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ABSTRACT
This study aimed at analysingsocial media as a tool for political branding among select

politicians in Kenya. The study implemented a descriptive survey using a quantitative
research method approach and targeted social media managers of the members of
Parliament's. The study objectives were toanalyse the social media strategies adopted by
social media managers and their influence on political brand awareness for Members of
Parliament in Kenya. The study population comprised of 580 social media managersfor
members of Parliament who use social media for political branding, and samples of 290 were
studied. Thematic analysis was performed to identify different theémes in the responses
provided in study survey questionnaire. The key findings ©f the study ‘are that the most
commonly used social media for political branding was, Facebeok, followed by Twitter.
Instagram and TikTokwere not effective for political branding and marketing.For effective
social media campaigns, the social media manager needs to read the online conversations,
engage with social media influencers, respond to queries or comments, ask user-generated
content, and create opportunities forusers to engage with the followers. The most essential
social media technologicalafactors when using Facebook for political branding and image
creation such as graphics and, visuals, targeted content, regular updates, and engaging with
followers. Theastudy tecommends that politicians in Kenya explore the various social
networks @vailablesto enhance their branding and visibility. Facebook and Twitter can be

used for politi€al branding purposes to foster better branding of politicians.
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CHAPTER ONE

1.0 Introduction
This chapter outlines the foundation of the research, including its purpose and objectives. It details
the research questions that guide the investigation and explains why the study is necessary. The
scope of the research is also defined, along with the assumptions behind the study's methodology.
Limitations and delimitations are also addressed to clarify the boundaries and constraints of the
research. Additionally, this chapter provides definitions of key terms used throughout the study,
ensuring clarity and consistency in understanding. This comprehensive approach sets the stage for
the research and maps out its intended direction and impact. Thus, it establishes a clear pathway for
the subsequent analysis and findings.
1.1 Background of.the,Study

Politicians have extensively used social ‘mediayin their campaignsto access their support
base quickly. They have turned to communication professionals to help them manage their social
media pagesbecause they have realizéd,that social media can enhance their campaign strategy and
improve the democratic space. (Bright et al., 2020). Members of the public visit social media to
view what their candidates andycompetitors have posted. Social media use in political branding has
been on the rise since 2000 when Barack Obama aggressively used it to help him win elections in
the USA. Baraek Obama's campaign in 2008 was made more elaborate due to the strategic use of
social media (Merk, 2020). Therefore, social media became crucial for politicians during
campaigns because using them to engage voters impacted political behaviours and attitudes.

In Indonesia, a study was done on two politicians,JokowiandAhok, who vied for the
position of Governor and emerged as winners in the Jakarta Governor Election of 2012. These
leaders incorporated social media in their political communication strategy during the campaigns,
which resulted in the conclusion that social media plays a key role in the success of the political

communication strategy (Sabarudin, 2021). They used Twitter for their political branding and
1
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overall political communications. Their political communication is maximized on the blog

hyperlinks that identify the political party, individuals, and activist groups.

Various politicians are using social media in their branding and marketing efforts
worldwide, including in Kenya, due to its ability to reach many people. In the past decade, many
Kenyan politicians have used social media platforms to increase their visibility, reach, and
influence among the electorates. Social media has become essential for political campaigns,
allowing politicians to communicate directly with their constituents and sbuild a strong online
presence. This approach has enabled politicians to relate with their constituents and promote their
campaigns, policies, and ideologies. Ndavula and Mueni (2014) neted in their article that politicians
in Kenya have adapted to new ways of reaching their¢target audiences through new media
platforms.

The emergence of social media in politicalymarketing and branding among politicians in
Kenya has provided a unique opportunity to engage with the voters and build support for their
campaigns (Mukhongo,2020). In addition, social media has enabled politicians to be more
responsive to their constituents and provide them with greater access to information about their
policies and ideologies. Socialymedia has also allowed politicians to reach out to potential voters
cost-effectively. For example, politicians can use social media platforms to send messages
regarding thein, campaigns, policies, and ideologies without paying for expensive traditional
advertising campaigns (Rodrigues, 2020).

Social media use in political marketing and branding has become increasingly popular in
Kenya due to the widespread availability of internet access and mobile devices. According to a
study by the International Telecommunications Union (ITU), internet access in Kenya has grown
from 0.8% of the population in 2004 to 24.2% in 2017(Ndavula&Mberia, 2012). This growth has
enabled politicians to reach a broader range of voters, particularly those in rural areas who may not

have access to traditional media outlets. Moreover, the high rate of mobile device usage in Kenya
2



St. Paul’s University Repository
has enabled politicians to engage with their constituents in real-time and reach out to potential

voters through targeted advertisements.

In order to understand how social media is used in political marketing and branding among
Kenyan politicians, the study employed a quantitative approach. Questionnaires will be
administered to Kenyan Members of Parliament and their social media managers to gain insight
into their use of social media for political marketing and branding. Additionally, the studyused
content analysis to analyse the content of social media posts and assess the effectiveness of political
marketing and branding strategies. Furthermore, the study utilized sutvey ‘data todetermine the
impact of social media on voter engagement and support for brand awareness, brand loyalty, and
brand image.

Social media types have unique features thatiappeal to various audiences, too. The
audiences use the features to share links, creaté networks; videos, and photos, and share ideas.
Organizations have woken up to the reality that'social media is powerful and, as such, have devised
advertising and marketing plans to enable them to reach various audiences. Politicians have found
social media an effective and praetical space to share their agenda and manifestos through direct
interactions with potential voters. Secial media use in political communication in Kenya has existed
since 2002, when some ‘political parties had an online presence. In 2007, more political parties
engaged withetheir followers online. In the last election, the use of social media as a political
branding and mazketing tool was more prominent, confirming a new trend in political marketing
and branding (Abboud et al., 2024).

Social media has significantly transformed the political landscape. It has allowed politicians
to reach out to voters and establish associations with them. At the global level, the former United
States President, Barack Obama, was the first presidential candidate to use the medium, which was
still embryonic during his 2008 bid. The unique perspective it gave to his political campaign,

propelling him to the presidency, marked a new dawn for social media in political campaigns.
3
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Social media has been used as a branding and marketing tool globally, including in Brazil, the

United Kingdom, India, and South Africa (Bright et al., 2019). However, the use of social media in
the global space has only flourished in countries with democracy. Democracy has permitted the
people of these countries to use social media without restrictions and government interference. In
Ghana, for instance, mass media is critical to political success, and with the introduction of social
media, politicians have come out to engage with the electorates (Dankwah&Mensah, 2021)

Social media use in political space is curtailed at the regional level, whichiis Eastern Africa
and Africa as a whole. Increased access to a smartphone has transformed the region, permitting
people to communicate and participate in politics. Whereas governmentsyand activists alike have
turned to social media as a new approach for political mobilization,ymarketing, and branding,
countries in the regions have increasingly sought to clamp,down on this novel technology (Fatema,
Yanbin, &Fugui, 2022). For this reason, politiciansy.especially those in opposition, have found it
challenging to use social media for marketing and branding their campaigns.

At the local level, in Kenya, there'was a lower voter turnout in the 2022 general elections. In
Kenya, using social media as a marketing and branding tool was first apparent in 2008. The
momentum for use peaked in'2017yand 2022 when social media was more than a marketing and
branding tool. According to Alegu et al. (2020),politicians use social media platforms, primarily
Facebook andsFwitter, tocampaign and market themselves on their agenda and manifesto, but they
also use them to spread propaganda.

On the positive side, social media, capitalising on its ability to act as a branding and
marketing tool, has worked as a levelling ground in the political field. This goal is achieved by
enhancing the information flow between voters and candidates in an affordable manner. Traditional
media, in contrast, are expensive; besides, the feedback is limited and favours the elite candidates
with some financial muscle. Social media was also used to target young voters, a population section

associated with Kenya's highest political apathy rates (Al-Quran, 2022). In contrast, social media
4
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has been misused in the political arena regarding misinformation by exploiting the trust deficit and

acting as alternative sites for deliberations. According to Di Domenico et al. (2021), this has
positioned them as effective platforms for political misinformation and the spread of fake news,
which has led to crises.

1.2 Statement of the Problem

Social media has become an intricate part of modern life. In the realm of political
marketing, it involves a seamless integration of social media platforms, such as Twitter and
Facebook, into the strategic endeavours of politicians. These sites are primarily used as channelsfor
politicians to connect with potential voters and cultivate a robust political brand. This occurrence
aligns with the global trend of social media becoming a key tool for political engagement (Ahmad
&Popa, 2014). Nevertheless, in Kenya, there still exists a significant disparity in the adoption of
social media for political marketing in comparison to the global standards (Abid, Harrigan, & Roy,
2020; Hamid et al., 2022; Hadziahmetovic, Pintol, &Budnjo, 2021). Generally, there has been a
significant surge in the use of social media in the country, and there has also been a shift towards
relationship marketing, but Kenya's political landscape continues to rely mainly on traditional
communication channels.This continued reliance on the old methods has prevented the harnessing
of the full potential of social media platforms in establishingmeaningful relationships (Abid,
Harrigan, & Roy, 2020). Thus, politicians are deprived of a strategic approach to engagement at a
global scale and thus miss the opportunity to establish more authentic connections with the
electorate, reducing the chances of their political success.

This study identifies and addresses existing gaps by exploring how Kenyan politicians,
specifically those running for Member of Parliament seats, use social media platforms for political
branding. It investigates the extent to which these platforms are utilized for branding, analyzes the
types of messages conveyed, and evaluates the effectiveness of these efforts in the context of

political branding. The study aims to provide in-depth insights to fill the current gap in the literature
5
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on the relational aspects of political branding and marketing in Kenya. Ultimately, the goal is to

inform and potentially transform political marketing practices, encouraging a more skilled and

modern approach that aligns with the evolving role of social media in politics.

1.3 Purpose of the Study
The study's key purpose is to examine the role of social media as a tool for political

branding among select politicians in Kenya and to identify effective strategies for leveraging social
media to promote a political brand. The study also explored how politicians utilize social media to
communicate their message to the public and the impactof their effortsson political branding.

1.4 Research Objectives
Main Objective: To investigate how social media is used for political branding among Kenyan
politicians
Specific Objectives:

1. To analyze the impact of social media strategies implemented by social media managers on
the brand awareness of Members of Parliament in Kenya.

2. To examine the specific technological features and interactivity factors that influence the
use of Facebook for branding and image creation of Members of Parliament in Kenya in
their political campaigns.

3. To explore the key determinants shaping the social media content posted by Members of
Parliament“in Kenya to teach brand loyalty among their target audience through social
media platforms.

1.5 Research Questions
1. How do social media strategies social media managers adoptto influence the political

branding of Members of Parliament in Kenya?
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2. In what specific ways do technological features and interactivity on social media impact the

utilization of Facebook for the branding strategies employed by Members of Parliament in
Kenya during their political campaigns?
3. What are the key determinants of social media content posted by members of parliament in
Kenya that engage their target audience through social media platforms?
1.6 Justification of the Study

Politicians' increased use of social media in Kenya has made it necessary to eXplore the potential of
these platforms for political marketing and branding. According to reports, Kenya was home
to 13.05 million social media users in January 2024, equating to 23:5 percent of the total
population(DataReportal, 2024).According to Kamau (2017),social media platforms offer Kenyan
politicians a unique opportunity to reach a large and diverse audience. Politicians can interact
directly with their constituents, share their views andypolicies, and respond to their questions and
concerns in an engaging and timely manner. Additionally, politicians can use these platforms to
generate political awareness by sharingirelevant news and updates, engaging in debates and
dialogues, and participating in online pells:Social media platforms also allow politicians to manage
their public image effectively. Lalancette and Raynauld (2019) argue that politicians can use social
media to create a positive brand image by highlighting their achievements, promoting their
campaigns, andsengaging with their supporters. They can also use social media to combat negative

publicity and address controversies by promptly clarifying and responding to criticism (Heavey et

al.,2020).

In addition, social media use for political marketing and branding can potentially increase
civic engagement. Members of Parliament can utilize social media to educate the masses about their
policies and agendas, drive voter turnout, and motivate citizens to participate in the political

process. According to Kreiss et al. (2020),politicians can use social media to fashion a sense of
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community and encourage dialogue and debate. Finally, social media can be used to increase the

transparency and accountability of Kenyan politicians. Politicians can use social media to share
information about their finances, public statements, and meetings with constituents. This increased
transparency encourages politicians to remain answerable to their voters. It can help to reduce the
impact of special interests and corruption in Kenyan politics (United Nations Office on Drugs and
Crime, n.d.).

Overall, social media provides Kenyan politicians with a powerful pélitical marketing and
branding tool. Social media allows politicians to reach, engage, andyinteract with a large and
diverse audience and to create a positive brand image. Fusthermore; it can increase civic
engagement, transparency, and accountability in Kenyan ¢olitics. Forsthese reasons, a research
topic on social media use for political branding amengiKenyan politiciansis justified (Bosch et
al.,2020).

1.7 Significance of the Study

Social media platforms have become a powerful instrument for political branding among
politicians in Kenya. In recent years, politicians in Kenya have embraced social media to reach a
wider audience and communicate their messages to the public (Kamau, 2017).Social media is a
platform for political promotion, debates, and conversation among politicians and their followers in
Kenya. Political, branding on social media uses public relations, marketing, and communication
strategies to create’'a unique identity for a political party or candidate. Through social media,
politicians in Kenya can engage with the public and reach out to potential voters.

The implication of this study lies in understanding the role of social media in political
branding among politicians in Kenya. It will provide an in-depth analysis of how politicians in
Kenya use social media to promote their political campaigns and create a unique identity. This

study will help identify the most effective strategiesforbuilding successful political branding for
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politicians in Kenya. Moreover, it will provide insights into the impact of political branding and the

public's perception of politicians in Kenya.

The study assesses the efficacy of social media as a tool for political branding among politicians in
Kenya. It will examine the extent to which politicians in Kenya use social media to reach out to the
public and engage in meaningful conversations with their followers. It will also explore the
influence of social media on the public's perception of politicians in Kenya.

Furthermore, the study analyses the challenges associated with using social media for
political branding among politicians in Kenya. It will identify thelpotential risks and legal
implications of using social media for political campaigns. Additionally, the study will provide
recommendations on using social media more effectively for political branding in Kenya.It is also
hoped that the study findings will provide valuable ansights\into using social media for political
marketing and branding among Kenyan politiciansy [t wilbalso provide important information to
guide the development of effective strategies tonincrease visibility, reach, and influence among the
electorates. Ultimately, the study will ‘€entribute to understandingthe contribution of social media to
political branding and its potential to shape.the outcomes of elections in Kenya.

1.8 Scope of the Study

The study explores communication platforms on social media by analyzing the Facebook
pages of specific Kenyan Members of Parliament. It examines how these politicians utilize digital
spaces to enhance visibility and connect with the electorates. The research primarily targets
accounts managed by social media specialists endowed with branding strategies for their clients.
This approach provides insights into the evolving practices of political communication in virtual
settings. As the principal legislative entity, the Kenyan Parliament plays a pivotal role in
representing the populace's interests. It comprises 290 elected members, 47 women representatives
from each county, and 12 nominated individuals to voice the concerns of marginalized groups, such

as persons with disabilities, workers, and youth, alongside the Speaker of the National Assembly.
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Given its central legislative function, the Parliament engages extensively in political

communication across various media platforms to maintain its public image and outreach. The
increasing reliance on social media underlines its significance in the broader political marketing and
branding strategy, reflecting a shift towards more direct and interactive forms of engaging with
voters.
1.9 Limitations and Delimitations of the Study

This study was limited in its scope and focus. It focused only on Kefiyan politicians using
social media for political branding and affected Kenyan politics. Furtherimore, the study was limited
to the current political landscape in Kenya. It did not consider anyspoténtial changes in the political
landscape or any effects of political branding that may arise in the future. This study was also
limited to a quantitative methods approach. It used only quantitative methods, such as surveys, to
measure the effects of political branding on Kenyan,polities. The study was limited in its sample
size. The focus of the study was on Kenyan politicians,”but due to the limited resources available,
the sample size was limited to a few managers,ofthe politicians' social media pages.This limitation
affected the study results, as the sample size was not large enough to represent the entire population
of Kenyan politicians.This study. was delimited in several ways. First, it focused only on politicians
in Kenya who use social media for political branding. It did not consider any other form of political
branding, suchpas traditional media or offline methods. Secondly, it focused on the effects of
political branding on Kenyan politics. Thirdly, itdid not consider any other effects that may arise
from political brandings, such as economic or social effects.

1.10 Assumptions of the Study

The assumptions of this study are as follows: The first assumption was that social media can
be an effective tool for political branding among politicians in Kenya. This assumption was based
on the idea that social media provides a platform for these legislators to reach out to probable voters

and engage with them more directly than traditional media channels. Social media platforms also
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allow politicians to present their message in a more personal and tailored way than most

conventional forms of communication, which are expected to be more effective in connecting with
the public. The second assumption is that Politicians in Kenya use social media for political
branding. This postulation is based on the observation that politicians in Kenya have embraced
social media for political purposes. By engaging in a dialogue with potential voters, politicians can
create a more personal connection with them, which can be an effective tool for political branding.

1.11Definition of Terms

¢ Social media: social media are interactive technologies that facilitate the ereation and
sharingideas, interests, and other content among virtual,communities and networks. This
definition emphasizes the role of these platforms in‘political branding by allowing
politicians to connect and communicate with'theitifollowers (Sweet et al., 2020).

e Political Branding: This concept invelvesusing marketing techniques to build and
maintain the public image of politicians and their parties. It strategically uses various
communication tools to shape public‘perception and establish a distinct identity
(Medveschi&Frunza; 2018).

e Social Media Branding: Using digital strategies to enhance brand recognition and engage
with target audiences through social media platforms. The emphasis is on leveraging these
platforms toybuild a brand's presence and connect with users (Appel et al., 2020).

e Social Media Strategies: These are well-planned approaches detailing what content will be
shared on social media to influence the image of politicians and their parties. Effective
strategies involve timing, type of content, and engagement tactics to shape public perception

(Quesenberry, 2020).
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e Brand Awareness: In the context of political branding, this term refers to the extent to

which the public recognizes and remembers a politician or political party based on their
social media presence and communication strategies (Mallipeddi et al., 2021).

e Brand Loyalty: This is the commitment of voters to a politician or party, often built on past
experiences and the perceived credibility of the political brand. It involves the long-term

retention of voter support and trust (Lou &Xie, 2021).

1.12 Chapter Summary
This chapter has looked at various pieces of literature that éxamine,the background of the
study. It also presents the statement of the problem to make what the study will be addressing clear.
Further, the chapter looks at the research questions and research objectives. The other important
areas the chapter has looked at include the purpose of the study, the justification of the study, the
significance of the study,and the scope and lumitatien of the study. This chapter has set the stage for

the research study.

CHAPTER TWO: LITERATURE REVIEW
2.0 Introduction
This chapter critically analyses previous studies on social media use as a tool for political
branding among politicians in Kenya. The analysis will focus on the literature per the study
objectives, the theoretical framework, the conceptual framework, research gaps, and a literature
summary. The use of social media as a tool for political branding among politicians in Kenya has
been increasing in recent years. The literature review explores the various ways politicians use

social media to market and brand their campaigns.

12



St. Paul’s University Repository
2.1 Theoretical Framework

The study will be guided by the technological acceptance theory complemented by the user
and gratificationtheory.

2.1.1 User and Gratifications Theory

Blumler and Katz coined the uses/r and gratifications theoryin the early 1940s. The theory
highlightswhy certain people select and use a particular media type. It further explains that their
needs influence their choice of media and the satisfaction they will get by usifig the specific media.
This theory looks at how audiences actively select the media that they use for.¢ommunication-based
on the gratifications that they derive from them. According to Hussain and Shabir (2020),the theory
proposes that people choose to use certain communicationdmedia basedron the gratifications they
derive from them. Their needs lead them towards‘selecting and using certain media to
communicate. This theory holds that the communieator, selects the media and what it can do for
them; thus, they are active in choosing the media of ecommunication and its effects on them. People
have various needs, and the nature of these needs drives a person to select a particular type of media
that they can use to engage and help themymeet their needs. According toZhang etal.(2023), people
use the media to get away psychologically from the real world andrelieve themselves from any
issues they may face, while others use media for entertainment, business purposes, information
purposes, and several other purposes.

This theory mainly focuses on how people select media content. It does not focus on the
effect of media on their minds. The user and gratification theory suggests that individuals have
certain motivations and needs that drive them to use media. This theory has been used to explain
media use in many different contexts, including political communication. According to Rathnayake
and Winter (2021),in the context of political branding, user and gratification theory suggests that

users may engage in social media use for different purposes, such as to gain knowledge about
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political candidates and issues, to engage in dialogue and discussion about these topics, and to

express their political opinions.

The user and gratification theory can be applied to this study in several ways. First, it can
help explain why individuals engage with political content on social media. For example, the theory
suggests that individuals may be using social media to gain knowledge about their country's
politics, engage in dialogue and discussion, and express their political opinions. Second, the theory
can help explain how political candidates and parties use social media for political branding. For
example, the theory suggests that political parties may use social media to reach out to voters,
promote their policies, and establish their online presence (Bright et al., 2020).

Finally, the theory can help explain how different types of users engage with political
content on social media. For example, the theory suggests that supporters may engage more
frequently than opponents or undecided users (Stuckelberger, 2021). In conclusion, the user and
gratification theory can be applied to a study on social media use for political branding in Kenya.
This theory can help to explain why individuals are engaging with political content on social media,
how political candidates and parties are using social media for political branding, and how different
types of users are engaging with political content on social media.

Therefore, social media is used by the Members of Parliament for political branding and
marketing because it helps them meet their needs. Politicians use social media because they derive
gratification from its benefits in political branding and marketing. They mustinform the electorates
about them, their political party, and their strategies, and publicise their candidature. According to
Kofi Frimpong et al. (2022), this helps them provide information to influence voting patterns and
create awareness about a particular political interest.

This study will focus on how social media is used for political branding in Kenya. Specifically, the
study will examine how political candidates and parties use social media for various purposes, such

as to reach their voters, promote their policies, and establish their online presence. The study will
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also examine how different types of users engage with political content on social media, such as

supporters, opponents, and the undecided.

2.1.2 Technology Acceptance Model

The Technology Acceptance Model (TAM), developed by Fred Davis in 1989, provides a
framework for understanding how users accept and use technology. The model posits that two
primary factors—perceived usefulness (PU) and perceived ease of use (PEOU)-#influence an
individual's decision to use a new technology. Perceived usefulness is the degree to which a person
believes that using a technology will enhance their job performance, while perceived ease of use

refers to how effortless the technology is to use (Farahwahida et'al., 202 1;:Gruzd et al., 2018).

In the context of social media, TAM has been adapted to study how individuals, including
political figures, adopt and utilize these platforms. The unique features of social media, such as
accessibility through personal devices and the eapacity for targeted communication, contribute to its
perceived usefulness and ease of use. This framework helps explain how Members of Parliament in
Kenya might perceive and use social media for political branding and marketing, focusing on
enhancing their public image and engaging with constituents (Chintalapati&Daruri, 2017;

MohdYusof et al., 2021).

Recent research highlights the importance of additional factors, such as social influence and
perceived social benefits, in adopting social media. These factors are crucial in understanding
technology acceptance's broader social and cognitive dimensions, particularly in digital

communication (Farahwahida et al., 2021; Gruzd et al., 2018).
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2.2. Empirical Review

2.2.1 The Use of Social Media as a Tool for Political Branding.

In the age of digital communication, social media has become a key part of the political

landscape. From presidential candidates to local politicians, political figures of all levels utilise
social media to reach out to their constituents, engage in conversations, and build their political
brands (Fernandez, 2019). According to Farhanet al. (2020) political branding is the practice of
creating and maintaining an identity for a political figure in order to build publi¢ trust and support.
It is a strategic process that involves the use of marketing and «€€ommunication techniques
(Klapper& Smith, 2020). Through branding, politicians can create, a'hartative that resonates with
their constituents and sets them apart from their opponents. Branding is an important tool for
politicians because it allows them to differentiate themselves from their opponents and create an
identity that voters can relate to.
Social media has become an essential tool for pelitical branding. Political figures are leveraging on
the power of social media to reach out,to their constituents, engage in conversations, and create a
narrative that resonates with theirtarget audience (Singha, 2024). Social media allows politicians to
be more accessible to their constituents and create a connection with them. Through social media,
politicians are able to keep their constituents informed on their policies, share their beliefs, and
create a narrative thatiresonates with their target audience (Hameleers et al., 2022).

Social media)can also help politicians build their brands by allowing them to engage in
conversations with their constituents and gain a better understanding of their beliefs and values.
This allows politicians to tailor their message to their audience and create a narrative that resonates
with them. Additionally, social media allows politicians to showcase their values and beliefs in a
way that is relatable and engaging (Cifuentes, 2020).Politicians have extensively used social media
in their campaigns to access their support base instantly. Politicians have turned to communication

professionals to help them manage their social media pages. This is because they have realized that
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social media can enhance their campaign strategy and improve the democratic space (Barros &

Michaud, 2020). Members of the public visit social media in order to view what their candidates
and competitors have posted. Social media use in political branding has been on the rise since the
early 2000s when Barack Obama aggressively used it as a strategy to help him win elections in the
USA. Barack Obama's campaign in 2008 was made more elaborate due to the strategic use of social
media.

In Indonesia, a study was done on two politicians,Jokowiand Ahok, who vied for Governor
and deputy and emerged as winners in the Jakarta Governor Electiontof 2012. This was mainly
because they incorporated social media in their political communication)strategy during the
campaigns,concluding that social media plays a key «ole ,n thewsuccess of the political
communication strategy (Sabarudin, 2021). They mostlysused Twitter for their political branding
and overall political communications. Their politieal eommunication is maximized on the blog
hyperlinks that identify the political party, individuals;’and activist groups (Papakyriakopoulos et
al.,2020).Political branding among politicians in Kenya is a phenomenon that has existed for a long
time.According to Chukwu and Chiadika (2024),political marketing and branding is the process of
utilizing marketing tactics toyinfluence the public's opinion of a political candidate or party.
Branding is the deyelopment of'a recognizable image or identity associated with a product, service,
or organizationsIn Kenya, political marketing and branding have an impact on shaping the political
landscape.

According to Ndavula and Mueni (2014), political marketing and branding in Kenya is a
complex process involving various tactics and strategies. For instance, social media utilization for
branding in the Kenya 2013 elections was a major aspect. All the Presidential candidates had
foregrounded themselves using Facebook and Twitter accounts using their photos. These strategies
were mainly to help the politicians advertise themselves and do online marketing using the theme

colours of their political parties (Ndavula&Mueni, 2014). In this study, the researcher shifts focus
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to Members of Parliament in the form of their usage of social media for political branding and

marketing and the contribution social media creates towards political branding and marketing.
Politicians need to identify their target audience and develop a message that resonates with them.
Political marketing and branding areways for politicians to differentiate themselves from their
opponents and to build trust with the electorate. In Kenya, political marketing and branding are
used to create an image that is attractive to the public and to build relationships between them and
the politician or party.

One of the main tactics used in political marketing and brandifig in Kenya'is advertising.
Politicians use advertisements on their social media pages to persuadewoters to vote for them
(Petitpas, 2024)). Advertisements are used to promote a political candidate or party's platform,
policies, and achievements. According to Petitpas (2024 )these tools are used to create a positive
image of the candidate or party and to draw_atténtion to,their message and can be placed on
billboards, newspapers, television, and radio."In Kenya, political advertising is regulated by the
Kenya Broadcasting Corporation, which sets) guidelines for the content of the advertisements.
Kalonda (2023), in researchconduetediin the Philippines, looked at how marketing and politics are
intertwined and the utilization of soeial media and mainstream media in the political landscape. The
study mainly undertook reviews of secondary sources so as to comprehend the importance of social
media in political markéting based on the available literature. This study, however, looks at the
topic from a different perspective by conducting empirical field research and interacting with
politicians and their social media managers to gain first-hand insights on the use of social media in
Kenya's political branding and marketing.

Another important tactic in Kenya's political marketing and branding is the use of social
media. According to Boulianne and Larsson (2023), social media platforms like Twitter and
Facebook are used to engage with the public and to spread a political message. Social media is also

used to promote a political candidate or party's message and to build relationships with potential
18



St. Paul’s University Repository
voters. Political candidates and parties can use social media to create a positive image of them and

to reach a larger audience. Musicians were used by the presidential hopefuls to endorse them. Their
videos containing the endorsement messages were posted on Facebook, as well as the different
rallies across the counties.

In addition to advertising and social media, political marketing and branding in Kenya also
involvesusing traditional mass media such as radio and television. Political parties and candidates
often purchase air time on radio and television to promote their message<and to reach a wider
audience. Ndavula and Mberia(2012) in their study, argue that politicaliparties and candidates can
also purchase advertisementsslots in newspapers and magazines tostreach a larger audience.

Political marketing and branding in Kenya also involve events, sich as rallies and campaign
stops. Candidates and parties leverage these events to, engage with the public, communicate their
messages, and cultivate relationships with potentialiwoters (Langat, 2020). Political events serve as
platforms to demonstrate a candidate's or party's,dedication to the public and highlight their efforts
in promoting their agenda. In recent ‘years, social media has become an essential tool in political
campaigns in Kenya, allowing for, breader and more immediate outreach to the electorate. This
digital engagement helps to amplify campaign messages, increase visibility, and foster a more
direct connection with voters.It'has been noted in previous research that the social media marketing
strategy was used on a shiert-term basis (Wood, 220)).

Political marketing and branding in Kenya is an important and complex process that
requires thoughtful planning and execution. According to Bischof and Senninger (2018), politicians
must understand the needs and interests of the public and must create a message that resonates with
them. Political marketing and branding are ways for politicians to build trust with the public and to
differentiate themselves from their opponents. In Kenya, political marketing and branding are an

important part of the political landscape and are essential for politicians to be successful (Si, 2022).

19



St. Paul’s University Repository
2.2.2 The Extent to Which Kenyan Politicians Use Social Media for Political Marketing and

Branding Purposes.

In recent years, research in the area of political marketing and branding has made
tremendous advancements globally(Dahiya& Vohra,2022; De Asis, (2022). Their research,
however, looks at the use of social media inthe recent elections and the upsurge of political
marketing. In the Philippines, for instance, much of the research hasnot yet comprehensively
considered the issue of political marketing using social media (Si, 2019). The presence of social
media in Kenya has had a profound effect on the country's political dandscape. Politicians have
turned to social media platforms as a powerful tool for marketing ‘and»branding purposes. The
utilization of social media for political marketing and branding gives eandidates the opportunity to
communicate widely and create a more personal connection with'the voter. According to Abboudet
al. (2024) with the prevalence of smartphones, ‘thehapplication of social media for political
marketing and branding purposes has become mereasingly widespread in Kenya.

In addition to using social média for political marketing and branding, Kenyan politicians
have also used it to launch campaignsiand, push for reforms (Abboudet al., 2024).Through the use
of social media, politicians can, [aunch campaigns and inform the public about their policies and
ideas. Social media also allows politicians to mobilize support for various initiatives. According to
Bene(2021) they have used social media to influence public opinion and shape public discourse on
various topics, ranging from politics to health to education.

Kenyan politicians have embraced social media in political marketing and branding, but it
has also raised questions about its efficacy and reliability. According tolosifidis and Nicoli
(2020),social media can be used to spread misinformation and propaganda, and there are concerns
that the use of social media to influence public opinion could have negative implications on
democracy and transparency.Despite these concerns, the use of social media for political marketing

and branding has become a key part of the Kenyan political landscape. Social media has allowed
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Kenyan politicians to reach a wider audience, build a positive image, and create a more engaged

base of supporters (Mukhongo, 2020). The use of social media has also allowed politicians to
mobilize support for their initiatives. The use of social media for political marketing and branding
has given Kenyan politicians an important edge in the electoral process.
2.2.3 Popular Social Media Platforms Used byKenyan Politicians for Marketing and
Branding Their Political Campaigns

Social media is essential for Kenyan politicians' marketing and branding. It is a powerful
tool for connecting with the public, engaging with potential voter§y, ‘andybuilding a positive
reputation. In the past few years, Kenyan politicians' use of socialhmedia has been on the increase,
with various popular social media platforms being used to,further»their campaigns (Bosch,
2020).Twitter is one of the most used social media platferms by Kenyan politicians. Twitter is a
platform where users can share short messages, knowmnyas “tweets" with other users. It is an easy
way for Kenyan politicians to spread their message quickly and widely. Politicians also use Twitter
to promote their policies and to engage directly with their followers. With its large user base and
ability to reach a wide audience, Twitter, is an invaluable tool for Kenyan politicians and their
campaigns.Facebook is another widely used social media platform by Kenyan politicians. It is the
largest social media platform i the world and has more than 2.7 billion monthly active users.
Kenyan politieians use Facebook to build their brands, promote policies and messages, and engage
with followers. According to Mukhongo (2020) they also use it to post photos, videos, and other
content, as well as to host live events and debates.With its focus on visual content, it is an ideal
platform for politicians to share photos and videos, which help build a positive image and create a
strong online presence. Lalancette and Raynauld (2019) politicians can also use Instagram stories to
give their followers an inside look into their lives and campaigns.Kenyan politicians arealso
increasingly using YouTube. This platform is great for creating videos and live-streaming events,

which can be used to engage with potential voters and build a positive reputation. YouTube allows
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politicians to share their messages, reach a wide audience, and interact directly with their

followers.LinkedIn is another important social media platform for Kenyan politicians. It is a
professional network where politicians can create profiles and share their professional experiences,
skills, and achievements. It is also a great platform for networking and engaging with other
politicians and influencers (Farkas&Bene, 2021)

These are just a few of the popular social media platforms used by Kenyan politicians for
marketing and branding their political campaigns. By utilizing these platforms, Kenyan politicians
can reach a wide audience, engage with potential voters, and build a positive image. Social media is
a powerful tool that can help Kenyan politicians to further theirgeampaigns and reach their goals
(De Maio& Dionne, 2021).

2.2.4 Strategies Adopted by Kenyan Politicians to Engage Their Target Audience Through
Social Media Platforms

There is no doubt that Kenyan politicians' use of social media platforms has significantly
impacted how they engage their target audience. With platforms such as Twitter, Instagram,
Facebook, and YouTube, Kenyan politicians are able to reach a wide range of people in an effective
and cost-efficient manner. In the study by Ndavula&Mueni (2014), the authors mainly focused on
the impact and effectiveness of new media in Kenyan elections and the link between technological
developmentsqin, the eountry and increased online political marketing. However, in this study, the
researcher will foeus on the particular social media messages posted on the Members of
Parliament's pages to evaluate the effectiveness of political branding and marketing efforts. The
most common social media platform used by Kenyan politicians is Twitter. Twitter allows Kenyan
politicians to instantly share news, updates, and opinions with their followers. They can also use the
platform to respond to criticism or refute statements made by their opponents or critics. Kenyan
politicians also use Twitter to communicate directly with their target audience and interact with as

many people as possible.
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According to Bosch et al. (2020), another popular social media platform used by Kenyan

politicians is Facebook. Facebook allows Kenyan politicians to create pages and groups to engage
their target audience. With these pages and groups, Kenyan politicians are able to share updates,
links, and videos related to their campaigns. They can also use the platform to post surveys and
polls to get feedback from their target audience. Additionally, Kenyan politicians can use Facebook
to host events and encourage their followers to participate and share their views on various
topics.Instagramis also popular among Kenyan politicians (Ogola, 2021). With, Instagram, they can
share photos and videos related to their campaigns and activities. These{politicians can also use the
platform to showcase their personalities and keep their followersiupdated on their activities.
According to Mukhongo (2020)Kenyan politicians can usednstagram tordirectly engage with their
target audience by responding to comments, liking posts, and even hosting live question and answer
sessions. Finally, YouTube is a great platform for Kenyan peliticians to reach their target audience.
YouTube allows Kenyan politicians to create, and upload videos related to their campaigns,
activities, and opinions. They can also-use the platform to respond to criticism and refute statements
made by their opponents or crities. Youlube also allows Kenyan politicians to create channels
where they can share videos jand updates and interactively engage with their target
audience(Langat, 2020).

Kenyamypoliticians, are able to reach crowds of people and engage them in an effective and
cost-efficient manner using the social media platforms. They use these tools to share news, updates,
and opinions with their followers torespond to criticism, refute statements made by their opponents
or critics, and host events. Additionally, Kenyan politicians can use these platforms to create pages
and groups to engage their target audience, post surveys and polls for feedback, and showcase their
personalities. Through these strategies, Kenyan politicians can effectively engage their target

audience and promote their campaigns interactively and engagingly (Mukhongo, 2020).
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Social media managers are responsible for helping Members of Parliament (MP) achieve

their goals by utilizing social media strategies. This includes creating engaging content, building
relationships with influencers, and managing their social media accounts. Social media managers
also help MPsbuild their online presence by optimizing their accounts for Search Engine
Optimization (SEO) and increasing their visibility through social media advertising(Das,2021).
2.2.5 The Social Media Strategies Adopted by Social Media Managers and their Influence on
Brand Awareness of Members of Parliament inKenya.

The strategies adopted by social media managers to increase the brand awareness of MPs
globally include creating engaging content, building relationships Wwithy influencers, optimizing
accounts for Search Engine Optimization (SEO), and running targeted soeial media campaigns.
Creating Engaging Content

Content creation is a major part of any sociahmedia strategy. Content can be used to engage
with constituents, build relationships, and inerease ‘@Member of Parliament's (MP) visibility.
Content can include blog posts, videos,and images. It should be relevant to the MP's campaign and
should be tailored to the audiences Soeialamedia managers can use content to educate constituents
about the MP's platform, showease their achievements, and promote their message.

Building Relationships with Influencers

Influenecer markeéting is a powerful tool for increasing an MP's reach and visibility.
Influencers are people with large social media following who can help spread anpoliticians'message
and increase their brand awareness (Shmalenko et al., 2021). Social media managers can leverage
on influencers to create content and share it with their followers, which can increase the MP's brand
awareness and reach.

Optimizing Accounts for SEO
According toNyagadza (2022) Search Engine Optimization (SEO) is a vital part of any

social media strategy. It helps to optimize a social media account for search engines, which
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increases visibility and reach. Social media managers can use SEO to increase an MP's visibility by

optimizing their accounts for keywords, ensuring that their content is shareable, and increasing their

followers (Nyagadza, 2022).

Running Targeted Social Media Campaigns

Social media campaigns are excellent strategy for MPs to increase their reach and brand
awareness. According to Gross and Von Wangenheim (2022), social media ¢ampaigns can include
targeted advertisements, sponsored content, and influencer campaigns.<«Socialimedia managers can
use these campaigns to reach a wider audience and increase an MP's, visibility.

The influence of these strategies on the success of an MP's.campaign depends on how well
they are implemented. If the strategies are implemented correctly, they can have a
momentousinfluence on the achievement of an MP'sy,campaign. According to a study by Stier et al.
(2020)politicians who use social media stratégically ‘are more likely to be successful in their
campaigns. The study found that MPs, who used social media strategically to engage with their
constituents, to build relationships;and,gain visibility were more likely to be re-elected.

2.2.6 The Impact of Social Media on Political Marketing and Branding Among Kenyan
Politicians.

Socialimedia hasthad a tremendous impact on the way political marketing and branding are
conducted among, Kenyan politicians. It has revolutionized the way politicians communicate with
the public, build their brand, and reach out to potential voters. Social media has enabled politicians
to reach a much wider audience than ever before and engage with them in unprecedented ways.
According to Mukhongo (2020) social media has also enabled Kenyan politicians to reach out to a
much larger fan base. This is because the platforms allow them to instantly connect with hundreds
of thousands of people, no matter their geographical location. It also allows them to post updates

and share information with their followers in a timely manner. Additionally, these platforms
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provide politicians with the opportunity to share a variety of content, such as videos, pictures, and

articles. This allows them to create an engaging profile that resonates with the public (Davis
&Taras, 2022)

Social media has also revolutionized the way politicians conduct their campaigns(Kalonda,
2023). For example, politicians can use social media to create interactive campaigns that allow
them to target specific demographics. This is especially important in a country like Kenya, where
politics are often divided along ethnic and regional lines. Social media givesépoliticians avenues to
reach out to potential voters who may not have been accessible throughytraditional media.In
addition to its impact on political marketing and branding, socialsmedia has also had a significant
impact on the way political debates and conversations are€onducted i Kenya. Social media has
allowed citizens to engage in political conversations in realtime, which has led to an increase in the
level of political engagement among Kenyans.. This,has enabled politicians to get their messages
out to a much wider audience and to have more meaningful conversations with potential voters
(Matthes, 2022).
Furthermore, social media has enabled:Kenyan politicians to track and monitor public opinion. This
has allowed them to gain insights‘into what the public is thinking and feeling about specific issues
and to tailor their messaging accordingly. This is especially important in a country like Kenya,
where publicsepinion d4s, often divided along ethnic and regional lines (Kim & Horowitz,
2022).Finally, soeial media has made it easier for politicians to reach out to potential donors and
supporters. By using crowdfunding platforms, politicians can raise money to fund their campaigns.
This has enabled them to reach out to a much wider range of donors and supporters, who can then
help promote their campaigns and spread their messages (Dehdashti et al., 2022).

Overall, social media has had a tremendous impact on the way political marketing and
branding are conducted among Kenyan politicians. It has revolutionized the way politicians

communicate with the public, build their brand, and reach out to potential voters. It has also enabled
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them to create interactive campaigns,track public opinion and reach out to potential donors and

supporters. The impact of social media on political marketing and branding among Kenyan
politicians is undeniable and it is likely to continue to shape the way politics are conducted in the
country for years to come (Kofi Frimpong et al., 2022).

2.2.7 The Social Media Technological and Interactivity Factors that Influence the Use of
Facebook for Branding and Image Creation of Members of Parliament in Kenya in their
Political Campaigns

Social Media Technological Factors

Social media technological factors, such as the design of the platformy, the accessibility of
the platform, and the availability of tools and analytics, all contfibute to the use of Facebook for
branding and image creation by MPs in their political campaignsy(Goncalves et al., 2019). Platform
design refers to the structure and layout of the platfotm, as well'as the ease of navigation and the
availability of features, such as multimediacontent,, live streaming, and advanced analytics
(Goncalves et al., 2019). Accessibility refers to'the ability of the platform to be accessed by users
with different devices and from different locations, as well as the availability of language options
(Alshayban et al., 2020). Tools and analytics refer to the ability to track user engagement, create
targeted campaigns, and track the performance of campaigns.
Social Media Interactivity Factors

Socialfmedia interactivity factors, such as user engagement, user-generated content, and the
ability to personalize messages, are also important factors in the use of Facebook for branding and
image creation by MPs in their political campaigns (Goncalves et al., 2019). User engagement
refers to the ability to interact with users in realtime, as well as to build relationships and respond to
feedback. User-generated content refers to the ability to create content that is tailored to the specific

needs and interests of the target audience (Rajamma et al.,2020). Personalization refers to the
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ability to customize messages and content to create a more personalized experience for the user

(Chandra et al.,2022).

Global Use of Facebook for Branding and Image Creation

The use of Facebook for branding and image creation by MPs in their political campaigns is
a global phenomenon. In the United States, for example, Facebook is the most used social media
platform among political campaigns (Stieret al.,2020). In the United Kingdom,; MPs use Facebook
to pull the audience to their campaigns and amplify their messages" (Rossini et al., 2023). In India,
MPs use Facebook to "promote their party's ideologies and to engagewith, citizens"(Darmoe et al.,
2024). In Australia, MPs use platform such as Facebook touild relationships with constituents as
well as communicate campaign messages and to interact,with the public (Browning &Sweetser,
2020). The use of Facebook for branding and imagesereation by MPs in their political campaigns is
a global phenomenon influenced by a variety of'social media technological and interactivity factors.
Platform design, accessibility, and théavailability of tools and analytics are all important factors in
the use of Facebook for brandihg andsimage creation by MPs in their political campaigns.
Additionally, user engagement, user-generated content and personalization are also important
factors. According to Stier et al. (2020), Facebook has allowed MPs to reach a larger and more
diverse audienee, 1interactiwith constituents, and tailor their messages to their target demographic.
2.2.8 The Determinants of Social Media Content Posted by Members of Parliament in Kenya
to Inculcate Brand Loyalty Among Their Target Audience.

Brand loyalty is a customer's commitment to purchase a particular brand's products and
services over time despite other competitive brands (Bhattacharjee and Bose, 2019). A business
needs to build brand loyalty among its customers in order to ensure long-term success. This is
because brand loyalty leads to higher customer retention and repeat purchases (Arslan, 2020).

Similarly, MPs must strive to build brand loyalty among their target audience in order to remain in
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power.There are numerous determinants of social media content posted by MPs that inculcate brand

loyalty among their target audience. These determinants include the type of content posted, the
language used, the frequency of posting, and the timing of posts (Bhattacharjee&Bose, 2019).
Type of Content

The type of content posted by MPs on social media platforms is important in determining
brand loyalty among their target audience. Research has shown that posts that are informative,
entertaining, and interesting are more likely to be shared and liked (Chen et ali2018). Additionally,
posts that are related to a particular issue or campaign and are emotionally framed,are more likely
to impact the target audience (Marquart et al., 2022).
Language

The language used by MPs in their social media pests 1s‘also important in determining the
loyalty of their target audience. Research has shown,that the use of simple language increases the
likelihood of posts being shared and liked (Chen“et al:, 2018). Additionally, the use of positive
language has been found to be moré effective in engaging the target audience (McShane et al.,
2021).
Frequency

The frequency of posts by MPs on social media platforms is also important in determining
brand loyaltyamong their target audience. Research has shown that posting too frequently can be
counter-productiye, as it may lead to desensitization of the followers to the content (Chen et al.,
2018). On the other hand, posting too infrequently can make followersto forget about the posts
(Luria &Foulds, 2021). Thus, MPS must strike a balance between the two to ensure maximum
engagement.
Timing

The timing of posts by MPs is also important in determining the loyalty of their target

audience. Research has shown that posts done during peak hours are more likely to be seen by the
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target audience (Chen et al., 2018). Additionally, posts done at specific times of the day, such as the

lunch break or in the evening, are more likely to be noticed by the target audience (Fahnrich et al.,
2020). Therefore, MPS must post at the right time to ensure maximum engagement.
Determinants of Social Media Content Posted by MPs in Kenya

Research has identified a number of factors that influence the content posted by Kenyan
MPs on social media platforms. These factors include the political context in which the MPs are
operating, the nature of the content they are posting, the platforms theydare wusing, the target
audience they are trying to reach and the strategies they are using to<engage, with their audience
(Farkas&Bene, 2021).
Political Context

The political context in which MPs are operatingiis an important factor in determining the
content they post on social media platforms. For‘example; a research in Germany showed that that
MPs are more likely to post content that is m,line, with the political ideology of their party or
constituency (Schiirmann&Stier, 2023), This means that posts about topics such as the economy,
health, education and security are:more likely to be posted by MPs in Kenya than posts about other
topics.
Nature of Content

The nature of thefeontent posted by MPs in Kenya is also an important factor in determining
the content they post on social media platforms. Research has shown that MPs are likely to post
positive content, such as news stories, updates about their activities, and messages of support for
their constituents (Olaniran& Williams,2020). They are less likely to post negative content, such as

criticisms of their political opponents or controversial opinions.

Platforms Used
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The platforms used by MPs in Kenya to post content are another important determinant.

Research has shown that MPs in Kenya are most likely to use Twitter, Facebook, and YouTube to
post content. This is because these platforms are the most widely used and have the highest
potential of reaching a large audience (Abboud et al., 2024).
Strategies Used

The strategies used by MPs in Kenya to engage with their target audience on social media
platforms are also an important factor in determining the content they postéiResearch has shown
that MPs are more likely to post content that is engaging, informative, add interactive. They are also
more likely to use strategies such as hashtags, polls, and contests_to,engage.their audience and build
relationships with them (Ajaegbu&Ajaegbu, 2024).
Effectiveness of Content in Building Brand Loyalty

Research has shown that the content postedby Kenyan MPs on social media platforms can
be effective in building brand loyalty among their target' audience. This is because the content they
post is often in line with the political, ideology of their party or constituency and is also often
targeted towards their constituents.»Furthermore, the content they post is often engaging,
informative, and interactive, whichshelps to create a positive perception of the MPs and their

political party among their targetaudience (Magin et al.,2024).

2.3. Conceptual Framework

Social Media Use
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Figure 2.11: Conceptual Framework

The social media strategi€s,refer to. the aspects of social media to measure the influence they
have on political branding. yTheystudy will focus on the frequency of using social media for
political branding purposes, the base of followers on the Members of Parliament's social media
pages, and the _frequency, of posting the content on Facebook. The technological factors will focus
on the conversations posted on Facebook for political branding, level of engagement with the
influencers, response to questions, and user-generated content posted on the Facebook account. The
factors will also involve the use of graphics, targeted content, and quality content as a means of
creating messages for political branding. Regarding the determinants of social media content, the
focus will be on the social media manager's selection of content to be posted on Facebook and how
that content shapes the political brand of the Member of Parliament. However, the researcher also

recognized the mediating factors, which are the mechanisms through which the independent
32



St. Paul’s University Repository
variable is able to influence the dependent variable. In this case, the researcher considered aspects

such as the targeted audience demographics, social media algorithms, and digital literacy of the
audience. The demographics of the target audience, such as age, education level, political
affiliation, and geographic location, can mediate how social media use influences political
branding. Different groups may respond differently to the same social media strategies. It also
noted that the algorithms that govern visibility and promotion on social media platforms can
facilitate the relationship between social media use and political brandingheffectiveness. These
algorithms can affect which content is viewed and by whom, impacting(the reach and effectiveness
of political messaging. Finally, the digital literacy of the audienceseanalsorbe a mediating factor, as
it influences how messages are interpreted and engaged. Audiences with higher digital literacy
might be more critical of political messages and engageidifferently than those with lower digital
literacy.
2.4. Summary of Literature Review

The chapter examines theliterature on, the use of social media for political branding in
Kenya. The purpose of the studyis toranalyse how political organizations in Kenya can use social
media to build and solidify. their brands. The literature review on social media use for political
branding in Kenya focuses on the use of social media to communicate messages, build
relationships,ereate engagement, and influence public opinion. The literature review looks at social
media platforms such as Twitter, Facebook, and YouTube. The literature review also looks at the
role of social media in Kenya's political branding. It looks at how political organizations can use
social media to create a positive public image, build relationships, and influence public opinion. It
examines how political campaigns can use social media to reach out to potential voters, engage
with them, and influence their votes. In conclusion, this literature review provides a comprehensive

overview of the use of social media for political branding in Kenya. It examines the role of social
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media in communicating messages, building relationships, creating engagement, and influencing

public opinion for political branding in Kenya.
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CHAPTER THREE: RESEARCH METHODOLOGY

3.0 Introduction

This chapter presents the methods that were used in meeting the objectives of this study. It
addresses the description of the study area, the population, the scope of the study, the sample and
sampling design, data collection tools, data collection procedures, validity and reliability, data
analysis, and ethical issues in the study. The research design adopted both qualitative and
quantitative approaches for data collection and analysis.

3.1 Research Design

The study utilized a descriptive survey design, a method commonly.employed to describe
and interpret phenomena in a specific context (Cohen, Manion& Motrison, 2017). The research
aimed to explore the use of social media as a tool for pelitiecal branding among Kenyan politicians.
The study targeted social media managers who werésurveyed using questionnaires to gather
insights relevant to the research objectives. Thisidesign was chosen to allow for detailed
examination of a sample from the population, with the intent of generalizing the findings to a
broader audience.

The selection of respondentsywas crucial to ensuring that the sample accurately represented
the larger population. By focusing on social media managers, the study aimed to gain a
comprehensivemunderstanding of how these platforms are utilized for political branding purposes.
The survey method was particularly effective for this study as it facilitated the collection of data
from a defined group, enabling the researchers to explain how social media serves as a tool for

political branding among politicians in Kenya.

3.2 Description of the Study Area
This research focused on the virtual space created by social media, mainly on the Facebook

pages of the Members of Parliament selected in the study. New media of communication involve

new platforms of communication through social mediaand are mainly undertaken by use of
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computer technology. In virtual space, communications occur in real-time, the virtual spaces of

interest in the study will be the Facebook accounts owned by the selected Kenyan Members of
Parliament.
Parliament is the highest legislative body in the country, representing the collective will of the
people. The Kenya National Assembly is charged with representing the people of Kenya in matters
of legislation and governance. This role has seen the institution become heavily reliant on all media
of communication for political marketing and branding. Effective use of soeial media for political
branding and marketing is relevant in research today.
3.3 Population of the Study

The population included the social media managers who are responsible for the Members of
Parliament’s social mediaaccounts, as the gatekeepersy, To reach the study respondents, the
researcher used networks already established in thésNational Assembly,through a member of staff
in the Parliament in Kenya. The Parliament is‘made of'290 members who are elected, and as such,
the study will focus on the social mediamanagers attached to each Member of Parliament. The total
projected population size is, therefore, 290, respondents.

3.4 Sample and Sampling Techniques

3.4.1 Sample Size

The study will employ probability sampling techniques to select the sample. Probability
sampling ensures,that all participants are fairly selected as part of the sample, and will be used to
select the social media managers in the study to fill in the questionnaires. This will make the sample
representative, giving all respondents an equal chance to be included in the study sample. In
systematic sampling, the sample should be at least 30% of a small population in order to be

representative and give each subject an equal chance of being selected (Ballance, 2024)).
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i >< 290 =87

100

Table 3.1: Showing the sample of the study

Section Population Sample

Social media managers of the MP's Facebook pages 290 87

Constructed by the researcher (2023).
3.4.2 Sampling Techniques

The study employed both systematic and purposive sampling methods:Systematic sampling
involved using a list of all 290 elected Members of Parliament to select 87 individuals, whose social
media managers were then asked to complete the questionnaires. This approach ensured that the
sample was representative and relevant to the study's,foeus en social media use in political
branding. For this method, the researcher started at the beginning of the list arranged in an
Alphabetical order and then selected stibjects at regular intervals of every nth member of the
population. This technique is a probability,sampling method, and every member has an equal

chance of being included in'the,sample: To attain the value of n

N= 290 =33

87

N=3 (Every third'member of the list will be selected to be in the sample)

3.5 Instruments for Data Collection
The study used quantitative techniques to obtain primary data from the respondents. To
collect the quantitative data, the social media managers filled in the questionnaires administered to

them. The questionnaire addressed the key variables that the study was concerned with as per the
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study objectives.The data collected focused on several key areas. Firstly, it analyzed the social

media strategies adopted by social media managers and their influence on the brand awareness of
Members of Parliament (MPs) in Kenya. Secondly, the study examined the technological and
interactivity factors of social media, particularly Facebook, that influence its use for branding and
image creation in political campaigns. Lastly, it explored the determinants of the social media
content posted by MPs in Kenya, aimed at fostering brand loyalty among their target audience on
these platforms. Cohen, Manion, and Morrison (2018)state that questiehmaires have several
advantages in data collection.They are an inexpensive way to gather informatien, especially if they
are sent via email, andthey can be used to collect lots of informatien ftom'a lasge population within
a short period. Also,they are flexible because the researcher can inelude open-ended or closed-
ended questions, and they can still be sent to a selectiaudience or target a wider audience for
scalability by sharing via email or social media.channels. Th addition, it is easy to analyse the data
usinga software and to visualize the analysis throughgraphics (Chen et al., 2020).
3.6 Reliability and Validity of Research Tools

3.6.1 Reliability

A reliable questionnaire,is-one that provides consistent results when administered multiple
times and to multiple people. Reliability testing is an important component of questionnaire design.
Testing for reliability, helps to ensure that the questionnaire is valid and can be used to draw
meaningful conclusions (Aithal&Aithal, 2020). This was done by calculating Cronbach's alpha
coefficient, which is a measure of how closely related the items in the questionnaire are to each
other. A higher coefficient indicates that the items are more closely related and that the
questionnaire is more reliable. The researcher also used the test for test-retest to measure reliability.
This was done by administering the questionnaire to the pilot group at two different points in time.
The results of the two tests were then compared to see if there was any significant difference

between them,and if no major differences were notedthen the questionnaire would be considered
38



St. Paul’s University Repository
reliable. Once the results have been gathered, they would be analysed to determine the reliability of

the questionnaire. This was done by looking at the internal consistency and test-retest reliability
scores, whereboth scores are high, then the questionnaire was considered reliable (Kennedy, 2022).
An instrument is said to be reliable if it measures what it is supposed to measure (Mokkink et al.,
2020). The pilot study enabled the researcher to correct questions that were unclear and also to add
sections that may not have been captured in the sections of the questionnaire.
3.6.2 Validity

According to Duckett (2021) validity is defined as the ability, to ‘measure the different
research variables and how they interact and influence each othersThe validity of an instrument is
acceptable if it produces consistent data (Mellinger& Hanson,2020).:The researcher sought the
critical advice of study supervisors and experts from the‘Communication Studies Department at St.
Paul’s University on the validity of the interview guide, the questionnaire. This included how the
questions had been formatted, typed, and if they were capturingthe information on the research
problem. This process enhancedthe cortection of the questionnaire and made it more effective in the
research process.

3:7 Methods of Data Analysis

Quantitative data'was analysed using the SPSS software and presented in tables and charts
for discussionmbased, oy the study themes as set out in the objectives. After data from the
respondents was ,collected, the analysis process began. First,it was edited in order to make any
corrections on identified errors. Questionnaires that were poorly filled were not factored in the final
tally. The responses were coded to facilitate their use and compatibility with the computer program
(statistical package for Social Sciences (SPSS). The independent variable responses were entered in
one column and the dependent variable in the other. Data analysis was done using the computer
program SPSS version 12. Frequencies and percentages of the responses were used to analyse the

obtained information, which was then summarized and presented using tables and figures.
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The data analysis process commenced withorganizing and categorizing the data to identify the

patterns and important observations from the data. From the findings, the researcher sought for
patterns in the responses given. Categorization helped the researcher make comparisons and
contrasts between patterns, deeply reflect on certain patterns and complex data threads, and make
sense out of them (Eakin& Gladstone, 2020).
3.8 Ethical Considerations

The researcher sought a clearance letter from the university indieating that they had
successfully presented and passed the proposal presentation. The research propesal was subjected to
ethical review at St. Paul’s University ISERC for clearance, after which ‘a)letter was issued to
facilitate the researcher's permit from the National Council for, Seience and Technology. During
data collection, the researcher sought written consentsfrom the respondents before involving them
in the study,that required them to fill in a_comsent, form before participating in the study.
Confidentiality and anonymity were maintained because the findings collected from the social
media managers were not attributed ito their, names. The respondents were informed that the
collected data from the questionmaires would only be used for the study and not for any other

purpose; only those involyed imythestudy would have full access to the data if needed.
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CHAPTER FOUR: DATA ANALYSIS AND INTERPRETATION

4.1 Introduction

This chapter will address the findings and analysis of the data collected on social media as a
tool for political branding among select politicians in Kenya. The data collected and analysed will
provide the findings of the research objectives. The research objectives for the study were:

1. To analyze the impact of social media strategies implemented by social media managers on
the brand awareness of Members of Parliament in Kenya.

2. To examine the specific technological features and interactivity factors that influence the
use of Facebook for branding and image creation of Membets of Parliament in Kenya in
their political campaigns.

3. To explore the key determinants shaping the social media content posted by Members of
Parliament in Kenya to teach brand loyalty, among their target audience through social
media platforms.

The chapter will address the)response rate, demographic details of the respondents,
quantitative findings, and discussions drawn from the research data analysed. The information will
be presented in the form of tables, figures, charts, and notes.

Data analysis is the process of exploring statistical and computational techniques in raw
data, examining, cleaning, transforming, and organizingit ina meaningful conclusion summary,
including informed decision-making. In contrast,data interpretation assigns meaning to the results
drawn from the analysed data by explaining research questions and objectives to enhance valuable
insight generation for knowledge advancement. It typically contains a detailed statistical response
rate, analysis of biographical and organizational information, as well as analysis of variables with

respect to the data information collected from the respondents.
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4.2 Response Rate

The response rate refers to the percentage of questionnaires filled and returned over the total
number of questionnaires distributed. In total, 50 questionnaires were distributed to the respondents,
40 were filled and returned (80%), whereas 10 were not returned (20%). According to Baruch and
Holton (2008), “the level of response rate (RR) is an important factor in assessing the value of
research findings.Therefore, 80% is a valid response rate and will be the basis for data analysis in
this research report.”

The data is presented in Table 4.1

Table 4:1: Response rate

Details Frequency Percentage
Questionnaires filled and returned 40 80%
Questionnaires not returned 10 20%
Total S0 100%

Source: Research Data (2023)

The response at 80%juwas considered high and sufficient as it provides reliable, valid, and
meaningful data. The outcome was a result of the tactics employed by the researcher which that led
to the positive rate tesulted from the small sample size, and yielded a high response appropriate for
the study. The response was non-bias as the questions were closed-ended, and a follow-up
mitigation factor was conducted, leading to the high response rate and research validity.

4.3 Analysis of Demographical Information
4.3.1 Gender Response

The researcher sought to know the gender of the respondent. The National Assembly is an

equal-gender employer that absorbs male and female employees and customers. The results are

presented in Table 4.2
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Figure 4.1: Gender response
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Source: Author (2023)

4.3.2 Age of Respondents

The researcher sought to know t%
enhances generation differences indata seg tion and analysis, which helps in gaining valuable

insights into the respondents’ nume nds, behaviours, characteristics, and preferences. The

results are presented 1

Table 4:2:Age of Respondents

Age group (years) Frequency Percentage (%)
Less than 30 9 22.5
30-40 years 11 27.5
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40-50 years 12 30
Above 50 years 8 20
Total 40 100%

Source: Author (2023)
4.3.3 Work Experience

The researcher sought to know the number of years the respondent has managed the social
media pages of the Member of Parliament. This is essential in assessingValuable, reliable, and valid
information on social media usage at work, given the years of experience. The work experience of a
social media manager is invaluable in understanding how)social media can be used to brand
politicians and their campaigns in Kenya. Se¢ial media managers are also responsible for

identifying trends and opportunities and developingjessential content strategies for engaging

audiences. The results are presented initable 4:4.

Figure 4.2: Years worked as social media manager of Member of National assembly
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From the findings, it is reported that 5% of the social media managers had worked for less
than one year, 15% for two years, 35% for five years, and 45%for more than five years. The work
experience of a social media manager is invaluable in understanding how social media can be used
to brand politicians and their campaigns in Kenya: Social media managers are responsible for
identifying trends and opportunities and developing.content strategies that are essential for
engaging audiences.

4.4 Analysis of the Social Media Strategies Adopted by Social Media Managers and their
Influence‘on Brand, Awareness of Members of Parliament in Kenya
4.4.1 Social Media Used
The researcher sought to know the social media platforms used to manage the respondents'

MP’s political branding. The results are presented in Figure 4.3 below.

Figure 4.3: Social Media Used
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The findings indicate that Facebook was the u t 95%, followed by Twitter at

85%, then TikTokat 10%, and Instagram %\ms section was important because
t

o help assess the reach of the candidate’s

understanding the type of social media used 1

message. By understanding which so‘ ia platforms are being used, the researcher can get a

better understanding of whic s have the greatest impact and which need to be targeted

more in order to reach the er of voters for the politician.

4.4.2 Frequency of use media platforms

The research a*ed the respondent to indicate how often social media sites are used for

political brandin e results are presented in table 4.6.

Table 4:3: How often social media is used

| SOCIAL NETWORK | All the | Frequently | Sometimes | Rarely | Never | Total
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TYPE time
F (%) F (%)
F (%) F (%) F (%) F (%)
Facebook 24(60%) 14 (35%) | 0(0%) 0(0%) | 2(5%) 40(100%)
Instagram 0(0%) 00(0%) 1(2.5%) 00(0%) | 39(97.5%) | 40(100%)
Twitter 7(17.5%) | 17(42.5%) | 10 (25%) | 0(0%) | 6(15%) 40(100%)
Tiktok 0(0%) 0(0%) 1(2.5%) 1(2.5%) | 38(95%) | 40(100%)

Source: Author (2023)

Instagram is the least used social media platform, asf97.5% ofthe respondents have never

used it for political branding purposes. In comparisons Facebook<is the most popular for political

branding, with 60% of the respondents using it allythestime. This can be attributed to the fact that

Instagram has limited reach making it difficultiforpoliticians to target specific constituencies with

their message, as users from larger urban atéas and low numbers of rural populations dominate the

platform. Facebook and Twitter; however, have users across all ages and locations, which means

that politicians targeting an older audience may not find Instagram to be as effective as Facebook

and Twitter.

4.4.3 Base of Eollowers of Members of Parliament Social Media Pages

The researcher sought to know the number of followers the Member of Parliament has on

different platforms. The results are presented in Figure 4.4

Figure 4:4: Number of social media followers
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Table 4:4: Size of Members of Parliament Base of Followers

Social Media | 0-10000 | 10,000- 20,000~ | 30,000- | 40,000- | Above | Total
Platform 20,000 30,000, | 40,000 50,000 | 50,000

F (%) F (%) F (%) F (%) F (%) |F(%) |F (%)

Facebook 3(7.5%) | 14B5%)n | 10(25%) | 5(12.5%) | 3(7.5%) | 3 38(95%)
(7.5%)
Instagram 1(2:5%) [.0(0%) 0(%) 000%) | 0(0%) | 0(0%) | 1(2.5%)
Twitter 18(45%) | 11(27.5%) | 2(5%) | 1(2.5%) | 1(2.5%) | 1(2.5%) | 34(90%)
Tiktok 2(5%) | 0(0%) 0(0%) | 0(0%) | 0(0%) |0(0%) | 2(5%)

Source: Author (2023)
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Facebook has the largest base of followers, followed by Twitter. Instagram and Tiktok

registered the lowest number of social media followers. This could be because the two platforms
have limited reach, which makes it difficult for politicians to target specific constituencies with
their message, as users from larger urban areas dominate the platform. Instagram and TikTok are
not the most effective or cost-effective way to reach a wide audience. Politicians in Kenya may be
better off targeting other platforms, such as Facebook and Twitter, to reach a broader audience and
increase their influence in the political sphere.

4.4.4 Frequency of Use of Different Forms of Messages

The researcher sought to know the forms of messages usedson Facebook accounts.

Figure 4:5: Forms of Messages Used on Facebook Account
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4.4.5 Social Media Strategies

The researcher also sought to investigate the impact of social media strategies used on the political
branding of select politicians in Kenya. The respondents had a number of statements from strongly

agree to strongly disagree on a Likert scale of 5-1. The data is presented in the table 4.5 below:
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Table 4:5: Social Media Strategies

Statements

> — ) I~ q

S 4 . L | B i 2
= ) = g

S g g2 s < s q
= g & ) 4 = )
©n 4 < Z a N A -
f % [f % |[f % |f |% |[f |[% |f [%

Social media strategies used by the social media |23 |57.5 |11 2753 {75 3 [7.5 .0 |[0%

manager help in fostering better branding of % % % % 40 |10
politicians 0
Social media is effective in creating brand 12 |30%)| 18 |45%| 2 [5% | 8 20%| 0 | 0%

awareness about politicians and political parties 40 |10
among electorates 0

Social media strategies have an impact on brand | 9 |22.5[ 15 |37.5| 4 |10%]| 8 20% 4 [10%

awareness of political parties and politicians % % 40 |10

0
Social media is useful in creating better 17 (42.5| 14 (35%| 2 |5%| 4 {10%] 3 |7.5%| 40 |10
communication avenues for political awareness % 0
Social media analytics helpsto measure the 7 |17.5] 12 (30%|10[25%| 8 20%| 3 40 |10
success of your political’branding and marketing % 7.5% 0

efforts on social media

Source: Author (2023)
On whether social media strategies used by the social media managers help in fostering
better branding of politicians, it was reported that 57.5% strongly agree, 27.5% agree, 7.5% neither

agree nor disagree, 7.5% disagree, and 0% strongly disagree. Therefore, from the data, the majority
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agree that the social media strategies on audio content, video content, text, and photos with captions

benefit politicians' branding.The researcher also sought to determine if social media effectively
creates brand awareness among electorates on politicians andtheir political parties. To answer this,
it was reported that 30% strongly agree, 45% agree, 5% neither agree nor disagree, 20% disagree,
and 0% strongly disagree. The other aspect studied was to determine if the social media strategies
impactedon the brand awareness of political parties and politicians. The data analysis shows that
22.5% strongly agree, 37.5 % agree, 10% neither agree nor disagree, 20%,disagree, and 10%
strongly disagree that social media strategies impact brand awareness.

The research also sought to find out if social media 1§ useful in creating better
communication avenues for political awareness among politicians. Itywas reported that 42.5%
strongly agree, 35% agree, 5% neither agree nor disagree, 10% disagree, and 7.5% strongly
disagree, that social media has created better avenues that‘are beneficial in political branding.Also,
the study sought to find out if social media analytics helped measure the success of political
branding and marketing efforts on so¢ial‘'media. From the data, it was reported that 17.5% strongly
agree, 30% agree, 25% neither agree nor«disagree, 20% disagree, and 7.5% strongly disagree that
the analytics were beneficial.

4.4.6: Activities ThroughtheSocial Media

The researcher sought to knowhow frequently the respondents engaged in the following
activities through,social media to create an image for the Member of Parliament. The results are
presented in table 4.6.

Table 4.6:Activities Through Social Media

Never Almost Almost Almost Almost Total
Yearly Monthly weekly daily

F(%) F(%) F(%) F(%) F(%) F(%)

Twitter 6(15%) | 0(0%) 4(10%) 4(10%) | 26(65%) | 40(100%)
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Facebook 2(5%) | 0(0%) 0(0%) 6(15%) | 30(75%) | 40(100%)
TikTok 38(95%) | 0(0%) 0(0%) 2(5%) 0(0%) 40(100%)
Instagram 39(97.5%) | 0(0%) 0(0%) 1(2.5%) | 0(0%) 40(100%)

Source: Author (2023)

It can be observed from the data in Table 4.6 that 95% of the respondents indicated that they
have never used it for political branding and marketing,while 97.5% indicated that they had never
used as well. Twitter and Facebook reported high percentages,at 65% andy75%, on almost daily use
for political branding and marketing. Therefore,this study concludes that the most commonly used
social media platforms for political branding and marketing ate Facebook and Twitter.

4.5 Social Media Technological Factors that Influence the Use of Facebook for Branding and
Image Creation
4.5.1 Frequency of Engagement infActivities Throughthe Social Media Form Image
Creation

To answer this section, the researcher sought to knowhow frequently the respondents
engage in a number of activities through social media in order to create an image for the Member of
Parliament whese aceount they manage. The results are presented in table 4.7 below.

Table 4:7:Frequency of Activities Undertaken through the Social Media

Very Rarely Occasionally | Frequently | Very Total

Rarely Frequentl

F(%) F(%) F(%) F(%) y F(%)
F(%)
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Reading to 0(0%) 0(0%) 0(0%) 6 (15%) 34 (85%) 40(100%)
conversations
Engaging with 12(30%) | 12(25%) | 10(25%) 6(15%) 0 (0%) 40(100%)
influencers
Responding to 18(45%) | 12(30%) | 10(25%) 0(0%) 0(0%) 40(100%)
questions or comments
Soliciting for user- 22(55%) | 9(22.5%) | 9(22.5%) 0(0%) 0(0%) 40(100%)
generated content
Creating opportunities | 5(12.5%) | 6(15%) 11(27.5%) 18(45%) 0(0%) 40(100%)
for users to engage
with their followers

Source: Author (2023)

Reading conversations had thethighestipercentage at 85%, meaningmost of the respondents
reported reading conversations frequently. It was also reported that 30% of social media managers
rarely engaged with influéncers on social media, 55% reported that they rarely solicited user-
generated content, and 45% reported that they frequently responded to questions and comments. In
comparison, 45% teported frequently creating opportunities for users to engage with their
followers. This was important in the study because it helped the researcher understand the strategies
the social media managerswere using to engage with the audience. This information is useful in
assessing the effectiveness of the social media managers in terms of creating and maintaining
relationships with followers. Additionally, it helps to portray the level of engagement of the social

media managers to create a successful online presence for the politician.
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4.5.2: Social Media Technological Factors

The researcher aimed to identify which technological features of social media, particularly
Facebook, were perceived by respondents as the most effective for political branding and image
creation.Results are presented in Table 4.9.

Table 4.8:social media Technological Factors

Technological factors E‘

= > E | £ g =

= = 8 = & S zZ 8 =

f % f % f A% f“9% |f |% |f |%
Graphics and visuals 32 80% | 8 20%, (00, 10% 40 0% | 0 0%
40| 100

Targeted content 36 90%af 43{10% 0 | 0% | O [0% | O | 0% (40| 100
Engaging with followers 26 65% | 10425% | 4 [ 10% | O [0% | O | 0% |40| 100
Regular updates 38 95%% 2 | 5% | 0| 0% | 0 [0%]| 0| 0% 40| 100
Quality content 12 130% | 18 [45% | 10| 25% | O [ 0% | O [0% |40 100

Source: Author, (2023)

This sectien s relevant because, through it, the researcher is able to determine the types of
content that are most effective for creating engagement as used by social media managers for
political branding. The most popularly used are graphics and visuals at 80% and targeted content at
90%. Quality content reported the lowest percentage at 30%.

4.5.3: Measure of Success for Social Media Branding Campaigns
The researcher sought to knowhow the respondents measuredthe success of their social

media branding campaigns, and the responses are presented below in Figure 4.6. This information
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helps the researcher to determine the effectiveness of the social media campaigns in creating a

favourable public image for the politicians during the branding campaigns. Therefore, the main
indicators for success are the number of likes and shares, the number of followers, and the number

of comments on a post.

Q
S
&

Figure 4:6: Measure of Success for Social 1 ing Campaigns

96%
94%
92%
90%
88%
86%
84%
82%
80%

Likes and Number of Number of All the above
shares followers comments

Source: Author (2023)
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4.5.4 Effectiveness of Social Media for Political Branding and Campaigns

The researcher also sought to measure how effective social media is in political branding
campaigns. The respondents indicated the extent to which they agreed with the given statements.

The results are presented in table 4.10.

Table 4:9:Effectiveness of social media for political branding and campaigns

Statements
> oY > g
o) E 2 N -
= 3 E en =L
) = = ] ) q &
= 50 ) Z = ¥ O
N < 7z a R g =
f|1 % | f| % [ f4% T %] f |%| f]| %

Social media for branding and image creation of{ 13|32.5| 1947512 15%| 6 | 15| 0 [0%
your political campaign has been beneficial to % % % 40 | 100

your campaign

Social media has changed the way in which{32180%| 6 | 15 | 2 [5%]| 0 [0%| O |0%

political campaigns are conducted in Kenya 40 | 100

Social media is a game changer in 1mage creation|32|80%| 6 | 15 | 2 [5%| 0 [0%| O [0%

and political branding 40 [ 100

Social media contentuposted, for branding and| 6 [15%| 16 |40%]| 8 [20%| 10 {20 | 2 |5%]| 40 | 100
image creation of your gpolitical campaign has %
been beneficial to creating brand loyalty for your

campaign

Source: Author (2023)
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The findings indicated that social media for branding and image creation of your political
campaign had been beneficial to the branding campaigns in the following ways: 15% strongly
agreed, 40% agreed, 20% were neutral, 20% disagreed, and 5% strongly disagreed on the benefits
of social media for branding and image creation. The researcher also investigated how social media
has changed the way in which political campaigns are conducted in Kenya. The data showed that
80% of the respondents strongly agree that social media has changed the political campaign
landscape in Kenya, 15% agree, 5% are neutral, 0% disagree, and 0% <trongly disagree.The
researcher also asked how social media is a game changer in imagé\creation and the political
branding of members of the national assembly. The findings shew that 80%)strongly agree, 15%
agree, 5% neutral, 0% disagree, and 0% strongly disagree.

Finally, the study also sought to find out if social media,content posted for branding and image
creation of political campaigns has been beneficiallin €reating brand loyalty for campaigns. It was
reported that 15% strongly agree, 40% agree,20%, are neutral, 20% disagree, and 5% strongly
disagree.
4.6 The Determinants of Social Media Content Posted by Members of Parliament for Brand
Loyalty
4.6.1 Posts and Brand Loyalty

The researcher sought to knowhow often the respondent, as the social media manager, posts
content on the following social media pages belonging to the Member of Parliament. The results are
presented in Table 4.12 and Figure 4.6

Table 4:30: Frequency of Posts

Never Almost Almost Almost Almost Total
Yearly Monthly Weekly Daily
F(%) F(%) F(%) F(%) F(%) F(%)
Twitter 6(15%) 0(0%) 4(10%) 4 (10%) 26(65%) | 40(100%)
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Facebook 2 (5%) 0(0%) 0(0%) 6(15%) 30(75%) 40(100%)
TikTok 38(95%) | 0(0%) 0(0%) 2(5%) 0(0%) 40(100%)
Instagram 39(97.5%) | 0(0%) 0(0%) 1(2.5%) 0(0%) 40(100%)

Source: Author (2023)

Figure 4.7: Frequency of Posts
Almost Daily

Almost Weekly [J Instagram [ TikTok

Almost monthly

W Facebook [ Twitter
almost yearly ﬁ
| e
never J J J J
0% 20% 40% 60% 80% 100%

Source: Author (2023)

Firstly, the researcher sought to know how often social media managers post on Twitter.

The results indicate that the majority (65%) of social media managers posted almost on a daily
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basis. This indicates that Twitter is a social media tool for political interaction. It was also noted

that 15% of the respondents donot use Twitter at all, implying that they don’t see any value in using
Twitter.The researcher also sought to know how often social media managers post on Facebook.
The results indicate that the majority (75%) of social media managers posted almost on a daily
basis. This indicates that Twitter is a social media tool for political interaction. It was also noted
that 5% of the respondents donot use Facebook at all, implying that they don’t see any value in
using Facebook. It was also noted that Facebook is the most used socidlymedia platform by
members of parliament.The researcher also sought to know how often soeial media managers
posted on TikTok. The results indicate that most (95%) social media managersydo not post anything
on TikTok. This shows thatTikTokcould be the new mediadplatform although it does not have as
many users as other social media platforms. Finally, the tesearcher also sought to know how often
social media managers post on Instagram. The“results, indicate that most (97.5%) social media
managers do not post on Instagram. This could'be because the platform is not designed for political
use and engagements.
4.6.2 Type of Content Posted

The researcher sought te know the kind of content posted on social media sites. The results
are presented in Table 4.16 and Figure 4.

Table 4:11: Type of content posted

Content ?é: E §
7 s o0 -
~ N m - | ~l <
5 3 g g 5§z §¢g
> 1 & E2 3 -
f % f % f (% f % |f |% f | %
Political 0] 0% | O 0% | 0] 0% 6 |15%|34|85% 40| 100
Personal/Lifestyle 4110%(32(80% [4]10% | 0 [0% ]| 0] 0% (40| 100
Brand Promotion 281 70% | 12 30% [ 0] 0% | O 0% | O] 0% (40| 100
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Motivation/Inspiration 010% | 2] 5% |10] 25% | 26 |65%| 2 | 5% |40 | 100

Source: Author 2023

Figure 4.8: Type of Content Posted
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Source: Author (2023)
The study aimed to assess the frequency with which Members of Parliament post political

content. According to the survey results, a significant majority of respondents (85%) reported that
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the Member of Parliament posted political content extensively. This indicates that Members of

Parliament use social media to advance their political agenda.From the data, brand promotion and
personal/lifestyle are the least shared content by parliament members. This is because some
members value their privacy and want their personal life to be kept private. A good number of
members post inspirational content. This is to ensure they are able to maintain a broad number of
followers.
4.6.3 Brand loyalty

The respondents were instructed to indicate the extent to whichithey agree with the given
statements. This was to determine the impact of social mediayposts on the brand loyalty of

Facebook users. The results are presented in Table 4.17.

Table 4:12: Brand Loyalty

Statement Mean |Standard Deviation
Social media content influences the brand loyalty to a particular] 4.58 0.28795
politician

Social media is a game changer.in brand loyalty creation and political|  4.10 0.5018
branding

The content posted by MPs on social media platforms influences your| 3.82 1.51640

opinion of them

The content posted by MPs on social media platforms influences your| 3.25 1.0734

decision to support them

The content posted by MPs on social media platforms has the potential]  4.22 0.56061
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to increase brand loyalty among their constituents

Source: Author (2023)

From the data, most respondents strongly agreed that social media content influences brand
loyalty to a particular politician. The small standard deviations indicated that the dispersion was
small. The data also show that the respondents agreed that social media is a game changer in brand
loyalty creation and political branding, and the content posted by MPs on soeial media platforms
can potentially increase brand loyalty among their constituents. Thisfis a strong indication that
social media use has an impact on brand loyalty.

It was also foundout thatmost respondents neitherdagreed nor disagreed that the content
posted by MPs on social media platforms influences the followers’ decision to support them. This is
an indication that it takes more than social medid posts to cenvince citizens to support members of
the political class. When respondents were ‘asked \whether the content posted by Members of
Parliament on social media platformS influences followers' opinions, the majority neither agreed
nor disagreed. This suggests that\followers may not fully trust or believe everything posted on
social media, indicating a levelof skepticism or selective acceptance of the information shared by

MPs.
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CHAPTER FIVE: SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

The chapter presents the summary of findings, conclusions, and recommendations of the

study on social media as a tool for political branding among select politicians in Kenya.
5.2 Summary

The research objectives for the study were (1) To analyse the social media strategies
adopted by social media managers and their influence on brand awareness, of Members of
Parliament in Kenya, (2) To examine social media technological and interactivity factors that
influence the use of Facebook for branding and image creation of-Memberts, of Parliament in Kenya
in their political campaigns and (3) To explore the determinants,of social media content posted by
Members of Parliament in Kenya to teach brand loyalty among their target audience through social
media platforms. The chapter will address . thénresponse rate, demographic details of the
respondents, quantitative findings, and discussions drawn from the research data analysed. The
information will be presented in the form of tables, figures, charts, and notes.

The study population involved, the social media managers who manage the Members of
Parliament’s Facebook accounts,as the gatekeepers. The response rate for the study was 80%, and it
formed the basis for the study findings. Most respondents had been social media managers for more
than five years. The, génder response was also almost equal, with men at 40% and females
forming60% of the réspondents. The majority of the respondents were between 30 and 50 years old.
The following were the key findings of the four research objectives:

5.3 Analysis of the Social Media Strategies Adopted by Social Media Managers and Their
Influence on Brand Awareness of Members of Parliament in Kenya

In this study, it was noted that the most commonly used social media platform for political

branding was Facebook, followed by Twitter. Instagram is the least used social media platform for

political branding purposes. In contrast, Facebook is the most popular for political branding. This
63



St. Paul’s University Repository
can be attributed to the fact that Instagram's limited reach makes it difficult for politicians to target

specific constituencies with their message, as users from larger urban areas and low numbers of
rural populations dominate the platform. Facebook and Twitter, however, have users across all ages
and locations, which means that politicians targeting an older audience may not find Instagram to
be as effective as Facebook and Twitter. It was also observed that the social media platform that the
social media managers used, helped to foster better branding of politicians. The findings also
indicate that Facebook had the largest base of followers, followed by Twitter«Fhe messages that are
used very frequently are video content, text, and photos. It can be ebserved from the data that
TikTok has never been used for political branding and marketing, and, neither has Instagram.
Twitter and Facebook reported high percentages of almost daily usefor political branding and
marketing efforts. Therefore,this study concludes thatithe most commonly used social media
platforms for political branding and marketing aré Facebookiand Twitter.
5.4Social Media Technological Factors that Influence the Use of Facebook for Branding and
Image Creation

The study investigated how, frequently the social media managers engaged in the activities
mentioned. The activities wereéieading online conversations, engaging with influencers, responding
to questions or comments, soliciting user-generated content, and creating opportunities for users to
engage with stheir followers. It was observed that most of the respondents reported reading
conversations frequently. It was also reported that 30% of social media managers very rarely
engaged with influencers on social media. This helped the researcher to understand the strategies
social media managers used to engage with the audience. The social media technological factors
that were found to be essential when using Facebook for political branding and image creation were
graphics and visuals, targeted content, regular updates, and Engagement with followers. This
enabled the researcher to determine the types of content that are most effective for creating

engagement, as used by social media managers for political branding.
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The researcher sought to know how the respondents measured the success of their social

media branding campaigns. This information helped the researcher to determine the effectiveness of
the social media campaigns in creating a favourable public image for the politicians during the
branding campaigns. The main indicators for success are the number of likes and shares, the
number of followers, and the number of comments on a post.The findings indicated that social
media for branding and image creation in political campaign had been beneficial to branding
campaigns to a great extent. A majority reported that social media has changed the way in which
political campaigns are conducted in Kenya. Social media has become algame changer in the image
creation and political branding of politicians in Kenya. It was alse,reported that the majority of the
respondents agree that social media content posted for branding and image creation of political
campaigns has been beneficial in creating brand loyalty. for,campaigns
5.6 Conclusions

The study concludes that Facebook is‘the most'commonly used social media for political
branding, followed by Twitter, while Instagram is the least used social media for political branding
purposes. The study also concludes that the social media platform, thatthe social media managers
use helps to foster better brandmngsof politicians. Facebook has the largest base of followers,
followed by Twitter. The'messages that are used very frequently are video content, text, and photos.
The study alsepconcludéd that TikTok and Instagram are not particularly effective for political
branding or marketing for Members of Parliament. Twitter and Facebook are used almost daily for
political branding and marketing efforts. Therefore,this study concludes that the most commonly
used social media platforms for political branding and marketing are Facebook and Twitter.

The study also concludes that for effective social media campaigns, the social media
managers need to engage in a number of activities. The activities include reading online
conversations, engaging with influencers, responding to questions or comments, soliciting user-

generated content, and creating opportunities for users to engage with their followers. The common
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activity was reading conversations frequently. This helped the researcher to understand the

strategies that social media managers use to engage with the audience.

The study also concludes that the most essential social media technological factors when using
Facebook for political branding and image creation were graphics and visuals, targeted content,
regular updates, and engagement with followers. This enabled the researcher to determine the types
of content that are most effective for creating engagement, as used by social media managers for
political branding. The study observed that the main indicators for success ate,the number of likes
and shares, the number of followers, and the number of comments on a pest.

It can also be concluded that social media for brandinggandiimage ereation for political
campaigns has been beneficial. Social media has changed the way in which political campaigns are
conducted in Kenya. It has become a game changer in,the,image creation and political branding of
politicians in Kenya. Also, social media content, posted for branding and image creation of political
campaigns has been beneficial in creating brandiloyalty for campaigns.

5.7 Recommendations

It is recommended that politiciansan Kenya explore the various social networks available to
enhance their branding _and Wwisibility. This is because social networks significantly influence
political branding.The study also recommends that Facebook,and Twitter, be used for political
branding pugpeses,whil€) social media managers should adopt their use to help foster better
branding of politicians. According to the study TikTokand Instagram are ineffective for political
branding and marketing. As such, communication practitioners should not invest in them
forpolitical branding.The study also recommends that for effective social media campaigns, the
social media managers should engage in a number of activities. The activities include reading
online conversations, engaging with influencers, responding to questions or comments, soliciting
user-generated content, and creating opportunities for users to engage with their followers.The

study recommends the use of social media for branding and image creation for political campaigns.
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Social media has changed the way in which political campaigns are conducted in Kenya and has

become a game changer in the image creation and political branding of politicians in Kenya. Lastly,
social media content posted for branding and image creation of political campaigns has been
beneficial in creating brand loyalty for campaigns (Abboud et al., 2024).
5.8 Suggestions for Further Study
These suggestions are based on the study findings. Further research can be done on the areas
listed below: -
e A study to find out the gender issues surrounding the use of social media for political
branding and marketing.
e The various strategies used for brand awarenesssespecially among upcoming politicians
who are not yet established.
e The various strategies to enhance theyuse of Instagram and TikTok in Kenya for political

marketing and branding efforts.
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APPENDICES

Appendix I: Informed Consent Form

Informed Consent Form

Title of the Project:

“SOCIAL MEDIA AS A TOOL FOR POLITICAL BRANDING AMONG MEMBERS OF
THE NATIONAL ASSEMBLY IN KENYA”

Goal: To investigate the use of Social Media as a Tool for Political Branding among Members of
Parliament in Kenya

Participants: This study is completely voluntary, and any member can,opt,out at any time with no
repercussions. There are no financial rewards for participating.

Confidentiality: Participants' identification would neverbewtilized in this study, and all answers
will be handled with utmost discretion.

Name of the Researcher: Juliet Masinde PositionaStudent

Sign by the researcher: ............... Lo ... Date: .....ooovviiiiiial.

Statement to be signed by the participant:

I acknowledge that the mvestigator has stated the purpose of the work as well as the range of
tasks that I will indeed be expected to do. I certify that I have had ample opportunity to inquire
about this projéct. I realize that my involvement is entirely optional, and that I am free to
withdraw at any time ih, the course of the project for any reason. I agree to participate in this
project.

Signature: .........oooeiiiiiiiiii e, Date: ...oooviiiiii
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Appendix II: Research Questionnaire

SECTION A: Demographic Information
1. What is your gender

Male [ ] Female [ ]

2. What is your age bracket?
Less than 30 years [ 1 30-40years [ ] 41-50 years [ 1] Above 50 years|[ ]

3. How long have you managed the social media pages of the Member of Parliament?

Less than one year
1-2 years
2-5 years
5+ years

SECTION B

SOCIAL MEDIA STRATEGIES ADOPTED BY SOCIAL MEDIA MANAGERS AND HOW
THEY INFLUENCE POLITICAL BRANDING

Tick the social media platforms you use,to manage your MP’s political branding
FACEBOOK

INSTAGRAM

TWITTER

TIKTOK

1. How often do you use the following social media for political branding?
SOCIAL NETWORK | All the time | Frequently | Sometimes Rarely Never

TYPE

Facebook

Instagram
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Twitter

Tiktok

2. How large is the MP’s base of followers currently on the social media below:
FACEBOOK

INSTAGRAM

TWITTER

TIKTOK

3. How frequently do you use the following forms of messages on Facebook account of your

respective MP political social media accounts?

Very Rarely Occasionally | Frequently | Very
Rarely Frequently

Audio content

Video content

Text

Photos with,
captions

4. To what extent do you agree with the following statements:

5- Strongly agree 4- Agree 3- Neither agree or disagree 2- Disagree 1- Strongly disagree
5 4 3 2 1

Social media strategies used by the social
media manager help in fostering better
branding of politicians

Social media is effective in creating brand
awareness about politicians and political
parties among electorates

Social media strategies have an impact on
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brand awareness of political parties and
politicians

Social media is useful in creating better
communication avenues for political
awareness

Social media analytics help to measure
the success of your political branding and
marketing efforts on social media

4. Kindly add any suggestions or comments for improving the use of social media for political

brand awareness and marketing.

SECTION C

SOCIAL MEDIA TECHNOLOGICAL FACTORS THAT_INFLUENCE THE USE OF

FACEBOOK FOR BRANDING AND IMAGE CREATION

How often do you as the social media manager engagedon the’following social media with the

followers of the Member of Parliament

Almost Almost Almost Almost daily
Yearly Monthly. weekly

Twitter

Facebook

TikTok

Instagram

1. How frequently do you engage in the following activities through social media to create an

image for the Member of Parliament?

Very
Rarely

Rarely

Occasionally

Frequently

Very
Frequently
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Reading to
conversations

Engaging with
influencers

Responding to
questions or
comments

Soliciting for user
generated content

Creating
opportunities for
users to engage
with the followers

2. What social media technological factors have you fo effective when using

Facebook for political branding and image creation?
5 — Essential 4 — High priority 3 — Medium priovi \ ority 1 — Not a priority

5 3 2 1

Graphics and visuals

Targeted content

Engaging with follower

Regular up

Quality content

3. How do you measure the success of your social media branding campaigns?

Likes and shares
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Number of followers

Number of comments

All of the above

To what extent do you agree with the following statements:

5- Strongly agree 4- Agree 3- Neither agree or disagree 2- Disagree 1- Strongly disagre

5 4 3 2 1

Social media for branding and image creation of
your political campaign has been beneficial to your
campaign

social media has changed the way in which political
campaigns are conducted in Kenya

Social media is a game changer in image creation and
political branding

Social media content posted for branding and‘image
creation of your political campaign has been
beneficial to creating brand loyalty foryyour campaign

SECTION D THE DETERMINANTS OF SOCIAL MEDIA CONTENT POSTED BY
MEMBERS OF PARLIAMENT FOR BRAND LOYALTY

How often do you as the soeial media manager post content on the following social media of the

Member of Parliament?

Almost Almost Almost Almost daily
Yearly Monthly weekly

Twitter

Facebook

TikTok
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Instagram

What type of content do you typically see posted by MPs on social media platforms?

Political

Personal/Lifestyle

Brand Promotion

Other

To what extent do you agree with the following statement

5- Strongly agree 4- Agree 3- Neither agree or disagree.2- Di

D

t how MPs can use social media platforms to

- Strongly disagree

Do you have any other comments or su tion:
increase brand loyalty among their co‘

»

NS
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Appendix III: NACOSTI License

)
A

B

REPUBLIC OF KENYA NATIONAL COMMISSION FOR
SCIENCE,TECHNOLOGY & INNOVATION

Ref No: 202008 Date of Issue: 23/August/2023

RESEARCH LICENSE

1

1

1

1

1

| This is to Certify that Ms.. Juliet Nakhungu Masinde of St. Paul's University; has been licensed to conduct research as per the

| provision of the Science, Technology and Innovation Act, 2013 (Rev.2014) in Nairobi on the topic: SOCIAL MEDIA AS A TOOL
| FOR POLITICAL BRANDING AMONG SELECT POLITICIANS IN KENYA for the period ending : 23/August/2024.
1

1

1

1

1

License;No: NACOSTI/P/23/28694

' VT
202008 LI 1\/‘3’&1%

Applicant Identification Number Director General
NATIONAL COMMISSION FOR
SCIENCE,TECHNOLOGY &
INNOVATION

Verification QR Code

NOTE: This is a computer generated License. To verify the authenticity of this document,
Scan the QR Code using QR scanner application.

See overleaf for conditions
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THE SCIENCE, TECHNOLOGY AND INNOVATION ACT, 2013 (Rev. 2014)
Legal Notice No. 108: The Science, Technology and Innovation (Research Licensing) Regulations, 2014

The National Commission for Science, Technology and Innovation, hereafter referred to as the Commission, was the established under the
Science, Technology and Innovation Act 2013 (Revised 2014) herein after referred to as the Act. The objective of the Commission shall be to
regulate and assure quality in the science, technology and innovation sector and advise the Government in matters related thereto.

oW

CONDITIONS OF THE RESEARCH LICENSE

. The License is granted subject to provisions of the Constitution of Kenya, the Science, Technology and Innovation Act, and other

relevant laws, policies and regulations. Accordingly, the licensee shall adhere to such procedures, standards, code of ethics and
guidelines as may be prescribed by regulations made under the Act, or prescribed by provisions of International treaties of which Kenya
is a signatory to

. The research and its related activities as well as outcomes shall be beneficial to the country and shall not in any{way;

i. Endanger national security
ii. Adversely affect the lives of Kenyans
iii. Be in contravention of Kenya’s international obligations including Biological Weapons Convention (BWC), Comprehensive
Nuclear-Test-Ban Treaty Organization (CTBTO), Chemical, Biological, Radiological and Nuclear (CBRN).
iv. Result in exploitation of intellectual property rights of communities in Kenya
v. Adversely affect the environment
vi. Adversely affect the rights of communities
vii. Endanger public safety and national cohesion
viii. Plagiarize someone else’s work

. The License is valid for the proposed research, location and specified period.
. The license any rights thereunder are non-transferable
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