at 6.8%. Television had a frequency of interrogation of 7.9%. This 
means that the media published and broadcast news stories without an analysis of the claims and promises made 
therein. Presidential candidate’s utterances, manifestos and addresses were often reported as is. 

Interrogation of claims in newspaper coverage by publication

In the newspaper sector, Taifa Leo had the highest frequency of interrogation of claims and promises made by 
presidential candidates, at 28.1%, followed by The Standard at 16.2%. Daily Nation and The Star had frequen-
cies of 11.0% and 10.5% respectively.  

Interrogation of claims Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

No 89.0 71.9 83.8 89.5

Yes 11.0 28.1 16.2 10.5

The finding that Taifa Leo had the highest frequency of interrogation of claims and promises stands out because 
while the paper has concerns of shortages in personnel and other resources, this could point to the competence 
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of the reporters working at the paper, and their adherence to journalistic standards, which is lower in the other 
three dailies. 

Interrogation of claims and promises made by presidential candidates in newspaper coverage by 
month

In June, newspaper articles had the highest frequency of interrogation of claims and promises at 17%, followed 
by July at 12.6% and August at 12.5%. The lowest frequency was in May at 10.2%. 

Interrogation of claims May (%) June (%) July (%) August (%)

No 89.8 83.0 87.4 87.5

Yes 10.2 17.0 12.6 12.5

The four coalitions and parties launched their manifestos in June, which could explain the higher than average 
frequency of interrogation of claims, as the documents lent themselves to interrogation more easily than other 
forms of communication like speeches made during campaign rallies. 

Interrogation of claims and promises in television coverage by station

Inooro TV and Kass TV had absolutely no instances of interrogation of claims and promises in their election 
coverage during the monitoring period. The highest frequency of interrogation of claims during the period was 
registered by Ramogi TV at 17.8%, followed by KTN Home at 9.7% and NTV at 8.2%. KBC Channel 1 had an 
‘interrogation of claims and promises’ frequency of 6.3%. 

Interrogation 
of claims

Citizen 
TV (%)

Inooro 
TV (%)

K24 (%) Kass TV 
(%)

KBC 
Channel 

1 (%)

KTN 
Home 

(%)

KTN 
NEWS 

(%)

NTV (%) Ramogi 
TV (%)

No 92.6 100.0 92.4 100.0 93.8 90.3 95.7 91.8 82.2

Yes 7.4 0.0 7.6 0.0 6.3 9.7 4.3 8.2 17.8

Inooro TV and Kass TV had no instances of interrogation of claims, which could point to the perception of some 
vernacular TV stations being used to set a certain agenda among rural audiences as opposed to balanced report-
ing. By contrast, Ramogi TV had the highest frequency of interrogation of claims, and is owned by RMS which 
also owns Inooro TV. This means that the two vernacular TV stations have different editorial processes. 

Interrogation of claims and promises made by presidential candidates  in television coverage by month

TV stations interrogated claims and promises made by presidential candidates most frequently in the eight days 
of August leading up to the elections, at 20.3%, and the least frequently in June at 5.1%. In May and July, the 
frequency was 8.2% and 6.1% respectively. 

Interrogation of claims May (%) June (%) July (%) August (%)

No 91.8 94.9 93.9 79.7

Yes 8.2 5.1 6.1 20.3

TV stations had the lowest frequency of interrogation of claims in June, while newspapers had the highest 
frequency of interrogation of claims in the same month. This demonstrates the differences in the production of 
newspaper and TV news articles. 
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Interrogation of claims and promises made by presidential candidates in radio coverage by station

In Radio, only Radio Maisha and Ramogi FM registered some frequency of interrogation of claims, at 5.6% 
and 9.9% respectively. The other nine radio stations had absolutely no instances of interrogation of claims and 
promises made by presidential candidates. 

Interrogation Capi-
tal FM 

(%)

Citizen 
Radio 
(%)

Inooro 
FM (%)

Kass 
FM 
(%)

Kiss 
FM 
(%)

Milele 
FM 
(%)

Musyi 
FM 
(%)

Radio 
Jambo 

(%)

Radio 
Maisha 

(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

No 100 100 100 100 100 100 100 100 94.4 100.0 90.1

Yes 0 0 0 0 0 0 0 0 5.6 0.0 9.9

Ramogi FM was one of two radio stations that demonstrated interrogation of claims, and had the higher frequen-
cy of the two. 

Interrogation of claims and promises made by presidential candidates in radio coverage by month

The distribution of frequency of interrogation of claims and promises made by presidential elections in radio 
coverage by the two radio stations was highest in August at 8.5%, and lowest in May at 5.2%. 

Interrogation May (%) June (%) July (%) August (%)

No 94.8 94.0 92.2 91.5

Yes 5.2 6.0 7.8 8.5

Event- vs issue-based reporting in election coverage
Election reporting could be based on various aspects, including political 
events and issues of public interest. This variable was used to examine elec-
tion coverage across the three media types, and the data is presented from 
a general viewpoint before being broken down by month and by individual 
media outlets. 

Newspaper Television Radio

Event- vs issue-based reporting Freq % Freq % Freq %

Event-based 1964 86.1 1725 98.5 2362 99.8

Issue-based 316 13.9 26 1.5 4 0.2

Total 2280 100.0 1751 100.0 2366 100.0

The media outlets in the study based their election coverage more on events as opposed to issues, across all 
media types. In Newspapers, issue-based reporting was at the highest at 13.9%, and lowest in radio election 
reportage at only 0.2%. Television coverage had a 1.5% frequency of issue-based reporting. This is because the 
monitoring period was rife with political events, whose coverage is straightforward. 
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Frequency of event- vs issue-based reporting in newspaper coverage by publication

The Standard had the highest issue - based reporting frequency at 19.5%, followed by Daily Nation at 14.7%. 
Taifa Leo and The Star had issue-based reporting of 10.4% and 8.9% respectively, during the monitoring period. 

Event- vs issue-based 
reporting

Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

Event-based 85.3 89.6 80.5 91.1

Issue-based 14.7 10.4 19.5 8.9

The Standard and Daily Nation have the widest readership in the country compared to The Star and Taifa Leo. 
The higher frequencies of issue-based reporting could be attributed to their media houses’ investment in expertise 
in various fields, which leads to in depth interrogation of issues for newspaper content. 

Event- vs issue-based reporting in newspaper coverage by month

Event - based reporting in newspaper election reportage was highest in May at 91.2%, followed by June at 
84.7%. Issue-based reporting in newspaper coverage was highest in August, at 17.2%, followed by July at 
16.5%. 

Event- vs issue-based reporting May (%) June (%) July (%) August (%)

Event-based 91.2 84.7 83.5 82.8

Issue-based 8.8 15.3 16.5 17.2

Frequency of event- vs issue-based reporting in television coverage by station

Election coverage on television was consistently event-based during the monitoring period, with Ramogi TV reg-
istering the highest frequency of issue-based reporting at only 3.5%, followed by NTV at 3.1% and KTN News 
at 2.1%. Kass TV had a 100% frequency of event-based reporting, while KBC Channel 1, K24, and Inooro TV 
had less than 1% frequency of issue-based reporting. 

Event-
vs is-
sue-based 
reporting

Citizen 
TV (%)

Inooro 
TV (%)

K24 (%) Kass TV 
(%)

KBC 
Channel 
1 (%)

KTN 
Home 
(%)

KTN 
NEWS 
(%)

NTV (%) Ramogi 
TV (%)

Event-based 99.0 99.5 99.4 100.0 99.5 98.7 97.9 96.9 96.5

Issue-based 1.0 0.5 0.6 0.0 0.5 1.3 2.1 3.1 3.5

With the high frequency of political events, most TV stations dedicated more and more resources of time, per-
sonnel, and equipment to the coverage of political events as opposed to development of issue-based content. 

Event- vs issue-based reporting in television coverage over the months

Almost 100% of TV election coverage was event-based during the monitoring period, with July registering the 
highest frequency of issue-based reporting at 2.5%, followed by May at 1.3%. 

Event-vs issue-based re-
porting

May (%) June (%) July (%) August (%)

Event-based 98.7 99.0 97.5 100.0

Issue-based 1.3 1.0 2.5 0.0
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In August, which was the election month, TV reporting was fully focused on event coverage, as political parties, 
coalitions and candidates held numerous rallies and events in a last minute rush to secure votes. 

Frequency of event- vs issue-based reporting in radio coverage by station

All radio stations broadcasted event-based election news during the reporting period, save for Radio Citizen and 
Capital FM, both of which had less than 1% frequency of issue-based reporting. 

Event- vs 
issue-based 
reporting

Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM (%)

Kass 
FM 
(%)

Kiss 
FM (%)

Milele 
FM 
(%)

Musyi 
FM (%)

Radio 
Jam-
bo (%)

Radio 
Maisha 
(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

Event-based 99.5 99.1 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Issue-based 0.5 0.9 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Like the case in TV reportage, radio reporting was mainly based on political events during the monitoring period. 

Event- vs issue-based reporting in radio coverage over the months

During the monitoring period, almost 100% of radio reporting was event-based across the four months. The 
highest frequency of issue - based reporting was in May, at only 0.5%. 

Event- vs issue-based reporting May (%) June (%) July (%) August (%)

Event-based 99.5 99.9 100.0 100.0

Issue-based 0.5 0.1 0.0 0.0

Origin of election stories
This variable applied to the three media types, and sought to determine the origin 
of election reportage. The variable had 18 indicators as follows; 

a) Campaign rally/event
b) Party activity
c) Independent reporting, research or investigation by the journalist/outlet
d) IEBC activity
e) News conference
f) Document eg. report, study, research
g) Court or judicial process
h) Religious activity
i) Government activity or governance process
j) Story from local media/agency
k) NGO/civil society activity
l) Newsworthy occurrence
m) News release
n) Expert / specialist
o) Parliament or legislative process
p) Social media
q) Cultural activity
r) Other
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Campaign rallies, party activities, IEBC activities, religious activities and news conferences ranked consistently 
higher than other origins across the three media types. 

Origin of newspaper election stories

The top five most popular origins of election stories in newspapers during the reporting period were; campaign/
rally event, party actility, independent reporting through research or investigation by the journalist or outlet, 
IEBC activity, and news conferences. In May, the most frequent origin of newspaper election content was ‘party 
activity’ at 30.8%, followed by ‘campaign rally/event’ at 26.1%. In June, July, and August, the most frequent 
origin was ‘campaign rally/event’, at  30.4%, 39.9%, and 31.7% respectively. Among the least popular origins 
of newspaper election stories were; cultural activity, social media, and parliamentary or legislative processes. 

May June July August Total

Origin Freq % Freq % Freq % Freq % Freq %

Campaign rally/event 184 26.1 197 30.4 282 39.9 70 31.7 733 32.1

Party activity 217 30.8 87 13.4 41 5.8 8 3.6 353 15.5

Independent reporting, 

research or investigation 

by the journalist/outlet

58 8.2 97 15.0 111 15.7 37 16.7 303 13.3

IEBC activity 61 8.7 93 14.4 65 9.2 15 6.8 234 10.3

News conference 41 5.8 35 5.4 31 4.4 24 10.9 131 5.7

Document e.g. report, 

study/research

33 4.7 25 3.9 27 3.8 13 5.9 98 4.3

Court or judicial process 29 4.1 27 4.2 23 3.3 11 5.0 90 3.9

Religious activity 28 4.0 25 3.9 19 2.7 9 4.1 81 3.6

Government activity or 

governance process

11 1.6 18 2.8 25 3.5 19 8.6 73 3.2

Story from local media/

agency

11 1.6 7 1.1 19 2.7 3 1.4 40 1.8

NGO/civil society 

activity

8 1.1 9 1.4 14 2.0 8 3.6 39 1.7

Newsworthy occurrence 5 0.7 9 1.4 20 2.8 1 0.5 35 1.5

News release 7 1.0 6 0.9 9 1.3 1 0.5 23 1.0

Expert/Specialist 3 0.4 0 0.0 7 1.0 1 0.5 11 0.5

Parliament or legislative 

process

5 0.7 5 0.8 0 0.0 0 0.0 10 0.4

Social media 1 0.1 3 0.5 4 0.6 0 0.0 8 0.4

Cultural activity 0 0.0 2 0.3 2 0.3 0 0.0 4 0.2

Other 3 0.4 2 0.3 8 1.1 1 0.5 14 0.6

Total 705 100.0 647 100.0 707 100.0 221 100.0 2280 100.0
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Campaign rallies/events and party activities ranked high in the frequency of being origins of newspaper election 
coverage, given the high political activity during the monitoring period. This was the period where political par-
ties were aligning with their preferred coalitions, candidates were selecting running mates, and IEBC clearance 
was ongoing. 

Origin of television election stories

The top 5 most popular origins of election news on TV during the reporting period were; campaign rally/event, 
IEBC activity, party activity, news conference, and court or judicial process. Campaign rally/event was the most 
frequent origin of TV election reportage in the three months and eight days leading up to the election, with 53.9% 
in May, 49.7% in June, 55.8% in July and 69.3% in August. ‘Religious activity’ was also cited as an origin of 
TV election reportage with the highest frequency being in August at 6.6%, while social media was not cited as 
the origin of any TV election coverage. 

May June July August Total

Origin Freq % Freq % Freq % Freq % Freq %

Campaign rally/
event

240 53.9 241 49.7 338 55.8 149 69.3 968 55.3

IEBC activity 73 16.4 86 17.7 110 18.2 23 10.7 292 16.7

Party activity 67 15.1 37 7.6 33 5.4 3 1.4 140 8.0

News conference 7 1.6 45 9.3 44 7.3 6 2.8 102 5.8

Court or judicial 
process

10 2.2 26 5.4 12 2.0 1 0.5 49 2.8

Religious activity 7 1.6 13 2.7 10 1.7 14 6.5 44 2.5

News release 7 1.6 8 1.6 23 3.8 0 0.0 38 2.2

NGO/civil society 
activity

11 2.5 4 0.8 12 2.0 6 2.8 33 1.9

Document e.g. 
report, study/re-
search  

3 0.7 4 0.8 12 2.0 6 2.8 25 1.4

Government activ-
ity or governance 
process

9 2.0 7 1.4 3 0.5 3 1.4 22 1.3

Newsworthy occur-
rence

2 0.4 2 0.4 6 1.0 4 1.9 14 0.8

Parliament or legis-
lative process

5 1.1 7 1.4 0 0.0 0 0.0 12 0.7

Independent report-
ing, research or 
investigation by the 
journalist/outlet

4 0.9 1 0.2 3 0.5 0 0.0 8 0.5

Social media 0 0.0 4 0.8 0 0.0 0 0.0 4 0.2

Total 445 100.0 485 100.0 606 100.0 215 100.0 1751 100.0
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The high political activity during the monitoring period was also evident in television coverage of the elections, 
as IEBC activity, news conference, and court or judicial proceedings ranked in the top 5 story origins for TV cov-
erage. It is worth noting that in the months of June and July as IEBC was clearing candidates to run for elective 
posts, some of them had to go to courts to contest the commission’s decisions, hence the heightened activity from 
IEBC and court and judicial processes. 

Origin of radio election stories

Election reporting on radio stations most frequently had origin from campaign rallies/events, followed by IEBC 
activity, party activity, news conference, and religious activity, in that order. Similar to the case of TV reporting, 
campaign rally/event was cited as the most frequent origin in all the monitoring months, with the highest fre-
quency being in July at 59.8%, followed by the eight days of August at 58.5%. Religious activity was the origin 
of 3.4% of election news on radio during the period.  The least frequent origins of election reporting were social 
media, independent reporting, and parliamentary or legislative processes. 

May June July August Total

Origin Freq % Freq % Freq % Freq % Freq %

Campaign rally/
event

254 41.03 301 43.37 412 59.80 213 58.5 1180 49.9

IEBC activity 67 10.82 154 22.19 115 16.69 50 13.7 386 16.3

Party activity 164 26.49 108 15.56 53 7.69 6 1.6 331 14.0

News conference 56 9.05 40 5.76 29 4.21 18 4.9 143 6.0

Religious activity 15 2.42 21 3.03 17 2.47 27 7.4 80 3.4

Court or judicial 
process

10 1.62 19 2.74 15 2.18 11 3.0 55 2.3

NGO/civil soci-
ety activity

8 1.29 13 1.87 14 2.03 15 4.1 50 2.1

Government activ-
ity or governance 
process

13 2.10 13 1.87 13 1.89 9 2.5 48 2.0

Newsworthy 
occurrence

17 2.75 7 1.01 3 0.44 6 1.6 33 1.4

Document e.g. 
report, study/
research  

6 0.97 7 1.01 10 1.45 8 2.2 31 1.3

News release 4 0.65 1 0.14 7 1.02 1 0.3 13 0.5

Parliament or leg-
islative process

0 0.00 5 0.72 0 0.00 0 0.0 5 0.2

Independent re-
porting, research 
or investigation 
by the journalist/
outlet

3 0.48 0 0.00 0 0.00 0 0.0 3 0.1

Social media 0 0.00 2 0.29 1 0.15 0 0.0 3 0.1

Other 2 0.32 3 0.43 0 0.00 0 0.0 5 0.2

Total 619 100.00 694 100.00 689 100.00 364 100.0 2366 100.0

KENYAN MEDIA COVERAGE OF 
THE 2022 ELECTIONS

45



Religious activity ranked fifth in origins of radio election stories. The Kenya Kwanza presidential candidate, 
William Ruto, openly practises the Christian faith, which could explain this ranking as radio stations covered 
religious events associated with the candidate. 

Reporting formats in election coverage
This variable sought to determine the coverage format that the media houses used 
most frequently, and had three indicators; conventional, enterprise and interpre-
tive, and investigative formats. The conventional format denotes the presentation 
of election stories as hard news, while the enterprise and interpretive format 
gives an analytical presentation of issues. The investigative format includes deep 
research into topical issues. The findings are presented from a general viewpoint, 
then disaggregated by individual media outlets and by month. 

Newspaper Television Radio

Format Freq % Freq % Freq %

Conventional 1963 86.1 1713 97.8 2362 99.8

Enterprise and interpretive 317 13.9 38 2.2 4 0.2

Investigative 0 0.0 0 0.0 0 0.0

Total 2280 100.0 1751 100.0 2366 100.0

The most frequent reporting format across the media types was conventional news, followed by enterprise and 
interpretive reporting. There was no investigative reporting during the pre-election monitoring period. Radio had 
the highest frequency of conventional reporting at 99.8%, followed by TV at 97.8%, and newspapers at 86.1%. 
Newspaper reporting had the highest prevalence of enterprise and interpretive reporting at 13.9%.

The conventional format is a straightforward format of reporting, which would explain why it had the highest 
frequency across the media types. On the other hand, investigative reporting requires heavy investment of time, 
resources, personnel and equipment, which may have been redirected to the coverage of election events, cam-
paigns, and rallies. 

Reporting format of newspaper election stories by publication

The conventional news format was the most frequently used format across the four newspapers under review, 
with the highest frequency being in The Star at 91.3%, followed by Taifa Leo at 89.6%. While there was no in-
vestigative reporting, The Standard had the highest frequency of enterprise and interpretive reporting at 19.7%, 
followed by Daily Nation at 14.9%. 

Format Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

Conventional 85.1 89.6 80.3 91.3

Enterprise and interpretive 14.9 10.4 19.7 8.7

Investigative 0.0 0.0 0.0 0.0

Daily Nation and the Standard had higher frequencies of the enterprise and interpretive format of election 
coverage than the other two dailies. All the newspapers refrained from publishing investigative election stories, 
probably because of resource constraints. 
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Reporting format of newspaper election stories by month

The conventional news format was used most frequently in newspaper election reporting during the whole 
pre-election monitoring period. Enterprise and interpretive reporting increased gradually as the elections ap-
proached, from the lowest frequency of 9.1% in May to the highest frequency of 17.2% in August. 

Format May (%) June (%) July (%) August (%)

Conventional 90.9 84.7 83.6 82.8

Enterprise and interpretive 9.1 15.3 16.4 17.2

Investigative 0.0 0.0 0.0 0.0

While there were gradual increases in the enterprise and interpretive format of reporting as the election drew 
closer, the conventional format was still predominantly used, given the high political activity in the country during 
the period. 

Reporting format in television coverage by station

Conventional news format was the most frequently used format by all the TV stations during the monitoring peri-
od, with Inooro TV, Kass TV, and KBC Channel 1 having no other reporting format during the period. The highest 
frequency of enterprise and interpretive reporting was by KTN Home and Ramogi TV, tied at 4.2%, while the 
lowest was by K24 at only 0.6%. There were no investigative stories during this period. 

Format Citizen 
TV (%)

Inooro 
TV (%)

K24 
(%)

Kass 
TV (%)

KBC 
Channel 

1 (%)

KTN 
Home 

(%)

KTN 
NEWS 

(%)

NTV 
(%)

Ramogi 
TV (%)

Conventional 98.3 100.0 99.4 100.0 100.0 95.8 96.6 96.5 95.8

Enterprise and interpretive 1.7 0.0 0.6 0.0 0.0 4.2 3.4 3.5 4.2

Investigative 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

State-owned KBC Channel 1 had absolutely no stories in the enterprise and interpretive category. This could be 
due to a shortage of funding, expertise, or other resources.  

Reporting format of television election stories by month

During the monitoring period, the election reporting format on TV was majorly conventional news. In June, 2.7% 
of the reporting took the format of enterprise and interpretive reporting, and 2.5% of the stories in July followed 
the same format. There were no investigative stories during the period. 

Format May (%) June (%) July (%) August (%)

Conventional 97.8 97.3 97.5 100.0

Enterprise and interpretive 2.2 2.7 2.5 0.0

Investigative 0.0 0.0 0.0 0.0

TV reporting followed the conventional format almost exclusively for the whole monitoring period. The election-
eering period is a fast-paced period with political events happening in quick succession. The TV stations had to 
deploy personnel and other resources to these events, as opposed to analytical formats of reporting. 
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Reporting format in radio coverage by station

Almost 100% of election reporting took the conventional news format, while there was absolutely no investigative 
news content during the monitoring period. There were small variations on Capital FM and Radio Citizen which 
had 0.5% and 0.9% enterprise and interpretive content respectively.  

Format Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM 
(%)

Kass 
FM 
(%)

Kiss 
FM 
(%)

Milele 
FM 
(%)

Musyi 
FM 
(%)

Radio 
Jambo 

(%)

Radio 
Maisha 

(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

Conventional 99.5 99.1 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0

Enterprise & 
interpretive

0.5 0.9 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

Investigative 0 0 0 0 0 0 0 0 0 0 0

A similar trend to TV stations was observed with radio stations, whereby nearly all the reportng was done in the 
conventional format. 

Reporting format of radio election stories by month

Almost 100% of the election coverage was done in the conventional news format, with small variations in May 
and June at 0.5% and 0.1% enterprise and interpretive content respectively. There was no investigative content 
in any of the monitoring months.

Format May (%) June (%) July (%) August (%)

Conventional 99.5 99.9 100.0 100.0

Enterprise and interpretive 0.5 0.1 0.0 0.0

Investigative 0.0 0.0 0.0 0.0

Number of sources in election stories
This variable south to test the sourcing patterns for election news in the Ken-
yan media during the monitoring period. Multiple sourced stories are more 
likely to provide  depth, perspective, balance and credibility. It was therefore 
critical to examine the sourcing patterns for the three media types in their 
coverage of election stories. The indicators for this variable were 0-5 or more 
sources, and the findings were presented as a whole and then broken down 
into findings for individual media outlets and by month. 

48



Newspaper Television Radio

Number of sources Freq % Freq % Freq %

No source 165 7.2 38 2.2 26 1.1

1 source 826 36.2 1022 58.4 1925 81.4

2 sources 521 22.9 384 21.9 313 13.2

3 sources 317 13.9 220 12.6 88 3.7

4 sources 187 8.2 64 3.7 9 0.4

5 or more sources 264 11.6 23 1.3 5 0.2

Total 2280 100.0 1751 100.0 2366 100.0

The highest percentage of content across the media types had one source, with radio having the highest fre-
quency of single source stories at 81.4%, followed by television at 58.4%. Newspaper stories had the lowest 
frequency of single sources, at 36.2%, and the highest frequency of stories with three sources and five or more 
sources at 13.9% and 11.6% respectively. Television had a three-source frequency of 12.6%, while radio had 
a 3.7% frequency of three source stories. Radio had the lowest frequency of stories with five or more sources at 
0.2%, followed by television at 5%. Newspapers had the highest frequency of stories with no sources at 7.2%, 
followed by television at 2.2% and radio at 1.1%. 

Number of sources in newspaper coverage by publication

Taifa Leo had the highest frequency of stories with no source at 14.3%, followed by The Star at 7.5% and Daily 
Nation at 6.9%. Taifa Leo also had the highest number of stories with single sources at 52.7%, followed by The 
Star at 45.9% and The Standard at 28.5%. The Standard had the highest frequency of stories with three sources 
at 16.1% followed by daily Nation at 15.2% and The Star at 12.9%. Daily Nation had the most stories with five 
or more sources at 19.1%, followed by The Standard at 15.8%. 

Number of sources Daily Nation (%) The Standard (%) The Star (%) Taifa Leo (%)

No source 6.9 4.3 7.5 14.3

1 source 27.1 28.5 45.9 52.7

2 sources 20.8 24.3 23.2 23.3

3 sources 15.2 16.1 12.9 8.2

4 sources 10.9 11.0 5.8 1.1

5 or more sources 19.1 15.8 4.7 0.4

Newspaper election stories that had no sources were consistently low, with most stories having one or two sourc-
es. 

Number of sources in newspaper election stories by month

The single sourced newspaper stories had the highest frequency throughout the monitoring period, with August 
having the highest frequency at 40.7% followed by July at 38.9%. Most of the stories with no sources were pub-
lished in May at 8.9%, followed by June at  7.3%. May had the highest frequency of stories with three and five 
or more sources, at 15.8% and 13.5% respectively. 
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Number of sources May (%) June (%) July (%) August (%)

No source 8.9 7.3 5.8 6.3

1 source 32.9 35.4 38.9 40.7

2 sources 21.8 25.7 21.8 21.3

3 sources 15.8 13.8 12.6 12.7

4 sources 7.1 7.7 10.5 5.9

5 or more sources 13.5 10.2 10.5 13.1

There were no major variations in the number of sources in the monitoring months. The newspaper election sto-
ries were consistent in their sourcing patterns for the whole duration of the monitoring. 

Number of sources in television coverage by station

Stories with only one source dominated election coverage on television, with Kass TV having the highest frequen-
cy at 100%, followed by Inooro TV at 90% and Citizen TV at 61.7%. Stories with no sources were less frequent 
than the case with radio coverage, with the highest frequency of no-source-stories being from Ramogi TV at 3.5% 
followed by KTN News at 3.4% and NTV at 3.1%. K24 had the highest frequency of stories with two sources at 
30.8%, followed by Ramogi TV at 28% and NTV at 27.8%. KBC Channel 1 had the highest frequency of stories 
with three sources at 17.7%, followed by Ramogi TV and KTN News which were tied at 16.1%. 

Number 
of sources

Citizen 
TV (%)

Inooro 
TV (%)

K24 (%) Kass TV 
(%)

KBC 
Channel 
1 (%)

KTN 
Home 
(%)

KTN 
NEWS 
(%)

NTV (%) Ramogi 
TV (%)

No source 2.7 0.0 1.2 0.0 2.5 1.3 3.4 3.1 3.5

1 source 61.7 90.0 48.3 100.0 57.8 52.3 50.4 51.1 44.8

2 sources 18.3 9.0 30.8 0.0 21.1 22.8 24.6 27.8 28.0

3 sources 12.5 0.9 14.5 0.0 12.7 17.7 16.1 11.9 16.1

4 sources 3.7 0.0 2.9 0.0 3.4 3.8 5.1 5.7 4.9

5 or more 
sources

1.0 0.0 2.3 0.0 2.5 2.1 0.4 0.4 2.8

TV stations had very low frequencies of stories with no sources, but the majority of the stories were concentrated 
in the 1 source category. Kass TV had just one source in all the election stories aired. 

Number of sources in television election stories by month

August had the highest frequency of single sourced stories at 64.2%, followed by June at 63.9%, May at 58% 
and July at 52.1%. May had the highest frequency of stories with two sources at 25.6%, followed by July at 
23.3%. June had the highest frequency of stories with no sources at 4.7%, followed by May at 2.7% and August 
at 1.4%. 
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Number of sources May (%) June (%) July (%) August (%)

No source 2.7 4.7 0.0 1.4

1 source 58.0 63.9 52.1 64.2

2 sources 25.6 17.5 23.3 20.5

3 sources 11.2 11.5 14.9 11.2

4 sources 2.0 2.1 6.8 1.9

5 or more sources 0.4 0.2 3.0 0.9

The single sourced stories had the highest frequency for the whole duration of the monitoring exercise, followed 
by stories with two sources and three sources in that order.

Number of sources in radio coverage by station

The single sourced story dominated election coverage in all the radio stations reviewed, with Ramogi FM reg-
istering the lowest frequency of stories with single sources at 57.5%, and Kass FM the highest at 99.1%. Other 
radio stations that had high frequencies of one source stories included; Kiss F at 98.9%, Milele FM at 96.4%, 
Radio Jambo at 94.3%, Inooro FM at 90%, Capital FM at 88.8% and Radio Taifa at 87.5%. Ramogi FM had 
the highest frequency of stories with two sources at 29.1%, followed by Radio Citizen at 18.1% and Musyi FM 
at 13.6%. The highest frequency of stories without any sources was from Capital FM at 3.2%, followed by Radio 
Jambo at 2.6%. 

Num-
ber of 
sources

Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM (%)

Kass 
FM 
(%)

Kiss 
FM 
(%)

Milele 
FM 
(%)

Musyi 
FM 
(%)

Radio 
Jam-
bo (%)

Radio 
Maisha 
(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

No 
source

3.2 1.2 0.0 0.9 0.0 1.8 1.1 2.6 1.5 0.0 0.2

1 source 88.8 72.7 90.0 99.1 98.9 96.4 83.6 94.3 82.7 87.5 57.5

2 sources 6.4 18.1 9.5 0.0 1.1 1.8 13.6 2.6 12.9 6.3 29.1

3 sources 1.1 7.4 0.5 0.0 0.0 0.0 1.7 0.5 2.5 6.3 10.8

4 sources 0.0 0.6 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 1.7

5 or more 
sources

0.5 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.3 0.0 0.7

The sourcing patterns for radio election stories was similar to the one observed for TV stations, whereby the ma-
jority of stories had only one source. The frequencies of stories with no sources and those with 5 or more sources 
were similarly low. 

Number of sources in radio election stories by month

The frequency of one-source stories in May was 82.9%, in June 79.7%, in July 81.9% and in August 81%. Au-
gust had the highest frequency of stories with no source at 3.8%, while June had the highest frequency of stories 
with two sources, at 15.7%. 
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Number of sources May (%) June (%) July (%) August (%)

No source 0.3 0.9 0.6 3.8

1 source 82.9 79.7 81.9 81.0

2 sources 12.4 15.7 12.8 10.7

3 sources 3.7 3.3 3.9 4.1

4 sources 0.3 0.1 0.7 0.3

5 or more sources 0.3 0.3 0.1 0.0

Single source stories were the most frequent in radio election coverage for the whole monitoring period. The 
sourcing patterns were consistent from month to month during the monitoring period. 

Type of sources in election stories
‘Types of sources’ was a variable that sought to determine the designations 
of the personnel from whom the media sourced their election news most 
frequently. The indicators were 24 different office holders drawn from the 
public sector, private sector, NGOs, and others. Some of these personnel 
included; presidential candidates, running mates, IEBC officials, the presi-
dent, Members of County Assembly, Members of National Assembly, party 
officials, governors, journalists, lawyers, International NGO representa-
tives, ordinary citizens, Members of the Senate, among others. The findings 
were presented separately for the three media types as follows. 

Type of sources in newspaper election stories

The top five most popular sources of election - related newspaper stories during the monitoring period were; 
party officials at 17%, presidential candidates at 15.2%, parliamentary candidates (Senate and National 
Assembly) at 9.3%, Members of the National Assembly at 8.5%, and experts at 6.8%. In May, party officials 
were the most frequent source of election news at 23.5%, Presidential candidates at 17.6% and Members of 
the National Assembly at 13.7%. In June, party officials were the most frequent sources of news at 17.6%, 
followed by presidential candidates at 15.1% and parliamentary candidates at 11.9%. In the eight days of 
August before the elections party officials were the most frequent sources of election news at 17%, followed by 
presidential candidates at 15.2%. The least frequent sources of election news were Members of Parliament at 
0.3%, Members of the County Assembly at 0.2%, the Speaker of Parliament at 0.1% and International NGO 
officials who were not named as sources for any election related stories. 
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May June July August Total

Sources Freq % Freq % Freq % Freq % Freq %

Party official 390 23.5 251 17.6 186 11.9 49 9.8 876 17.0

Presidential candi-
date

211 12.7 216 15.1 276 17.6 83 16.6 786 15.2

Parliamentary candi-
date (Senate & NA)

99 6.0 170 11.9 165 10.5 45 9.0 479 9.3

Member of National 
Assembly

228 13.7 98 6.9 92 5.9 22 4.4 440 8.5

Expert 112 6.7 92 6.4 107 6.8 40 8.0 351 6.8

Running mate 76 4.6 86 6.0 121 7.7 36 7.2 319 6.2

IEBC official 62 3.7 79 5.5 109 6.9 53 10.6 303 5.9

Governor 116 7.0 65 4.6 84 5.4 16 3.2 281 5.5

Ordinary person 45 2.7 40 2.8 43 2.7 41 8.2 169 3.3

Member of the 
Senate

64 3.9 38 2.7 43 2.7 4 0.8 149 2.9

Central government 
representative

38 2.3 43 3.0 42 2.7 13 2.6 136 2.6

Religious represen-
tative

33 2.0 28 2.0 37 2.4 12 2.4 110 2.1

Judicial personnel 30 1.8 41 2.9 28 1.8 4 0.8 103 2.0

Candidates agent 22 1.3 44 3.1 31 2.0 3 0.6 100 1.9

NGO/CSO official 19 1.1 23 1.6 33 2.1 13 2.6 88 1.7

Cabinet Secretary 34 2.0 27 1.9 21 1.3 15 3.0 97 1.9

Lawyer 21 1.3 21 1.5 21 1.3 11 2.2 74 1.4

President 7 0.4 17 1.2 26 1.7 20 4.0 70 1.4

Police representative 7 0.4 10 0.7 30 1.9 4 0.8 51 1.0

Business represen-
tative

21 1.3 11 0.8 16 1.0 2 0.4 50 1.0

Election observer 10 0.6 4 0.3 5 0.3 5 1.0 24 0.5

Other local govt 
representative

0 0.0 10 0.7 6 0.4 3 0.6 19 0.4

Member of Parlia-
ment

0 0.0 0 0.0 15 1.0 0 0.0 15 0.3

Cultural represen-
tative

3 0.2 1 0.1 4 0.3 3 0.6 11 0.2

Diplomatic represen-
tative

1 0.1 0 0.0 9 0.6 0 0.0 10 0.2

Member of County 
Assembly

0 0.0 0 0.0 8 0.5 0 0.0 8 0.2

Speaker of Parlia-
ment

2 0.1 1 0.1 1 0.1 0 0.0 4 0.1

International NGO 
representative

1 0.1 1 0.1 0 0.0 0 0.0 2 0.0

Other 8 0.5 10 0.7 10 0.6 2 0.4 30 0.6

Total 1660 100.0 1427 100.0 1569 100.0 499 100.0 5155 100.0
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As expected, political parties, their officials and candidates of various elective posts ranked high in the types 
of sources, given the high political activity in the country. The campaign rallies, nominations events and news 
conferences had these personnel as speakers, from where reporters gathered most election news.

Type of sources election stories  in television

The most frequent sources of election news for television during the monitoring period were; presidential can-
didates at 33.7%, party officials at 16.5%, running mates at 12.7%, IEBC officials at 7.5%, and governors at 
4.7%. In May, presidential candidates had the highest frequency of being sources of election news at 26.6%, 
followed by party officials at 24.3%, and running mates at 10.9%. In June, presidential candidates were the 
most frequent sources at 30.9%, followed by party officials at 17.6%, running mates at 13.3% and IEBC officials 
at 8.9%. In July, presidential candidates were the most frequent sources at 36.6%, followed by  running mates 
at 13.4%, party officials at 13%, and IEBC officials at 8.3%. The least frequent sources for election news on 
television were; journalists, business representatives, and diplomatic representatives, who were all tied at 0.1%. 

May June July August Total
Sources Freq % Freq % Freq % Freq % Freq %

Presidential 
candidate

172 26.7 197 30.9 432 36.6 151 42.2 952 33.7

Party official 157 24.3 112 17.6 154 13.0 42 11.7 465 16.5

Running Mate 70 10.9 85 13.3 158 13.4 45 12.6 358 12.7

IEBC official 30 4.7 57 8.9 98 8.3 26 7.3 211 7.5

Governor 37 5.7 29 4.5 62 5.2 6 1.7 134 4.7

Expert 37 5.7 24 3.8 32 2.7 15 4.2 108 3.8

Member of Na-
tional Assembly

30 4.7 16 2.5 52 4.4 1 0.3 99 3.5

Cabinet Secre-
tary

22 3.4 14 2.2 15 1.3 9 2.5 60 2.1

President  4 0.6 7 1.1 27 2.3 16 4.5 54 1.9

Other local govt 
official

21 3.3 15 2.4 12 1.0 1 0.3 49 1.7

Parliamentary 
candidate

20 3.1 11 1.7 13 1.1 2 0.6 46 1.6

Religious repre-
sentative

5 0.8 15 2.4 14 1.2 10 2.8 44 1.6

Ordinary Citi-
zens/Voters 

5 0.8 10 1.6 19 1.6 9 2.5 43 1.5

Judicial person-
nel

5 0.8 20 3.1 9 0.8 0 0.0 34 1.2

Police represen-
tative

1 0.2 1 0.2 29 2.5 3 0.8 34 1.2

NGO/CSO 
official

11 1.7 3 0.5 17 1.4 1 0.3 32 1.1
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May June July August Total
Sources Freq % Freq % Freq % Freq % Freq %

Member of the 
Senate

9 1.4 10 1.6 9 0.8 0 0.0 28 1.0

Member of 
County Assem-
bly

3 0.5 6 0.9 1 0.1 1 0.3 11 0.4

Election observ-
er

2 0.3 0 0.0 6 0.5 2 0.6 10 0.4

Candidates 
agent

3 0.5 0 0.0 4 0.3 0 0.0 7 0.2

Cultural repre-
sentative

1 0.2 3 0.5 1 0.1 0 0.0 5 0.2

Business repre-
sentative 

0 0.0 2 0.3 1 0.1 1 0.3 4 0.1

Journalist/Me-
dia practitioner

0 0.0 0 0.0 4 0.3 0 0.0 4 0.1

Diplomatic rep-
resentative

0 0.0 1 0.2 0 0.0 2 0.6 3 0.1

Other 0 0.0 0 0.0 12 1.0 15 4.2 27 1.0

Total 645 100.0 638 100.0 1181 100.0 358 100.0 2822 100.0

The ‘type of source’ pattern for TV election news was comparable to that of newspapers. The most active per-
sonnel during the electioneering period, including IEBC personnel, governors, and running mates, were also the 
most cited sources for TV stories. 

Type of sources in radio election stories 

Presidential candidates were the most frequent sources of election news on radio during the monitoring period, 
at 34.2%, followed by running mates at 11.3%, party officials at 11%, and IEBC officials at 10.6%. 

May June July August Total
Sources Freq % Freq % Freq % Freq % Freq %

Presidential can-
didate

213 28.5 279 32.3 337 39.5 155 37.3 984 34.2

Running Mate 105 14.1 91 10.5 93 10.9 35 8.4 324 11.3

Party official 115 15.4 101 11.7 72 8.4 29 7.0 317 11.0

IEBC official 51 6.8 115 13.3 92 10.8 46 11.1 304 10.6

Experts 27 3.6 45 5.2 28 3.3 22 5.3 122 4.2

Governor 39 5.2 30 3.5 40 4.7 9 2.2 118 4.1

Parliamentary 
candidate

26 3.5 33 3.8 19 2.2 7 1.7 85 3.0

Ordinary Citi-
zens/Voters 

26 3.5 23 2.7 19 2.2 9 2.2 77 2.7
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May June July August Total
Sources Freq % Freq % Freq % Freq % Freq %

Religious repre-
sentative

19 2.5 17 2.0 24 2.8 17 4.1 77 2.7

Cabinet Secre-
tary

16 2.1 18 2.1 10 1.2 24 5.8 68 2.4

Member of Na-
tional Assembly

23 3.1 24 2.8 18 2.1 3 0.7 68 2.4

President  15 2.0 11 1.3 16 1.9 19 4.6 61 2.1

NGO/CSO 
official

12 1.6 13 1.5 21 2.5 4 1.0 50 1.7

Other local govt 
official

19 2.5 15 1.7 9 1.1 4 1.0 47 1.6

Police represen-
tative

3 0.4 17 2.0 15 1.8 11 2.6 46 1.6

Member of the 
Senate

11 1.5 6 0.7 5 0.6 0 0.0 22 0.8

Judicial person-
nel

6 0.8 4 0.5 9 1.1 3 0.7 22 0.8

Member of 
County Assembly

7 0.9 7 0.8 0 0.0 0 0.0 14 0.5

Journalist/Media 
practitioner

2 0.3 4 0.5 3 0.4 0 0.0 9 0.3

Cultural repre-
sentative

2 0.3 3 0.3 2 0.2 2 0.5 9 0.3

Diplomatic repre-
sentative

2 0.3 2 0.2 1 0.1 3 0.7 8 0.3

Election observer 2 0.3 1 0.1 4 0.5 1 0.2 8 0.3

Business repre-
sentative 

2 0.3 1 0.1 1 0.1 4 1.0 8 0.3

Military/security 
representative

1 0.1 0 0.0 3 0.4 0 0.0 4 0.1

Candidates 
agent

0 0.0 0 0.0 2 0.2 0 0.0 2 0.1

Other 3 0.4 4 0.5 10 1.2 9 2.2 26 0.9

Total 747 100.0 864 100.0 853 100.0 416 100.0 2880 100.0

Radio coverage of elections followed the same trend as both newspaper and TV reporting in terms of type of 
sources, with the frontline actors in the election being the most frequent sources for election stories. 
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Gender of sources election stories
This variable sought to determine the sourcing patterns of the three media 
types as far as gender is concerned. Granted, the elections attracted the high-
est number of female candidates in the history of elections in Kenya. At the 
same time, three out of the four presidential candidates had female running 
mates. It was crucial to measure the impact of this gender representation on 
the sourcing of election news in the media. The indicators for this variable 
were male and female, and the findings were broken down by individual 
media outlets and by month. 

Newspaper Television Radio
Gender Freq % Freq % Freq %

Female 706 13.7 348 12.4 371 12.9

Male 4449 86.3 2456 87.6 2503 87.1

Total 5155 100.0 2804 100.0 2874 100.0

Male sources were the most frequent sources across the media types in the monitoring period. Newspapers 
had the highest frequency of female sources at 13.7%, while radio and television each had 12.9% and 12.4% 
female sources respectively.

Gender of sources in newspaper coverage by publication

The Standard had a frequency of 14.9 female sources, Daily Nation 13.9%, The Star 12.5% and Taifa Leo 
10.7%. 

Gender Daily Nation (%) Taifa Leo (%) The Standard (%) The Star (%)

Female 13.9 10.7 14.9 12.5

Male 86.1 89.3 85.1 87.5

Male sources dominated newspaper coverage across the four dailies in the study, with the highest frequency of 
female sourcing being only 14.9%. This calls for more investigation into why coverage is still male-centered while 
the political space has opened up to more women. 

Gender of sources in newspaper stories by month

Male sources had the highest frequency across the four monitoring months, while female sources had low fre-
quencies. In August, female sources had a frequency of 16.4%, in May, 14.8%, and in June and July 12.8% 
and 12.4% respectively. 
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Gender May (%) June (%) July (%) August (%)

Female 14.8 12.8 12.4 16.4

Male 85.2 87.2 87.6 83.6

The gender of sources patterns did not change much through the months, with the frequency of sourcing stories 
from female sources remaining low throughout the monitoring period. 

Gender of sources in television coverage by station

K24 had the highest frequency of female sources at 16.4%, followed by Citizen Tv at 14.5%. KTN Home and 
Kass TV had the lowest frequencies of female sources at 9.3% and 9.1% respectively. 

Gender Citizen 
TV (%)

Inooro 
TV (%)

K24 (%) Kass TV 
(%)

KBC 
Channel 
1 (%)

KTN 
Home 
(%)

KTN 
NEWS 
(%)

NTV (%) Ramogi 
TV (%)

Female 14.5 11.6 16.4 9.1 12.3 9.3 11.8 11.3 13.0

Male 85.5 88.4 83.6 90.9 87.7 90.7 88.2 88.7 87.0

As was the case with newspaper coverage, TV coverage had consistently high frequencies of male sources, with 
the lowest being 83.6%. 

Gender of sources in television stories over the months

May and June had slightly higher frequencies of female sources at 13.4% and 13.2% respectively, while July 
and August had 11.4% and 12.6% respectively. 

Gender May (%) June (%) July (%) August (%)
Female 13.2 13.4 11.4 12.6

Male 86.8 86.6 88.6 87.4

The prevalence of male over female sources in TV election coverage persisted across the monitoring months, with 
minimal variations. 

Gender of sources in radio coverage by station

Radio stations dominantly sourced election stories from male sources, with female sources being consistently 
lower in frequency. Musyi FM had the highest frequency of female sources at 18.4%, followed by Capital FM 
at 15.2% and Ramogi FM at 14.8%. Kass FM had the lowest frequency of female sources at 3.9%, followed by 
Milele FM at 5.5% and Radio Taifa at 5.6%. 

Gender Capital 
FM (%)

Citizen 
Radio 
(%)

Inooro 
FM (%)

Kass 
FM 
(%)

Kiss 
FM 
(%)

Milele 
FM 
(%)

Musyi 
FM 
(%)

Radio 
Jambo 
(%)

Radio 
Maisha 
(%)

Radio 
Taifa 
(%)

Ramogi 
FM (%)

Female 15.2 14.1 13.7 3.9 13.8 5.5 18.4 8.2 9.7 5.6 14.8

Male 84.8 85.9 86.3 96.1 86.2 94.5 81.6 91.8 90.3 94.4 85.2
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The trend of election stories having more male sources than female sources was evident in radio coverage too, 
Kass FM having a frequency low of 3.9% female sources. Journalists need to be sensitised on gender balancing 
in news sourcing and reporting.  

Gender of sources in radio stories by month

May had the highest frequency of female sources at 15.5%, followed by June at 13.7%. July and August had 
frequencies of 10.8% and 10.9% female sources respectively. 

Gender May (%) June (%) July (%) August (%)

Female 15.5 13.7 10.8 10.9

Male 84.5 86.3 89.2 89.1

Male sources dominated radio coverage for the whole monitoring period, with the highest frequency of female 
sources being only 15.5%. 

Topics in election coverage
This variable looked at the topics most frequently covered in election report-
ing across the three media types. The indicators included; politics & power-
play, election management, ‘business, economics, finance & trade’, ‘justice, 
rights, law & order’, election violence, accountability, agriculture, education, 
health, labour & employment, election security, works & transport, land, se-
curity & defence, water & environment, among others. The findings for each 
media type are presented below. 

Topics in newspaper coverage

‘Politics and power play’ was the election - related topic with the highest newspaper coverage across the months, 
with an average of 43.5% coverage, followed by ‘election management’ at 13.3% and ‘business, economics, 
finance and trade’ at 8.3%. The topics of  ‘Justice, rights, law and order’, and ‘election violence’ respectively 
got 5.6% and 4.8% of the coverage during the monitoring period. The topics of ‘minerals’, ‘arts&culture’, and 
‘foreign&international affairs’ received negligible coverage during the monitoring period.  
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May June July August Total

Topic/issue Freq % Freq % Freq % Freq % Freq %

Politics & power play 675 54.1 504 38.3 562 39.5 176 41.8 1917 43.5

Election management 111 8.9 200 15.2 218 15.3 56 13.3 585 13.3

Business, economics, 
finance & trade

75 6.0 136 10.3 129 9.1 25 5.9 365 8.3

Justice, rights, law & 
order

67 5.4 55 4.2 92 6.5 34 8.1 248 5.6

Election violence 38 3.0 65 4.9 68 4.8 40 9.5 211 4.8

Accountability 54 4.3 52 3.9 70 4.9 21 5.0 197 4.5

Agriculture 33 2.6 44 3.3 49 3.4 11 2.6 137 3.1

Education 18 1.4 53 4.0 27 1.9 8 1.9 106 2.4

Health 20 1.6 38 2.9 29 2.0 5 1.2 92 2.1

Labour & employment 29 2.3 26 2.0 18 1.3 7 1.7 80 1.8

Election security 12 1.0 23 1.7 29 2.0 9 2.1 73 1.7

Works & transport 19 1.5 20 1.5 21 1.5 2 0.5 62 1.4

Land 31 2.5 12 0.9 16 1.1 2 0.5 61 1.4

Security & defence 8 0.6 16 1.2 18 1.3 5 1.2 47 1.1

Water & environment 10 0.8 20 1.5 11 0.8 1 0.2 42 1.0

Election observation 5 0.4 4 0.3 16 1.1 8 1.9 33 0.7

Housing 3 0.2 7 0.5 6 0.4 1 0.2 17 0.4

Election financing 7 0.6 5 0.4 3 0.2 2 0.5 17 0.4

Religion 2 0.2 5 0.4 4 0.3 4 1.0 15 0.3

ICT 1 0.1 3 0.2 5 0.4 0 0.0 9 0.2

Tourism 1 0.1 1 0.1 4 0.3 1 0.2 7 0.2

Energy 2 0.2 3 0.2 2 0.1 0 0.0 7 0.2

Weather & climate 1 0.1 4 0.3 2 0.1 0 0.0 7 0.2

Local government/ad-
ministration

2 0.2 0 0.0 5 0.4 0 0.0 7 0.2

Sports & recreation 1 0.1 2 0.2 1 0.1 0 0.0 4 0.1

Minerals 1 0.1 0 0.0 1 0.1 0 0.0 2 0.0

Arts & culture 0 0.0 0 0.0 2 0.1 0 0.0 2 0.0

Foreign & international 
affairs

0 0.0 0 0.0 0 0.0 1 0.2 1 0.0

Other 22 1.8 19 1.4 14 1.0 2 0.5 57 1.3

Total 1248 100.0 1317 100.0 1422 100.0 421 100.0 4408 100.0

Politics & power play as a topic received an unsurprising high coverage, seeing as the political field was under 
intense restructuring. Election management was also covered at a high frequency in newspapers, given the 
history of election management in the country since the 2007 general election, and the fact that every election 
since has been disputed. 
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Topics in television coverage

‘Politics and power play’ was the election - related topic with the highest television coverage across the months, 
with an average of 36.5% coverage, followed by ‘election management’ at 12.2% and ‘business, economics, 
finance and trade’ at 10.5%. The topics of  ‘Justice, rights, law and order’, and ‘election violence’ respectively 
got 7.6% and 5.8% of the coverage during the monitoring period. The topics of ‘energy’, ‘natural disasters’, 
‘tourism’, and ‘local governance/administration’ received negligible coverage during the monitoring period.  

May June July August Total

Topics Freq % Freq % Freq % Freq % Freq %

Politics & power play 327 49.3 298 35.6 347 28.9 145 40.3 1117 36.5

Election management 44 6.6 99 11.8 170 14.2 59 16.4 372 12.2

Business, economics, 
finance, & trade

69 10.4 104 12.4 120 10.0 28 7.8 321 10.5

Justice, rights, law & 
order

24 3.6 60 7.2 123 10.2 25 6.9 232 7.6

Accountability 45 6.8 47 5.6 62 5.2 24 6.7 178 5.8

Agriculture 32 4.8 29 3.5 57 4.7 5 1.4 123 4.0

Election security 6 0.9 10 1.2 69 5.7 33 9.2 118 3.9

Education 15 2.3 39 4.7 29 2.4 8 2.2 91 3.0

Health 22 3.3 15 1.8 25 2.1 3 0.8 65 2.1

Security, defence & 
counter-terrorism

5 0.8 21 2.5 30 2.5 4 1.1 60 2.0

Communities co-exis-
tence and inclusion 

15 2.3 21 2.5 14 1.2 7 1.9 57 1.9

Labour & employment 11 1.7 12 1.4 25 2.1 3 0.8 51 1.7

Election violence 5 0.8 18 2.2 22 1.8 4 1.1 49 1.6

Land 8 1.2 2 0.2 25 2.1 2 0.6 37 1.2

Religion 8 1.2 12 1.4 11 0.9 3 0.8 34 1.1

Water & environment 2 0.3 8 1.0 19 1.6 0 0.0 29 0.9

ICT 2 0.3 7 0.8 18 1.5 1 0.3 28 0.9

Works & transport 5 0.8 8 1.0 9 0.7 3 0.8 25 0.8

Election financing 6 0.9 0 0.0 4 0.3 0 0.0 10 0.3

Housing 4 0.6 2 0.2 4 0.3 0 0.0 10 0.3

Arts & culture 2 0.3 6 0.7 0 0.0 0 0.0 8 0.3

Energy 0 0.0 6 0.7 1 0.1 0 0.0 7 0.2

Foreign & international 
affairs

2 0.3 1 0.1 3 0.2 0 0.0 6 0.2

Natural disasters 0 0.0 4 0.5 1 0.1 0 0.0 5 0.2

Tourism 0 0.0 0 0.0 3 0.2 0 0.0 3 0.1

Local government/ad-
ministration

0 0.0 3 0.4 0 0.0 0 0.0 3 0.1

Other 4 0.6 4 0.5 10 0.8 3 0.8 21 0.7

Total 663 100.0 836 100.0 1201 100.0 360 100.0 3060 100.0
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Once again, ‘politics & power play’ and ‘election management’ got the highest frequency of coverage, given the 
realities of electioneering periods in Kenya, whereby politicians align and realign with parties and coalitions to 
increase their chances of winning, and also because the management of the previous elections has come under 
serious scrutiny. 

Topics in radio coverage

‘Politics and power play’ was the election - related topic with the highest radio coverage across the months, with 
an average of 38.7% coverage, followed by election management at 16.5%% and ‘accountability’ at 7.9%. 
The topics of  ‘Justice, rights, law and order’, and ‘business, economics, finance & trade’ respectively got 7.7% 
and 7.2% of the radio coverage during the monitoring period. The topics of ‘weather and climate’, ‘election ob-
servation’’foreign & international affairs’, and ‘sports and recreation’ received negligible radio coverage during 
the monitoring period.  
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May June July August Total

Topics Freq % Freq % Freq % Freq % Freq %

Politics & power 
play

458 47.9 409 36.9 365 34.9 187 33.5 1419 38.7

Election manage-
ment

113 11.8 217 19.6 158 15.1 119 21.3 607 16.5

Accountability 93 9.7 64 5.8 95 9.1 38 6.8 290 7.9

Justice, rights, law 
& order

61 6.4 75 6.8 86 8.2 60 10.7 282 7.7

Business, econom-
ics, finance, & trade

67 7.0 94 8.5 82 7.8 23 4.1 266 7.2

Election security 30 3.1 43 3.9 69 6.6 47 8.4 189 5.1

Agriculture 18 1.9 33 3.0 33 3.2 10 1.8 94 2.6

Election violence 24 2.5 26 2.3 14 1.3 19 3.4 83 2.3

Security, defence & 
counter-terrorism

9 0.9 26 2.3 29 2.8 12 2.1 76 2.1

Education 10 1.0 30 2.7 20 1.9 12 2.1 72 2.0

Labour & employ-
ment

19 2.0 16 1.4 11 1.1 4 0.7 50 1.4

Health 8 0.8 14 1.3 19 1.8 8 1.4 49 1.3

Communities 
co-existence and 
inclusion 

7 0.7 9 0.8 12 1.1 3 0.5 31 0.8

Works & transport 8 0.8 8 0.7 5 0.5 8 1.4 29 0.8

Land 12 1.3 4 0.4 10 1.0 1 0.2 27 0.7

Water & environ-
ment

1 0.1 14 1.3 8 0.8 0 0.0 23 0.6

Religion 1 0.1 3 0.3 5 0.5 6 1.1 15 0.4

ICT 1 0.1 8 0.7 3 0.3 1 0.2 13 0.4

Election financing 7 0.7 0 0.0 4 0.4 0 0.0 11 0.3

Housing 3 0.3 5 0.5 1 0.1 0 0.0 9 0.2

Natural disasters 0 0.0 3 0.3 1 0.1 1 0.2 5 0.1

Arts & culture 1 0.1 1 0.1 2 0.2 0 0.0 4 0.1

Energy 1 0.1 1 0.1 2 0.2 0 0.0 4 0.1

Weather & climate 0 0.0 1 0.1 0 0.0 0 0.0 1 0.0

Election observation 1 0.1 0 0.0 0 0.0 0 0.0 1 0.0

Foreign & interna-
tional affairs

1 0.1 0 0.0 0 0.0 0 0.0 1 0.0

Sports & recreation 0 0.0 0 0.0 1 0.1 0 0.0 1 0.0

Other 3 0.3 5 0.5 11 1.1 0 0.0 19 0.5

Total 957 100.0 1109 100.0 1046 100.0 559 100.0 3671 100.0
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This section presents the findings from the media monitoring of three digital media chan-
nels; Tuko.com, Kenyan.co.ke, and Kenyan-Post. The digital media sector in Kenya is 
dominated by digital arms of mainstream media with only a few purely digital media 
channels. Among the digital channels, a majority are purely entertainment oriented 
covering light news such as celebrity gossip, sports, and lifestyle news. Others update 
content sporadically, without any consistent intervals. The three channels selected for 
this study were found to have strong news components, as much as they have sections 
for disseminating information on other topics.  

The variables selected for the analysis of online media coverage of the 2022 elections 
were; volume of news, type of election, type of articles, volume of coverage of individ-
ual presidential candidates, tone of coverage, event vs issue-based reporting, origin of 
stories, reporting format, types of sources and topics covered. 

Volume of coverage
This variable measured the volume of election stories written by each online channel 
against the total number of election related news published by the three channels re-
viewed. Digital media channels posted few election-related stories compared to their 
mainstream counterparts. The three channels combined published a total of 76 stories 
over the three-month monitoring period. 

The volume of election related news stories was consistently low on the three online 
channels and across the monitoring months. The highest volume was recorded in July 
with a total of only 30 stories. The Kenyan-Post contributed 12 stories that accounted 
for 40%, while both Tuko and Kenyan.co.ke had  9 stories which is  30% each.  The 
months of May had a total of 22 and 14 stories respectively. In May, Kenya had the 
highest volume (9) similar to other two months followed by Tuko (8). Kenyan post stories 
rose across the months increasing from 5 in May to 12 in July. 

The low volume of election coverage is attributed to issues of capacity where the digital 
channels lack  resources to hire and retain political journalists to consistently and effec-
tively cover political topics. Their concentration on other types of news also see political 
stories taking a back seat. The slight rise in volume in July could be attributed to the 
elections drawing nearer, as the election was held on 8th August. 

ONLINE MEDIA COVERAGE 
OF THE 2022 GENERAL 
ELECTIONS
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Type of election coverage
This variable sought to determine the frequency of coverage of the elections at 
different levels. The indicators were; presidential election, parliamentary elec-
tion, and a combination of presidential + parliamentary election. The presidential 
election had the highest frequency of coverage in the three monitoring months at 
an average of 81.6%, with the highest frequency of coverage being in June at 
91.7%. The combination of presidential and parliamentary election had the sec-
ond highest frequency of coverage at an average of 10.5%, while parliamentary 
election coverage was at 7.9% average. 

May June July Total

Type of election Freq % Freq % Freq % Freq %

Presidential election 17 77.3 22 91.7 23 76.7 62 81.6

Presidential +Parliamentary 4 18.2 0 0.0 4 13.3 8 10.5

Parliamentary election 1 4.5 2 8.3 3 10.0 6 7.9

Total 22 100.0 24 100.0 30 100.0 76 100.0

The presidency was the highest office being contested in the August 9 elections and received the most attention 
across the different media. 

Type of election by website

The presidential election had the highest frequency of coverage on all three digital channels reviewed, with 
the Tuko platform leading in this category at 96%. The parliamentary elections got low coverage, although the 
Kenyan-Post platform had a higher frequency of parliamentary election coverage at 20.8% than the presidential 
+ parliamentary election, at 8.3%. 

Kenyan.co.ke Kenyan-Post Tuko

Type of election Freq % Freq % Freq %

Presidential election 21 77.8 17 70.8 24 96.0

Presidential +Parliamentary 5 18.5 2 8.3 1 4.0

Parliamentary election 1 3.7 5 20.8 0 0.0

Total 27 100.0 24 100.0 25 100.0

The Tuko platform, which had the highest frequency of presidential election coverage, had  no parliamentary 
election coverage, while the Kenyan-post platform had  20.8%  of parliamentary election coverage. This demon-
strates the differences in priorities between the different digital channels. 
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Type of online articles
Election coverage stories took different forms, and this variable sought to deter-
mine the frequency of coverage in the various writing styles. The indicators for 
this variable were; news, general commentary of opinion, profile, and Q&A inter-
views. The news style of writing had the highest frequency across the monitoring 
months at an average of 82.9%, followed by general commentary or opinion at 
11.8% average. 

May June July Total

Type of article Freq % Freq % Freq % Freq %

News 21 95.5 17 70.8 25 83.3 63 82.9

General commentary or opinion 1 4.5 4 16.7 4 13.3 9 11.8

Profile 0 0.0 2 8.3 1 3.3 3 3.9

Q&A interviews 0 0.0 1 4.2 0 0.0 1 1.3

Total 22 100.0 24 100.0 30 100.0 76 100.0

The news style of writing, and the general commentary or opinion both require less resource investment than 
profiles and Q&A interviews, both of which require journalists to either have one on one interviews with their 
subjects of conduct in depth research. This could explain the disparity in frequencies between the various writing 
styles. 

Type of online articles by website

When disaggregated by digital channel, the news style of writing still had the highest frequency across the 
three platforms, with Kenyan.co.ke having a 74.1% frequency, Kenyan-Post 79.2%, and Tuko 96%. Tuko had 
absolutely no stories in the general commentary or opinion, and profile categories, while the Kenyan-post had 
no stories in the profile and Q&A categories. Kenyan.co.ke had no stories in the Q&A category. 

Type of article Kenyan.co.ke (n=27) Kenyan-Post (n=24) Tuko (n=25)

News 74.1 79.2 96.0

General commentary or opinion 14.8 20.8 0.0

Profile 11.1 0.0 0.0

Q&A interviews 0.0 0.0 4.0

The distribution of writing styles across the three online media channels indicates that each media channel has 
different capacities, priorities, and audience types. 
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Volume of stories on presidential candidates
This variable was analysed to determine the volume of coverage for the four indi-
vidual presidential candidates for the monitoring months, and the findings were 
then broken down per news outlet. William Ruto had the  highest frequency of cov-
erage in the three months of monitoring, with an average of 65.7%, followed by 
Raila Odinga at 32.8% average, and David Mwaure at 1.5% average. George 
Wajackoyah had absolutely no coverage during this period. 

May June July Total

Candidate Freq % Freq % Freq % Freq %

William Ruto 13 68.4 15 65.2 16 64.0 44 65.7

Raila Odinga 6 31.6 8 34.8 8 32.0 22 32.8

David Waihiga Mwaure 0 0.0 0 0.0 1 4.0 1 1.5

George Wajackoyah 0 0.0 0 0.0 0 0.0 0 0.0

Total 19 100.0 23 100.0 25 100.0 67 100.0

William Ruto had higher frequencies of coverage than all the other presidential candidates, probably as a re-
sult of running for presidency in his position as a sitting deputy president and without the support of the sitting 
president. 

Volume of online stories on presidential candidates by website

William Ruto was in the lead in terms of volume of coverage on two online channels reviewed, that is Kenyan.
co.ke at 73.9%, and Tuko at 70.8%. On the Kenyan-Post, WIlliam Ruto and Raila Odinga were tied at a fre-
quency of 50% each. 

Candidate Kenyan.co.ke (n=23) Kenyan-Post (n=20) Tuko (n=24)

William Ruto 73.9 50.0 70.8

Raila Odinga 21.7 50.0 29.2

David Waihiga Mwaure 4.3 0.0 0.0

George Wajackoyah 0.0% 0.0% 0.0%

Most mainstream media outlets in this study had higher frequencies of coverage for George Wajackoyah than for 
David Mwaure. However, during the monitoring period, George Wajackoyah got no coverage on online media 
channels, while David Mwaure got some coverage, albeit at low. 
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Tone of coverage
This variable sought to determine the tone of online election stories during the 
monitoring months. The variables were negative, neutral and positive, and the 
findings were presented from a general viewpoint then disaggregated by individ-
ual presidential candidates. 

Tone Frequency Percent

Negative 12 19.0

Neutral 49 77.8

Positive 2 3.2

Total 63 100.0

The online channels reviews had high frequencies of neutral coverage at 77.8%, followed by negative coverage 
at 19%. 

Tone of online coverage of presidential candidates

Both William Ruto and Raila Odinga had high numbers of neutral coverage at 82.9% and 73.7% resectivey, 
with William Ruto ranking higher in negative coverage at 17.1%. 

Tone William Ruto (%) Raila Odinga (%) David Waihiga 
Mwaure (%)

George Wajackoyah (%)

Negative 17.1 15.8 0.0 0.0

Neutral 82.9 73.7 100.0 0.0

Positive 0.0 10.5 0.0 0.0

The high negative coverage of William Ruto was consistent with the findings from mainstream media outlets, 
whereby the negative coverage was also higher on average for the UDA presidential candidate. 

Right of reply
This variable tested the frequency with which the online channels al-
lowed for a right of reply in their coverage, when a story made claims 
or accusations concerning a presidential candidate. The findings show 
that there were no instances of allowing for a right of reply. 

Right of reply Frequency Percent

No 21 100

Yes 0 0

Total 21 100
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These findings speak directly to the human resource capacity of the journalists engaged by the online channels, 
and their ability to maintain journalistic standards. 

Interrogation of claims and promises made by 
presidential candidates
This variable sought to determine the frequency with which the online 
coverage delved into interrogating claims and promises made by 
presidential candidates during the monitoring period. 

Interrogation of claims and promises Frequency Percent

No 13 100

Yes 0 0

Total 13 100

Online articles did not interrogate claims and promises made, but rather did direct reporting from the sources. 

Event versus issue-based reporting in election coverage
This variable tested the frequency with which online election coverage was 
based on events versus based on issues. The coverage was mostly event-based 
at 96.1% of time and rarely issue-based at 3.9%. 

May June July Total

Event- vs issue-based report-
ing

Freq % Freq % Freq % Freq %

Event-based 22 100 22 91.7 29 96.7 73 96.1

Issue-based 0 0 2 8.3 1 3.3 3 3.9

Total 22 100 24 100.0 30 100.0 76 100.0

These findings are consistent with the findings from mainstream media, where event-based reporting had higher 
frequencies than issue-based election coverage. 

Event versus Issue-Based Reporting by Website

The findings were disaggregated by website. Both the Kenyan- Post and the Tuko platforms had no instances of 
issue-based election coverage, while Kenyan.co.ke had an issue-based coverage frequency of 11.1%. 
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Kenyan.co.ke Kenyan-Post Tuko

Event- vs issue-based reporting Freq % Freq % Freq %

Event-based 24 88.9 24 100.0 25 100.0

Issue-based 3 11.1 0 0.0 0 0.0

Total 27 100.0 24 100.0 25 100.0

Origin of online election stories
This variable sought to determine the origin of online election stories during 
the monitoring period. The indicators for these variable were: campaign rally/
event; party activity; story from local media/agency; newsworthy occurrence; 
document eg. report, study / research; social media; expert / specialist; In-
dependent reporting, research or investigation by the journalist/outlet; news 
conference; religious activity; government activity or governance process; and 
court or judicial process. 

The top three most frequent story origins for online election coverage were; 
campaign rally/event at 35.5%, party activity at 19.7%, and story from local 
media/agency at 9.2%.

May June July Total

Origin Freq % Freq % Freq % Freq %

Campaign rally/event 7 31.8 12 50.0 8 26.7 27 35.5

Party activity 10 45.5 2 8.3 3 10.0 15 19.7

Story from local media/agency 0 0.0 0 0.0 7 23.3 7 9.2

Newsworthy occurrence 0 0.0 2 8.3 4 13.3 6 7.9

Document e.g. report, study/research  1 4.5 2 8.3 2 6.7 5 6.6

Social media 1 4.5 2 8.3 1 3.3 4 5.3

Expert/Specialist 1 4.5 1 4.2 1 3.3 3 3.9

Independent reporting, research or 
investigation by the journalist/outlet

0 0.0 2 8.3 1 3.3 3 3.9

News conference 2 9.1 0 0.0 0 0.0 2 2.6

Religious activity 0 0.0 0 0.0 2 6.7 2 2.6

Government activity or governance 
process

0 0.0 0 0.0 1 3.3 1 1.3

Court or judicial process 0 0.0 1 4.2 0 0.0 1 1.3

Total 22 100.0 24 100.0 30 100.0 76 100.0

Campaign rally/event, party activity had high frequencies of being the origins of online election coverage given 
the high political activity in the country during the monitoring period. Online channels often base their coverage 
on the news making headlines in mainstream media channels, which explains why ‘story from local media/
agency’ was third in frequency of being an origin of online election stories. 
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Reporting format
This variable was used to analyse the format of reporting most popular with 
online media channels. The indicators were, conventional reportage, inter-
pretive/analytical reporting, and investigative reporting. The format with the 
highest frequency across the three monitoring months was conventional report-
ing at an average of 94.7%. 

May Jun Jul Total

Format Freq % Freq % Freq % Freq %

Conventional reportage 22 100 21 87.5 29 96.7 72 94.7

Interpretive/Analytical 0 0 3 12.5 1 3.3 4 5.3

Investigative 0 0 0 0.0 0 0.0 0 0.0

Total 22 100 24 100.0 30 100.0 76 100.0

Analytical format of reporting had very low frequency at only 5.3%, given the fact that it is time consuming and 
investment heavy in terms of expertise. The findings on investigative reporting were consistent with findings in 
the mainstream media, where there was also no investigative election coverage during the monitoring period. 

Reporting format in online coverage by website

The findings were then disaggregated by website, whereby both Kenyan-post and Tuko platforms had no instanc-
es of either interpretive/analytical reportage or investigative election reporting. Kenyan.co.ke had a frequency 
of interpretive/analytical reportage of 14.8%. 

Format Kenyan.co.ke (%) Kenyan-Post (%) Tuko (%)

Conventional reportage 85.2 100.0 100.0

Interpretive/Analytical 14.8 0.0 0.0

Investigative 0.0 0.0 0.0

The findings are comparable to the findings of event versus issue based reporting, where the two platforms, Tuko 
and Kenyan-Post had 100% frequencies of event-based reporting. 

Type of sources in online coverage
This variable sought to determine the positions held by the personnel used most 
frequently as sources in the online coverage of the Kenyan 2022 elections between 
May and July. The indicators included personnel titles such as; presidential candi-
date, presidential running mate, parliamentary candidate, party official, governor, 
ordinary citizen, election observer, political commentator, local government repre-
sentative, among others. The findings were that presidential candidates and their run-
ning mates were the most frequent sources of election coverage on digital channels 
at 35.5% average and 10.5% average, respectively. Officials who did not fall under 
any of the specified categories, and therefore fell under the ‘others’ category came 
in third at 11.8%, while parliamentary candidates came in fourth at an average 
frequency of 11.8%. 
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May June July Total

Sources Freq % Freq % Freq % Freq %

Presidential candidate 4 18.2 11 45.8 12 40.0 27 35.5

Presidential Running Mate 4 18.2 2 8.3 2 6.7 8 10.5

Parliamentary candidate 2 9.1 3 12.5 1 3.3 6 7.9

Party official 1 4.5 2 8.3 0 0.0 3 3.9

Other local govt official 1 4.5 2 8.3 0 0.0 3 3.9

IEBC official 0 0.0 0 0.0 2 6.7 2 2.6

Senatorial Candidate 0 0.0 0 0.0 2 6.7 2 2.6

Religious representative 0 0.0 0 0.0 2 6.7 2 2.6

Ordinary Citizens/Voters 1 4.5 0 0.0 1 3.3 2 2.6

Judicial personnel 1 4.5 0 0.0 1 3.3 2 2.6

Experts (in different fields) 0 0.0 1 4.2 1 3.3 2 2.6

Sitting President  0 0.0 0 0.0 1 3.3 1 1.3

Diplomatic representative 1 4.5 0 0.0 0 0.0 1 1.3

Governor 1 4.5 0 0.0 0 0.0 1 1.3

Police representative 1 4.5 0 0.0 0 0.0 1 1.3

Election observer 0 0.0 0 0.0 1 3.3 1 1.3

Political Commentators 1 4.5 0 0.0 0 0.0 1 1.3

Journalist/Media practitioner 0 0.0 0 0.0 1 3.3 1 1.3

Cabinet Secretary 0 0.0 0 0.0 1 3.3 1 1.3

Other (specify) 4 18.2 3 12.5 2 6.7 9 11.8

Total 22 100.0 24 100.0 30 100.0 76 100.0

Presidential candidates and their running mates were the most frequent sources of online election stories during 
the monitoring period consistent with the findings on ‘type of election’ which showed that the presidential elec-
tions had the highest volume of online election stories,

Topics/issues in the coverage
This variable was used to analyse the topics of online election coverage in 
the months preceding the general elections. The indicators included topics 
such as; politics & power play, personal attacks, election management, 
education, ‘business, economics, finance and trade’, ‘justice, rights, law & 
order’, ‘foreign & international affairs’, religion, election security, account-
ability, election violence, and ‘others’. Politics & power play had the highest 
coverage frequency at 65.8%, followed by personal attacks at 10.5%. No 
other topic had coverage frequency that was above 10%. 
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May June July Total

Topics Freq % Freq % Freq % Freq %

Politics & power play 18 81.8 16 66.7 16 53.3 50 65.8

Personal Attacks 1 4.5 4 16.7 3 10.0 8 10.5

Election management 0 0.0 1 4.2 5 16.7 6 7.9

Education 0 0.0 1 4.2 1 3.3 2 2.6

Business, economics, finance, & 
trade

1 4.5 0 0.0 1 3.3 2 2.6

Justice, rights, law & order 1 4.5 0 0.0 0 0.0 1 1.3

Foreign & international affairs 1 4.5 0 0.0 0 0.0 1 1.3

Religion 0 0.0 0 0.0 1 3.3 1 1.3

Election security 0 0.0 0 0.0 1 3.3 1 1.3

Accountability 0 0.0 0 0.0 1 3.3 1 1.3

Election violence 0 0.0 1 4.2 0 0.0 1 1.3

Other 0 0.0 1 4.2 1 3.3 2 2.6

Total 22 100.0 24 100.0 30 100.0 76 100.0

While politics and power play dominated other media, in the early months of the campaign, the months of June 
and July saw some movements towards issues like election management, education and business. There was also 
an increase in personal attacks on candidates during the period.  
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On 9th August, the election day, the four newspapers focused their reportage on voter turnout, presidential 
candidates’ voting, and voting progress. Daily Nation focused on two presidential candidates, William Ruto 
and George Wajackoyah, as well as the voting progress which according to the publication was at 30% 
by midday. The Standard focused on Raila Odinga and William Ruto as they cast their votes, as well as 
reporting on the submission of voting records from polling stations. 

The paper also reported on parliamentary elections, indicating the winners of various parliamentary seats 
as they were announced by the IEBC. The Star had coverage on presidential elections, particularly the 
Azimio la Umoja presidential candidate, Raila Odinga and Roots Party’s George Wajackoyah. The paper 
also published articles on voter turnout in the country as well as various notable polling stations. Taifa Leo 
had coverage of the polling exercise, the preparations undertaken by individuals and institutions around the 
country, and articles emphasising the importance of a peaceful polling process. 

Most TV stations in the study provided live coverage of the polling exercise from different polling stations 
around the country. The most prominent live coverage included presidential candidates’ polling stations, 
the sitting president’s polling station, and the presidential candidates casting their votes. Live coverage 
then moved to the Bomas of Kenya as the day progressed, whereby results started trickling in and being 
announced live on these TV stations. KTN News included live coverage of Kenyans living in the diaspora 
casting their votes. By the end of the election day, most of the TV stations in the study had started doing 
independent tallying of votes as uploaded on the IEBC portal. However, the tallying was uncoordinated and 
the results on different TV stations varied greatly. This led to the media regulator, the Media Council of Kenya 
releasing a press release explaining the differences in results across the media houses28. 

28 "MCK reveals why joint media tallying of election results failed - KBC." 22 Aug. 2022, https://www.kbc.co.ke/mck-reveals-why-
joint-media-tallying-of-election-results-failed/. Accessed 26 Aug. 2022.
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1. Kenyan media remains a critical player in the political and electoral processes providing critical infor-
mation to citizens and providing space for debate. From a news perspective, it is a functioning public 
sphere despite some gaps that can be improved. 

2. Kenya media across the board– newspaper, radio and TV news reporting gave substantial attention to 
election stories. The same trend is notable in mainstream  radio and television stations as well as region-
al entities. However, online media outlets that are not controlled by leading media houses had very little 
coverage in the period monitored. 

3. Newspapers, radio and TV election stories predominantly covered presidential candidates and their 
political formations—in this case the Coalitions. Among the four presidential candidates, two leading 
contenders have received 90% of the coverage. Political alignments are therefore an important dimen-
sion of media coverage.

4. The Azimio Coalition presidential contender Raila Odinga received higher coverage in the majority 
of TV stations despite the polling data showing almost equal electoral share. William Ruto, however, 
received slightly more coverage in newspapers than Raila Odinga. 

5. Different media types gave space to candidates differently. While William Ruto received more coverage 
in newspapers, Raila Odinga received more coverage on TV and radio. Also, despite receiving about 
10% less TV coverage in the story share, WilliamRuto had more negative coverage compared to other 
candidates, especially Raila Odinga.

6. While understanding the volume of stories is important in bringing out candidates prominence, the tone 
of coverage is important in providing contexts. Thus, William Ruto’s coverage in newspapers is higher 
but the negative coverage appears to have motivated newspapers to give more space including number 
of page one stories and photos, riding on the news value of conflict.

7. The 2022 Kenyan electoral coverage shows a dearth of substantive issues based stories and overreli-
ance of event based coverage across newspapers, radio, TV outlets monitored in this study.

8. Balanced  and inclusive gender coverage remains a challenge in the election coverage. It  is devoid of 
balance as it disproportionately relies on male candidates and  sources.

9. The  2022 Kenyan general election coverage across all media is  highly skewed towards conventional 
format with analytical and investigative stories lacking. As such, there is little depth largely attributed to 
lack of resources in the newsroom.

10.   Multiple sourcing remains a challenge especially in radio where 81% of the stories were single 
sourced. Television and newspaper reporting also had a single sourcing approach.

11. There was a lack of diversity of content in the 2022 elections coverage. Despite the presence of multiple 
issues that can be covered, Kenyan newspapers , radio and TV stories are predominantly about politics 
and power play informed by candidates and party officials.

12. Newspaper, radio and television reports show that there is limited interrogation of claims made by polit-
ical actors. Similarly, the majority of newspaper, radio and television stories do not give opportunity to 
actors accused in stories to respond to accusations levelled against them.

DEDUCTIONS FROM 
THE FINDINGS
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1) Given the role that elections play in democracy and governance, it is important for 
the media to continue to give election stories prominence in their coverage while 
also building alternative spaces and players online to diversify news offering.

2) Election coverage should provide in-depth coverage of different presidential candi-
dates to build a broader conversation on leadership, including providing voices to 
candidates that are not aligned to broad formations. 

3) Media players, including ownership and editorial,  should rethink their role in elec-
toral competition and how their involvement reflects on the principles of coverage 
and influence on outcomes, both real and perceived.

4) Media outlets owe readers broad coverage including substantive issues that go be-
yond events. Media should therefore work to strike a balance between the different 
types of stories.

5) Media should ensure that gender balanced  and inclusive coverage is reflected in 
their output to ensure that both female and male get fair chances to be heard and 
represented in the electoral process. 

6) Media houses and other stakeholders should support   election coverage across all 
media by providing resources that allow for different formats, including those that 
demand more resources in order to move beyond  conventional format and include 
both analytical and investigative reporting.

7) Media houses and practitioners should work to improve their sources in order to pro-
vide diverse opinions, views and realities in election coverage, more so on radio..

8) Media houses and practitioners should work to improve their framing of electoral 
stories beyond simple politics and power play by appreciating the difference be-
tween governance and leadership with other issues including economic, health, 
livelihoods, educatio, agriculture, environment, among others. 

9) Kenya media coverage needs to move beyond mere reportage by building on deep-
er interrogation of claims and facts made by politicians and other political actors. 
Similarly, the media should provide opportunities for sources to substantiate allega-
tions and claims made against them.

RECOMMENDATIONS 
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Supreme Court to resolve poll crisis 

to resume business, stem infl ation 

and save tanking currencies

Supreme 
anxiety...

William Ruto, whom the electoral agency 

declared president-elect on August 15, 

expects the apex court to uphold his 

win. His lawyers cited the possibility 

of a prolonged transition, plunging the 

country into a constitutional crisis, given 

that Uhuru is serving his temporary 

incumbency with limited powers.

Raila Odinga, the opposition leader 

who lost his fi fth presidential bid by a 

narrow margin, alleges that the election 

was stolen and asked the Supreme Court 

to either nullify the results announced 

by Wafula Chebukati,  the electoral 

commission chair, and order a repeat 

election or declare him the winner.

| P.4-5

Kenya’s Chief Justice 

Martha Koome 

Irine Minja, an 

enumerator, 

takes the 

details of 

Amiri Mgaya, 

a resident of  

Kilimani in 

Moshi Munici-

pality. Picture: 

Florah Temba
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