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EXECUTIVE SUMMARY
Sema Kenya, what’s the story?
We know we have the power, but how do we get there?
How do you question? Who do you question? Who is the
government? How will you find them? What will they think
about you? What will they do next? That is the question I
fail to understand.
				


Male, 18–24, Muranga, 2012

While Kenya has made enormous strides in terms of development since independence in
1963 – it is now a lower middle-income country – it still faces the challenges of divisive
ethnicity-based politics and violence, poverty, high-level corruption and impunity among those
in power.i Although a number of steps have been taken in the last two decades to introduce
more accountability into the political system, the 2007 national election and its aftermath saw
these long-simmering issues erupt, with many commentators citing the media as being complicit
in the violence that ensued.ii In 2012, with a backdrop of an upcoming general election BBC
Media Action embarked on a project that sought to encourage more accountable state-society
relations in Kenya and contribute to rebuilding trust in the democratic process.
Funded by DFID, under the Global Grant project, BBC Media Action produced three seasons
of the weekly TV and radio programme Sema Kenya (Kenya Speaks).iii Sema Kenya featured a
moderated discussion between a live panel of officials and an audience of ‘ordinary’ Kenyans
and was designed to enable individuals, communities and governments to be better informed
and more engaged in tackling governance challenges. Alongside this, BBC Media Action
delivered a mentoring programme, initially with six local radio stations, and later with the
national broadcaster Kenya Broadcasting Corporation (KBC), which has the largest footprint
in the country. Through this work, BBC Media Action aimed to strengthen the capacity of
Kenya’s media sector to produce governance programming that supported and mainstreamed
the overall objectives of the project at both the local and national level.
BBC Media Action conducted research throughout the project to inform its development and
evaluate its impact. Three nationally representative household surveys and one tracker survey
were carried out during the project, alongside qualitative studies with audiences, decision makers
and governance experts, and two assessments of the capacity-strengthening work with media partners.
In total, across these studies we spoke to over 11,000 people in Kenya. This report summarises
findings from this portfolio of research to assess and understand the impact of the project in
the context of a changing media and governance landscape in Kenya over the last five years.
Key findings from the research
Sema Kenya contributed to people being more informed about and engaged in politics.
Audiences were more knowledgeable about politics, discussed it more with friends and family,
felt more confident in their ability to influence political processes and participated more in
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governance related activities (particularly at the community level) – all factors that support
bottom-up accountability.
Audiences themselves linked Sema Kenya with these outcomes. This finding was validated by
analysis confirming a significant positive relationship between watching or listening to Sema
Kenya and consistently higher knowledge, discussion and confidence to engage in politics, even
when taking into account other factors that might influence these outcomes (such as education,
age and interest in politics). While Sema Kenya’s audience was more likely to participate in
politics, qualitative research respondents rarely attributed their actions directly to what they
had heard on Sema Kenya. This reflects findings from advanced quantitative analysis (structural
equation modelling) that suggests the link between Sema Kenya and increased political
participation is indirect and mediated by political knowledge, discussion and self-efficacy.   
Supported by an extensive network of broadcast partners that stretched across all 47 counties
in Kenya, the discussion programme reached an estimated 12.7 million people over three
seasons, with a peak audience of 5.7 million in 2013 – the year of the general election. The
show also maintained a loyal audience throughout all three seasons, with around half of all
those reached annually tuning in for at least every second episode.
Sema Kenya reached a broad cross-section of the Kenyan population, including traditionally
marginalised groups. Audiences reported that hearing ‘people like them’ debate relevant issues
with leaders inspired them to participate in politics.
Audiences also described how the programme itself was an important mechanism for
accountability, in brokering the distance between ordinary citizens and leadership and in
providing a platform through which to discuss key issues. Central to this was the ‘safe space’
and careful, objective moderation that Sema Kenya provided, allowing it to tackle sensitive
topics which other media houses shied away from during particularly tense political times
(e.g. in the build up to the 2013 election).
However, the extent to which the show contributed to any increase in perceived
responsiveness among leaders is less clear. While audiences reported that it helped expose
leaders and air issues, it did not follow up on whether nor how those issues were subsequently
addressed, leaving audiences sceptical of leaders’ commitment to bring about change.
The partnerships with media organisations implemented through the capacity-strengthening
element of the project were successful in tailoring training and support around those
organisations’ identified needs. Journalists trained through the partnerships with local radio
stations reported that they were more confident in conducting interviews, planning for news
gathering and covering elections and other key issues as a result of the training.
For KBC, the partnership with BBC Media Action ultimately resulted in the launch of a new
governance programme modelled on Sema Kenya, Beyond the Headlines. Management at
KBC reported that Beyond the Headlines provides a new benchmark by which all other
KBC productions are produced and that they hope to instil the same ethos, procedures
and practices across the organisation going forward. Time will tell how effective Beyond the
Headlines is in carrying on the Sema Kenya’s legacy.

KENYA | COUNTRY REPORT

7

1. INTRODUCTION
This report presents a synthesis of all research and analysis completed under the Global
Grant governance project in Kenya between 2012 and 2016. The main focus of this report
is the evaluation of the project’s impact on development outcomes among audiences and
media partners (media practitioners and organisations). Based on this evaluation, the report
reflects on the impact the project has had on the broader governance system and, in particular,
on improving accountability. Where relevant, this report draws on formative research and
monitoring data collected throughout the project, as well as relevant data from external
sources. More detail on the research strategy and methodologies used can be found in
section 2 below.
The report unfolds as follows. Section 1 summarises the project including the background,
the governance and media context of the country and the project’s objectives and activities;
section 2 describes the research approach; section 3 presents and discusses the evaluation’s
findings; and section 4 offers some final conclusions.

1.1 Project background

Although considered one of Africa’s most progressive democracies, since gaining independence
in 1963, Kenya has been affected by divisive ethnicity-based politics and violence, poverty,
high-level corruption and impunity among those in power.iv Many of these issues have their
origins in colonial times, including unresolved land issues and underdevelopment of some parts
of the country. These tensions reached a focal point in 2007, when dispute around the results
of the general election erupted into violence which killed over 1,000 people and displaced over
350,000 from their homes.v
While the violence was quelled and order restored with the government intact, by 2012 the
repercussions continued to be felt both economically and politically as the country prepared
for another general election. Desk and formative research completed in 2012 revealed that
persistent corruption and lack of accountability and good governance continued to plague the
political establishment and aggravate underlying tensions in the country. This was underpinned
by what was identified by respondents as the key issues affecting many Kenyans: poverty,
unemployment and insecurity. Kenya’s poor and other marginalised groups were consistently
excluded from national discussion and debate, a situation exacerbated by a Nairobi-centric
media that was prone to political control and bias. The population was suffering from a general
loss of trust in elections and the democratic process more broadly, with many Kenyans
perceiving the elections to be rigged and declaring they would not vote in the upcoming 2013
general election. Underlying this all, the country remained divided by entrenched negative
ethnic stereotypes and hatred that was reflected in political allegiances and, as such, threatened
to destabilise the country’s struggling democracy as it did in 2007.
However, there was also some hope that the adoption of a new constitution in August 2010
would bring significant change that would strengthen constitutional democracy, and that this
might help bring an end to the ethnic divisions in politics that had inspired such violence in the
past. Since 2010, with the promulgation of the new constitution, Kenya had embarked on a
rapid and ambitious devolution process, decentralising resources and functions and adding an
entirely new layer of county government. As such, by encouraging national dialogue about the
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constitution and other issues that mattered to Kenyans, the period leading up to the March
2013 general election represented an important occasion to reinvigorate the democratic
process and rebuild trust between different ethnic groups.
At the project’s outset Kenya’s media sector, while considered both developed and vibrant,
was intrinsically tied to personality politics and largely Nairobi-centric. The relationship
between the officialdom and the media was strained. Journalists and media houses often faced
libel and defamation cases where the burden of proof lay with the accused and many had paid
large fines as a result. Threats and attacks, mainly from police and government officials, were
often carried out against media professionals because of negative coverage (e.g. if they had
highlighted incidences of corruption).
Despite these limitations, today Kenya’s leading media outlets are generally outspoken critics
of politicians and government, and are pluralistic and rigorous. Nevertheless, media are often
co-opted by major advertisers and influential politicians, especially at the editorial level, and
political pressure coupled with threats and intimidation has encouraged self-censorship on
sensitive topics such as security operations and major political events.vi
One of the lowest points in the history of the Kenyan media sector was the 2007 general
election. A number of commentators cited the media as having a role in what became
a national crisis – a role that was described as both positive and negative.vii While the
mainstream commercial media was credited with helping to secure a record electoral turnout
in the elections and effectively monitoring the electoral process, it was also blamed for being
overly partisan in its coverage of the lead up to the elections, lacking reflective debate and
analysis. However, it was the role of local language media that was most criticised: vernacular
stations, which are hugely popular in Kenya, appeared to take positions against particular
ethnic communities, spreading prejudice and using ethnic stereotypes to incite fear and hate.viii
Notably, however, local language stations were also credited with playing an important role in
calming tension and promoting dialogue in the aftermath of the conflict. These events were a
key impetus for the development of the Global Grant project in Kenya.
Reflecting the level of development of the media sector, nearly all Kenyans had access to
some form of media in 2012 and over the course of the Global Grant project (between 2012
and 2015). Figure 1 tracks Kenyans’ access to TV, radio, mobile phones and the internet over
this period.

KENYA | COUNTRY REPORT

9

Figure 1: Media access among Kenya’s adult population

89%
81%
81%

96%
97%
98%

89%
95%
97%

58%
51%
2012 Baseline
Base=3,008

2013 Midline
Base=3,020

2015 Endline
Base=3,003

Note: figures exclude those who answered ‘don’t know’ and those who did not answer

1.2 Project objectives

With this backdrop, at its inception in 2012 the project in Kenya was designed to address
two main sets of identified governance needs. The first related to the need for greater public
understanding of constitutional and electoral reform and devolution, in addition to addressing
persistent challenges relating to corruption and impunity. The second related specifically to
elections, both in terms of contributing to a genuine, credible election in 2013 and to mitigating
against a repeat of the electoral violence seen in 2007.
The project was designed based on an identified lack of understanding of the changing political
environment in Kenya and the potential for this to undermine efforts to establish greater
accountability in the country. BBC Media Action sought to work with mass media to address
these challenges, based on the premise that the availability of timely, accessible and relevant
information plays a key role in shaping people’s knowledge and understanding of a wide range
of governance issues, which can in turn contribute to higher levels of efficacy and participation
– both necessary, if insufficient, drivers of accountability. The overall objectives of the Global
Grant governance project in Kenya were:
1. Improve Kenyans’ access to reliable, trustworthy information and increase their
knowledge of key governance issues
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2. C
 ontribute to rebuilding trust in the democratic process in Kenya by creating a
national and inclusive conversation and debate
3. Encourage dialogue as a means of settling conflicts within and among communities
4. Increase the capacity of journalists and media practitioners to produce content that
addresses and mainstreams the goals of the programme
The intended cumulative outcome of the project was that ‘individuals, communities and
governments in Kenya are better informed and more engaged in tackling challenges in
governance’ and thereby contributing to more accountable state-society relations and
governance in Kenya.

BBC Media Action’s governance approach
BBC Media Action’s governance work
aims to support more accountable,
peaceful and inclusive states and societies.
This is based on the view that the lack of
government accountability, the presence
of conflict and political and social exclusion
can prevent people from living safely and
freely, and from exercising their rights.
These factors can act as significant
barriers to equitable development.
Accountable and inclusive governance can
contribute to poverty reduction and the
creation of more equal societies. BBC
Media Action posits that, as an institutional
driver of accountability, the media can
directly hold those in power to account
by acting as a watchdog over leaders and
setting the agenda around certain issues.
The media can also indirectly hold those
in power to account by equipping
individuals with the knowledge, skills and
confidence to participate in public life and
challenge power holders to demand
and enforce accountability.

In 2012, BBC Media Action developed an
accountability conceptual model
that posited that media can influence
a range of individual and collective
drivers of accountability that, in turn,
reinforce each other. The individual
drivers in the conceptual model have
been distilled into five key constructs
that are operationalised and measured
in BBC Media Action’s research.
These are: political knowledge,
political participation, discursive
participation (discussion), interest
in politics and political efficacy.
Through influencing these outcomes,
BBC Media Action conceives that media
can empower citizens to hold their
governments accountable.
The Global Grant governance research
programme was developed to explore
both direct and indirect influences of BBC
Media Action’s programming, enabling the
organisation to critically reflect on and
adapt assumptions underpinning its work.

The project’s theory of change, which was built on BBC Media Action’s governance
approach, is detailed in figure 2. This largely remained unchanged throughout the five years of
the project as the needs in the country remained the same with regards to poor transparency
and accountability. Kenyans continued to need access to information about key governance
issues in order for them to be part of decision-making processes and to demand an accurate
account from their leaders on decisions that affected their lives.
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Figure 2: Kenya Global Grant governance project’s theory of change
Priority governance challenges to be addressed through the intervention:
• Lack of accountability
• Exclusion of the poor and other marginalised groups from national discussion and debate
• Ethnic and political violence
• Constitutional and electoral reform and decentralisation
Media and communication challenges:
Kenya has a thriving and well-financed media and communication sector. It is, however, Nairobi-centric,
subject to political control and bias, heavily focused on personality politics and some sectors have
demonstrated potential to incite conflict as well as act as a force for moderation.
Objective 1:
Create a
national and
inclusive
conversation/
debate to
help rebuild
trust in the
democratic
process in
Kenya

Objective 2:
Improve
audiences’
access to
reliable,
trustworthy
information
and increase
their
knowledge
on the new
constitution,
implications
of devolution
and electoral
process

Objective 3:
Increase
diversity of
views in
public fora in
ways that
inform
national and
community
discourse
rather than
incite enmity
and hostility
among
communities

Objective 4:
Increase the
capacity of
journalist
and media
practitioners
to produce
content that
addresses
and
mainstreams
the goals
of the
programme

Objective 5:
Raise the
capacity of
broadcasters
and other
partners
to produce
content that
addresses
and
mainstreams
the goals
of the
programme

Objective 6:
Increase
constructive
dialogue and
interaction
between
decision
makers and
ordinary
Kenyans

Cumulative outcome: Individuals, communities and governments in Kenya are better informed and more
constructively engaged in tackling challenges in governance.

Impact:
More accountable, peaceful and inclusive state–society relations in Kenya, characterised by:
1) People’s ability to hold their government to account
2) Provision by government of an account of their decisions
3) The extent to which government takes into account public opinion and needs

1.3 Project activities

To achieve these objectives, the project centred on several key activities and outputs. These
included the production of a national accountability-focused discussion programme and
partnerships with media organisations to strengthen their capacity. All project components,
as well as key national events that took place throughout the project, are depicted in figure 3.
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Quantitative

Qualitative

JUN–JUL 2013
Midline – nationally
representative survey

AUG 2012

Midline – in-depth
interviews

JUN–JUL 2013

JUN 2013–JAN 2014
Second season airs,
focusing on devolution

2013

2015

APR 2015
Garissa attack

DEC 2014
International Criminal
Court case dropped

MAY 2014
Capacity strengthening
assessment – in-depth
interviews with local
station staff

Tracker – nationally
representative omnibus survey

JAN 2015
Endline –
in-depth
interviews

MAY 2014–JAN 2015
Third season airs, focusing on
broad cross-cutting issues

2014

FEB 2014

SEP 2013
Westgate attack

MAR 2013
General elections

Baseline – nationally
representative survey

AUG 2012
Baseline –
in-depth
interviews
with experts

Formative – focus
group discussions

OCT 2012–MAR 2013
First season of Sema Kenya
airs, focusing on the election

2012

APR–MAY 2012

PRE-2012

NOV 2010
New election and political
party laws enacted

AUG 2010
New constitution promulgated

FEB 2008
Power-sharing agreement

DEC 2007
Disputed elections

Figure 3: Kenya Global Grant governance project’s timeline

Endline – nationally
representative survey

JAN–FEB 2015

Capacity strengthening
assessment – in-depth
interviews with
KBC staff

SEP–OCT 2016

2016

1.3.1 Discussion programme: Sema Kenya

Sema Kenya audience pictured asking questions to a panel of public figures and politicians

The project’s key output was the flagship programme Sema Kenya. It aimed to provide a
platform for ordinary citizens to question their leaders on issues affecting them and their
community. The programme was founded on the premise that the empowerment of ordinary
people – by allowing them to engage with their leaders in a constructive dialogue – is key to
increasing genuine accountability, the levels of social capital and a sense of national identity that
can enhance Kenya’s resilience against ethnic and electoral conflict.
Sema Kenya featured a moderated discussion between a live panel of officials and an audience
of ordinary Kenyans. The programme was initially designed to travel throughout the country
in order to feature a broad spectrum of Kenyan citizens and address a range of issues. For
each episode a live audience was recruited from near the recording location. Questions were
selected from among audience submissions by the production team and put directly to the
panel by audience members during the discussion. The programme followed this format, with
recording moving throughout the country in season one and some of season two; however,
during the third season the programme was largely based in Nairobi.
Reflecting the objective to create a national dialogue, throughout all seasons the live audience
represented a diverse cross-section of the Kenyan population. Each episode’s audience was
recruited to include people from different ethnic communities, genders, ages and socioeconomic classes, as well as those with disabilities. Even when recording moved to be studiobased in Nairobi (some of season two and most of season three), the audience was recruited
from across the country (a minimum of eight out of Kenya’s 47 counties were represented in
each episode) and short video segments filmed in different locations around the country were
used to introduce the programme. Through modelling inclusive discussion, the programme
aimed to help Kenyans develop an understanding of ‘the other’ as well as realise the common
challenges they faced regardless of their different backgrounds.
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The panels on the programme were also reflective of the diversity of the issue being discussed,
with the intention that audiences were given a 360-degree-view of a particular issue. In the first
and second seasons, panellists were mainly members of parliament and county officials. Season
three had more panellists from central government, reflecting the shift in focus from devolved
power to national accountability issues (and due to filming taking place in Nairobi).
Sema Kenya first aired in October 2012 and ran for three seasons, until January 2015. The
programme was broadcast weekly in Swahili, with a total of 83 episodes produced over
the lifetime of the project. The main national broadcast partner for season one was Kenya
Television Network (KTN), with seasons two and three moving to KBC. All three seasons
were also broadcast on BBC Swahili (radio), as well as a series of regional and local radio
partners throughout the country. More detail on each season’s broadcast partners can be
found in appendix 1.
1.3.2 Capacity strengthening with media partners
While Kenya’s media sector was well-financed and thriving at the outset of the project,
there was a clear need to address the Nairobi-centric nature and bias of news content that
characterised political coverage by the media. The project aimed to do this through capacitystrengthening activities with media partners, directly working with media practitioners and
organisations. This capacity-strengthening element sought to mainstream the goals of the
project through:
1. Improving the core editorial competencies of journalists and media practitioners
so that their capacity is strengthened to produce content that presents a diversity
of views, provides accurate information around governance issues and facilitates a
national and inclusive conversation.
2. R
 aising the capacity of media organisations to produce content as above, including
supporting partners to produce programme outputs that reflect local governance
issues and incorporate strategies to support a national and inclusive conversation.
To achieve this, BBC Media Action’s mentors initially worked closely with six local radio
partners to improve: editorial processes, adherence to editorial guidelines and ethics,
journalistic and production skills (such as interviewing and source-checking) and management
skills (such as news-room management, programme scheduling and staff development). In 2015,
the focus of the project’s capacity-strengthening element changed from working with local
partner stations to working solely with KBC – Kenya’s state broadcaster.
With KBC having broadcast Sema Kenya seasons two and three, management at KBC
approached BBC Media Action to form a deeper partnership that included capacity
strengthening of KBC staff. The capacity-strengthening programme began in April 2015. It
included: providing KBC with a technical uplift of the studio space in which Sema Kenya was
filmed in its last season; editorial training; training in audience research and engagement;
graphics; engineering support; production training as well as production and editorial support
on-air. Ultimately, capacity-strengthening activities were implemented with an aim to enable
KBC to continue airing programming of the same nature and quality as Sema Kenya without the
support of BBC Media Action after the conclusion of the Global Grant project.
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2. RESEARCH
Research was a core component of project in Kenya and was implemented by BBC Media
Action’s Research and Learning group. The programme of research was designed to:
• Inform project activities
• Monitor results and report to the aggregate-level Global Grant logframe
• Evaluate the project against country-specific objectives and key individual outcomes
(such as knowledge, discussion, efficacy and political participation) based on
BBC Media Action’s governance approach
In total, over the course of the project, BBC Media Action undertook three nationally
representative quantitative surveys and one tracker survey, as well as six qualitative studies
(including two evaluations of the capacity strengthening with media partners).
The quantitative surveys, conducted in 2012, 2013, 2014 and 2015 focused on measuring
audience-level indicators. These included the key monitoring indicators of reach,1 impact2
and outcome3 – that were used to report to the aggregate Global Grant logframe annually4
– as well as standardised measures linked to BBC Media Action’s conceptual models of the
pathways and drivers of change in relation to accountability. These included: knowledge,
attitudes, discussion, political efficacy, political participation, and perceptions of accountability.ix
The surveys also tracked: key issues affecting Kenyans (both at the national and local level);
trust in governance institutions and sources of information; media access and consumption; and
socio-demographic characteristics. An overview of the quantitative surveys undertaken under
the Kenya Global Grant governance project is provided in table 1.
A range of quantitative analysis methods were undertaken to explore data collected across these
studies. This included basic descriptive analysis5 and tracking of trends over time, and regression
modelling to compare key outcomes (such as improved knowledge and increased political
participation) between those exposed to Sema Kenya and those unexposed – testing the impact
of the programme on audiences while controlling for potential confounders such as age,
education levels or location. Structural equation modelling (SEM) was used to test the pathways
within the project’s theory of change, exploring how exposure to Sema Kenya influenced
behaviours and through which pathways (increasing knowledge, encouraging discussion etc.).

Reach is defined as: all those who report having seen or listened to BBC Media Action governance
programming within the last 12 months at the point of data collection.

1 

The impact indicator is defined as: the percentage of people reached by BBC Media Action accountabilityfocused programming that strongly agree that the programme plays a role in holding government to account.

2 

The outcome indicator is defined as: the percentage of people reached by BBC Media Action governance
programmes who agree that the programmes have increased their knowledge on a range of governance issues
either a lot or a bit.

3 

The Global Grant logframe is the monitoring framework to which all countries within the Global Grant
project report annually. The logframe includes the key indicators of reach, outcome and impact (defined
above) which were measured annually, as well as other key indicators related to project outputs.

4 

To test whether differences between groups (including between those exposed and those not exposed to BBC
Media Action programming) were significant, significance testing was carried out using a T-test. Throughout
this report, only differences between two ‘groups’ where p=0.05 or less are reported as significant.

5 
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Table1: Overview of quantitative research studies
Study

Data
collection

Sample
size

Criteria

Purpose

Baseline survey

August 2012

n=3,000

Nationally representative,
adults 15+

1. Evaluation (collect baseline
measures of key outcomes, i.e.
knowledge, discussion, efficacy
and political participation)

Midline survey

June – July 2013

n=3,006

Nationally representative,
adults 15+

1. Monitoring (logframe
indicators)
2. Evaluation (collect midline
measures of key outcomes, i.e.
knowledge, discussion, efficacy
and political participation)

Tracker survey
(omnibus)

February 2014

n=2,031

Nationally representative,
adults 18+

1. Monitoring (logframe
indicators)

Nationally representative,
adults 15+

1. Monitoring (logframe
indicators)
2. Evaluation (collect endline
measures of key outcomes, i.e.
knowledge, discussion, efficacy
and political participation)

Endline survey

January –
February 2015

n=3,003

Alongside this, qualitative studies were conducted throughout the project to both shape the
project and to explore the impact of Sema Kenya on audiences in more nuanced ways than
quantitative analysis allows, and to attempt to understand if and why change in governance
outcomes occurred. Qualitative methodologies were also employed to explore the impact
of the capacity-strengthening element of the project among practitioners (journalists) and
media partners,x as well as the extent to which the intervention may have filtered through to
the wider governance system (decision makers and institutions). These included interviews
with media and governance experts, local leaders and officials, as well as media practitioners
and houses engaged in capacity-strengthening partnerships with BBC Media Action. Table 2
provides an overview of the qualitative studies completed under the Global Grant governance
project in Kenya.

Jackie Christie, from BBC Media Action, sits with senior members of the Beyond the Headlines production crew
at a debrief session
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Table 2: Overview of qualitative research studies
Study

Data
collection

Method

Participants

Purpose

Formative
qualitative
study

April – May
2012

22 focus
group
discussions
(FGDs)

Kenyans from
across eight
provinces

• Provide useful insight into Kenyans’ framing
and prioritisation of issues that affect them
in their daily lives with special emphasis on
the new constitution, conflict and processes
that strengthen public trust in democracy
(accountability)
• Provide information on the media use and
behaviour of Kenyans
• Test the concept of the programme format
• Gather information for the design of the
baseline study

Baseline
expert panel

August 2012

12 indepth
interviews
(IDIs)

Governance
experts

Provide evidence of the ways in which the
Sema Kenya project contributes to dialogue
between citizens and the state that could be
explored over time

Midline
qualitative
study

June – July
2013

31 IDIs

Governance
and media
experts,
civil society
representatives,
and people
exposed to
Sema Kenya

Explore the impact of exposure to Sema Kenya,
with particular reference to the 2013 general
election to:
• Provide post-election audience evaluation data
for a research briefing exploring Sema Kenya’s
contribution to the role of the media
in the 2013 election
• Provide additional audience data for
the overall evaluation of the Sema Kenya project
• Inform on-going project development
Measure the progress of the capacitystrengthening activities. Specifically:

Local
stations’
capacity
strengthening
assessment

18

May 2014

Endline local
influencers
and decision
makers study

January
2015

KBC’s
capacity
strengthening
assessment

September
– October
2016
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• Explore the relevance of training content
and methods and the impact of capacitystrengthening activities
• Identify challenges and/or remaining
gaps/areas for focus in the remaining period
of training
• Explore to what extent the training might
be contributing the partner stations’ capacity
to produce governance programming that
addressed Sema Kenya’s objectives

25 IDIs

Staff at Pamoja
FM, Kitwek
FM, Coro FM,
Pwani FM,
Radio Mambo
and Radio
Sahara

16 IDIs

Local
influencers
(live audience
members)
and decision
makers
(panellists)

• Provide insight into what policy-makers,
public officials and other duty bearers who
participated in Sema Kenya feel about the
programme and the project’s model/approach
• Provide feedback from decision makers
who have not been on the show but listen
to or watch it about the extent to which the
programme is holding leaders to account

18 IDIs
6 FGDs

Staff at KBC
and audiences
listening to
Beyond the
Headlines

Assess the impact of the capacitystrengthening activities, as well as areas
that may need improvement or adjustments
in future initiatives

This report synthesises findings from the programme of research outlined above and presents
these findings as an evaluation of the Global Grant governance project in Kenya.

Research strengths and limitations
This report utilises both quantitative and
qualitative methods to examine the extent
to which the project has achieved its
objectives and, within this, the relationship
between exposure to BBC Media Action
programming and key governance
outcomes. It is not the aim here to
describe individual groups or factors in
detail, but instead to identify patterns that
can aid in understanding the influence of
BBC Media Action’s project activities.
A series of validity checks were
implemented throughout the research
process to ensure that data collection
and analysis were rigorous and robust.
All quantitative samples were fielded to
be nationally representative in order to
create a cross-sectional snapshot of the
population at one point in time. Data was
cleaned and weighted to account for any
errors or limitations in data collection.
Advanced statistical methods were used to
analyse the relationship between exposure
to BBC Media Action programming and
governance outcomes of interest as
accurately as possible.
Nevertheless, limitations of the research
should be considered when interpreting
the findings detailed in this report.
Primarily, it is not possible to control
for the effects of all variables that may
influence the outcome in question.
For example, when analysing political
participation, analysis does not account
for broad contextual factors such as
the political environment, personal
motivation, or distance to a polling station.
The measures used were often selfreported and therefore may have been

prone to response bias. For example,
many questions relied on a respondent’s
perception of how much they know about
politics. Results should be interpreted with
this in mind. Moreover, analysis does not
identify the direction of an association
(whether one thing (i.e. exposure) comes
before the other (i.e. participation)).
In sum, causation cannot be inferred
from this analysis – significant findings
demonstrate a relationship between two
variables, but do not suggest one causes
the other.
Finally, because survey data is crosssectional, change in outcomes over time
may be due to a change at the population
level, as opposed to change as a result
of exposure to the programme. Analysis
among those not exposed to BBC Media
Action programming over time provides
insight into population-level changes and
results are interpreted with this in mind.
To account for some of these limitations,
a mixed methods research approach
was used, and qualitative methods were
utilised alongside surveys to strengthen
and validate findings, where appropriate.
While qualitative methods do not provide
numbers or nationally representative
findings, they provide a more in-depth
understanding of engagement, knowledge,
attitudes and behaviours, and why and
how change does or does not happen.
When brought together these findings
provide a more holistic account of
the relationship between exposure to
BBC Media Action programming and
governance outcomes.
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3. EVALUATION FINDINGS
The following sections outline findings from the evaluation of the project. This includes
performance against headline indicators monitored throughout the project, a breakdown of the
reach of Sema Kenya, feedback on audience engagement with the programme, and evaluation of
the impact of the programme on key outcomes related to governance.

3.1 Headline indicators
Figure 4: What did the project achieve?

Reach of programming

Increased knowledge and understanding

30

70%

25.6
25

25.1

25.5

Millions

Base=688

2014

Base=394

2015

Base=479

24.5

20.9
20

2013

73%

20.5

78%

15

Held government to account

10

5

0

5.7

4.1
1.8

2.3

4.0
1.9

2013

2014

2015

Base=3,020

Base=2,031

Base=3,003

Adult population
Reach

Potential audience
Regular reach

34%

2013
Base=688

31%

2014
Base=394

35%

2015
Base=497

Note: figures exclude those who answered ‘don’t know’ and those who did not answer
Definitions:
Adult population
Those aged 15 years and above
Potential audience 	All those who report having access to TV, radio or the internet in the household
or elsewhere
Audiences reached	Those who report having seen/listened to Sema Kenya within the last 12 months
at the point of data collection
Audiences regularly reached	Those who report having seen/listened to at least every other episode of Sema
Kenya within the last 12 months at the point of data collection
Outcome	
The percentage of Sema Kenya viewers/listeners who agree that the programme
increased their knowledge on a range of governance issues (‘a lot’ or ‘a bit’)
Impact	The percentage of Sema Kenya viewers/listeners who ‘strongly agree’ that the
programme played a role in holding government to account
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3.2 Audience reach and profile
Key insights
n T
 hroughout

its three seasons, Sema
Kenya reached an estimated cumulative
total of 12.7 million Kenyans

n I t

reached a peak audience of 5.7 million
people (22% of the adult population) in
2013 – notably, the year in which the
last general election was held
half of those reached by
Sema Kenya tuned into the programme
regularly (defined as at least every
second episode) consistently throughout
all three seasons

people from all regions, age groups and
education and income levels. While a
significant proportion of the overall
audience was female (43% at endline
in 2015), the programme was more
successful at reaching and engaging a
male audience – men made up 63%
of the programmes regular audience
(compared to 37% female)

n A
 pproximately

n T
 he

Sema Kenya audience reflected the
diversity of the population, including

n W
 hile

overall Sema Kenya did not reach
Kenyans on the same scale as some
other governance programmes on-air, it
was more successful in reaching more
traditionally politically marginalised
groups (those with lower incomes and
education levels) than its competitors

3.2.1 Reach of the programme
One of the main advantages of media and communications-based interventions is the level of
scale that can be achieved through the broadcast media. As such, reach (the number of people
who watch or listen to a programme) is one of the key measures of a project’s success (though
it is certainly not the only measure of success). In order to achieve the broadest reach possible,
Sema Kenya was broadcast on national radio and TV platforms and via a network of local
vernacular radio stations. New partnerships were brokered throughout the project, increasing
the number of local radio stations broadcasting Sema Kenya and corresponding coverage of the
country; by 2015 programme coverage had expanded to include all eight regions in Kenya and,
within that, all 47 counties.
In total, over the course of the five-year-long project Sema Kenya was watched or listened
to by an estimated 12.7 million Kenyans cumulatively.6 The programme reached a peak
audience in 2013 (the year in which the general election was held), reaching 5.7 million
people (that is, 23% of the adult population aged 15 and above).7 While the reach of the
programme dropped slightly after 2013, it remained relatively consistent throughout the
project. This is depicted in figure 5.

Estimated cumulative reach refers to the numbers of people who have been reached in Kenya by BBC Media
Action programming over the lifetime of the project, acknowledging an amount of churn in programme
audiences year-on-year. Cumulative reach is calculated using an assumption that 10% of the audiences are new
listeners/viewers within existing audiences year-on-year. More detail on the cumulative reach calculation can
be found in appendix 2.

6 

7

Reach is measured through nationally representative surveys.
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7.5
0.0

Figure 5: Reach and regular reach of Sema Kenya (2013–2015)

Population (millions)

30
25.6

25.1

20.9

22.5
15
7.5
0

1.8

5.7
2.3

4.1

2013

4
1.9

2014
Adult population

Reach

2015
Regular reach

Sources: 2013 midline (n=3,006), 2014 tracker (n=2,031) and 2015 endline (n=3,003) surveys.
Note: the ‘dip’ in adult population in 2014 is due to the change in sample criteria for the 2014 omnibus survey,
which was based on adults aged 18 and above. In 2013 and 2015 the sample criteria was based on adults aged
15 years and above.

BBC Media Action recognises that watching or listening to a programme once is unlikely to
affect outcomes and that detectable impact requires frequent engagement with programme
outputs. As such, it is hypothesised that those who watch or listen to BBC Media Action
programming regularly are more likely to demonstrate impact as a result of the intervention.
Regular and sustained engagement can be difficult in a dynamic media sector, like Kenya’s,
where competition for viewership or listenership is high and increasing. However, despite
increased competition and a declining annual reach overall, each year approximately half of
those reached by Sema Kenya tuned into at least every second episode. This equates to regular
audience of just fewer than 2 million people each year, or around 8% of the adult population.
The medium through which the audiences accessed the programme changed over the course
of the project. This may reflect changes in both the broadcast partnerships (including the
change from KTN to KBC) and Kenyans’ media consumption habits throughout the project.
Figure 6 shows how audiences accessed Sema Kenya in 2013 and 2015.
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Figure 6: Sema Kenya audience by platform 2013 and 2015
100

Percentage

80

73
60
55

60
40

46

20
0

4

3
2013

2015
Radio

TV

Online

Sources: 2013 midline (n=3,006) and 2015 endline (n=3,003) surveys.

In 2013, radio was the predominant platform by which people accessed Sema Kenya. By 2015,
with the proportion of the audience accessing the programme via radio declining and TV
increasing, the audience was split relatively evenly across radio and TV, with some limited
access via online platforms. This is despite the increase in radio partnerships during the project
and the change in broadcast partnership in 2014 to KBC which had a smaller market share
than KTN.
3.2.2 Audience profile
In accordance with the project objective to create a national and inclusive conversation that
engaged all Kenyans in the democratic process, Sema Kenya aimed to reach and engage an
audience representative of the country’s diverse population. In particular, the project aimed to
reach the most marginalised in society, who are often left out of national discussion and debate
by virtue of being poor or lacking education, or because of their ethnicity, age (youth aged
15–24) or gender (women).
Figure 7 shows the demographic breakdown of Sema Kenya’s regular audience in 2015 (the final
year in which the programme was broadcast) and compares this to the national population to
assess how representative the programme’s audience was.8

8

National population statistics are based on the overall survey sample (which is nationally representative).
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Figure 7: Demographic profile of Sema Kenya’s regular audience (2015)

Gender

Age
34

Location

36

Rural
31

37%

63%
26

56%
18

63%

16
12 12

Urban
Female

Male

51%

49%

6
3
15–24 25–34 35–44 45–54 55–64

37%

44%

4 4
65+

Region
Rift Valley

5%

24%

25%

5%

11%

Eastern
16%

13%
8%

Western
10%

North
Eastern

14%
17%

Nyanza

9%

Nairobi
10%

Central
13%

Coast
9%

13%

Education

Financial well-being (income)
1
2

28
19

11
5

42
39

29
24

22

33

25

41
6

11

11

17

3

10
8

5

%

BBC Media Action audience (regularly reached by Sema Kenya)

%

National population

Note: figures exclude those who answered ‘don’t know’ and those who did not answer
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2015 Endline
Base=3,003

Overall, Sema Kenya’s regular audience represented a broad spectrum of the Kenyan
population in terms of age, income and education levels, including those among the country’s
youth population and poorer, less educated groups.
Kenya’s diverse population is scattered throughout eight geographically distinctive regions and
is predominantly rurally based (63% of the population live in rural areas). To support a truly
national and inclusive discussion, Sema Kenya aimed to reach people living in all corners of the
country by utilising the vast broadcast coverage of the partner stations. In 2015, Sema Kenya
reached people across all eight regions in Kenya and over half (54%) of Sema Kenya’s audience
was rurally based. Unsurprisingly, given it is home to the country’s capital city and political hub,
the Nairobi region was over-represented among the audience (18% of Sema Kenya’s audience was
based in Nairobi, though the region only accounts for 10% of the country’s total adult population).
Throughout the project, Sema Kenya attracted female audience members. Women made up
over a third (37%) of Sema Kenya’s regular audience in 2015, and 43% of the programme’s overall
reach. This reflects the relative success of the programme in attracting female listeners and
viewers who tend to be less politically engaged then men (in 2015 just 26% of women reported
being very interested in politics, compared to 42% of men) and is a positive reflection of the
gender mainstreaming approach to coverage of key governance issues that Sema Kenya took.
The programme was most successful in engaging women in 2013, when they made up 44% of
the regular audience. This perhaps reflected a broader interest in politics among the population,
even among those who were generally less interested in politics, during a general election.

Kenyan media sector: spotlight on governance programming
There have been a number of
programmes covering political affairs
in Kenya (on both radio and TV) that
address similar issues to Sema Kenya.
Some of the most prominent among these
include Sikika Sasa, Cheche and
Jeff Koinage Live.
Sikika Sasa (Be Heard Now), funded
by the United Nations Development
Programme, is the closest in format
and content coverage to Sema Kenya. It
features a studio audience and a panel
of experts and government officials,
and the programme travels to different
locations around the country. Like Sema
Kenya, Sikika Sasa aims to enhance citizen
participation and raise awareness on rights
and responsibilities under devolution. The
programme is broadcast on KTN and was
launched in August 2014.

Cheche (Sparks) is the longest running of
these programmes and was first aired in
April 2012. It is broadcast on Citizen TV
(the biggest and most popular TV channel
in Kenya), which has a strong focus on
local programming. The programme
features one guest and three presenters,
each of whom have different backgrounds
and interests. There is no live studio
audience. The programme covers current
affairs and the latest issues in the news.
Jeff Koinange Live, once described
as Kenya’s top political TV show, was
broadcast on KTN from October 2013 up
until it was dropped following an an on-air
incident in November 2016. Hosted by
former CNN journalist Jeff Koinange, the
programme featured key political figures
that he interviewed. The programme did
not feature a live studio audience.
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3.2.3 Reach in a competitive landscape
Comparing the overall reach of Sema Kenya to that of other governance programmes, Sema
Kenya falls in the middle of the pack. In 2015, Cheche and Jeff Koinage Live each reached 33%
of the population – nearly twice as many people as Sema Kenya. At the other end, Sikika Sasa
reached 11% of Kenya’s adult population. This pattern reflects the popularity of the stations
that each programme was broadcast on. For example, Citizen TV, which broadcast Cheche, has
the largest viewership among Kenyans, averaging 1.42 million per viewing slot. This compares
with KBC’s average of less than 300,000 per viewing slot.xi KTN, which broadcast Jeff Koinange
Live up until November 2016, follows slightly behind Citizen TV in terms of sector dominance.
A comparative analysis of overall audience profiles of other governance programmes in Kenya
suggests that Sema Kenya was more successful in reaching more politically marginalised groups
than other governance programmes. For example, in 2014 a higher proportion of Sema Kenya’s
overall audience was among the country’s poorest: 21% of Sema Kenya’s audience fell into the
two lowest income categories compared to 11% of those reached by Sikika Sasa and 10% of Jeff
Koinange Live’s audience. In terms of engaging a female audience, Sema Kenya’s performance
was on par with that of these programmes: in 2014, 38% of the Sikika Sasa audience was female
and 45% of both Cheche and Jeff Koinange Live audiences were female.

3.3 Engagement with the programme
Key insights
n T
 hrough

addressing pertinent
governance issues that ranged from
elections to devolution of power to
food security, Sema Kenya engaged
audiences, stimulating them to discuss
with others and seek more information

n H
 earing

ordinary Kenyans (‘people like
them’) debating relevant issues with
leaders inspired audiences to question
their own leaders on governance issues
that affect them

Kenya was a platform for inclusive
dialogue that helped to bridge divides
and build understanding of different
groups in society

n S
 ema

n A
 s

a ‘safe space’ and because of
careful and objective moderation,
Sema Kenya was able to tackle sensitive
topics which other media houses shied
away from during particularly tense
political times (i.e. in the build up to the
2013 election)

The Global Grant governance project in Kenya aimed to support individuals and communities to
be better informed and more engaged in governance. It sought to create a national and inclusive
conversation and debate on governance and, through this, to rebuild trust in the governance
process. Sema Kenya was designed to address these objectives by raising awareness of, and engaging
people in, the key governance issues affecting the country. The following section explores how
and why audiences engaged with Sema Kenya, and looks at their perspectives of the programme.
People who watched or listened to Sema Kenya reported high levels of engagement in the issues
covered by the programme. At endline in 2015, 83% of regular audiences said they had searched
for more information on the issues discussed in the programme and 78% reported either

26

COUNTRY REPORT | KENYA

Addressing the issues that matter: Sema Kenya’s
coverage of governance issues
Throughout its three seasons, Sema
Kenya’s thematic focus changed in
response to the changing needs of the
audience and to engage with the current
governance issues pre, during, and post
the 2013 general election.
Season one was broadcast in the
lead up to the general election. As such,
the programme focused largely on the
elections, accountability and electoral
preparedness of audiences. Research was
used to map priority election issues per
county, and these were used to inform
programming. Its coverage of election
issues (from land violence to internally
displaced people) bucked the trend set
by the wider Kenyan media, which was
reticent to cover sensitive issues for
fear of sparking violence (as experienced
during the 2007 election). The first season

of Sema Kenya ended on 31 March 2013,
shortly after the election of 4 March 2013.
Coming after the largely peaceful 2013
election, season two covered critical
issues around the devolution of power,
helping audiences to understand the new
political structures and their new leaders’
roles. The programme was a space to
understand and discuss these changes.
Season two ran from June 2013 to
January 2014.
Season three, which was broadcast
between May 2014 and January 2015,
emphasised cross-cutting national issues
(such as health, education, food security
and natural resource management) and
the accountability mechanisms affecting
them, under what was then still a new
system of devolution.

‘frequently’ (29%) or ‘occasionally’ (49%) discussing issues from the programme with family,
friends or others. Engagement varied a lot by region, with those in Nyanza (66%) and Central
(67%) discussing issues covered by the programme the least, and those in Nairobi (89%), the
Coast (90%) and North Eastern (91%) the most. Being home to the majority of the country’s
politicians, Nairobi is highly politicised and the centre for much of the political and civic activity
happening in the country. The Coast and North Eastern regions encompass traditionally
marginalised counties and people living there continue to vent against a central government they
feel ignored by. It is therefore not surprising that people in these areas discussed politics more.
Representative voice – hearing ‘people like me’ on Sema Kenya
Key objectives of the project related to increasing the diversity of views shared in public fora
and ensuring that discussion and debate of politics was inclusive of all Kenyans. The design of
Sema Kenya specifically aimed to contribute to this through including a diverse live audience
and panel to ensure that a multiplicity of voices and views were heard on key issues. BBC
Media Action’s approach to governance hypothesises that through hearing ordinary Kenyans
(‘people like them’) engage in political debate in the media, people are empowered to engage in
politics in their own communities.
BBC Media Action’s endline quantitative survey found that a majority (87%) of Sema Kenya’s
regular audience agreed that the show ‘featured people like [them] in its discussions and reports’
(including 25% who strongly agreed). Reflecting the programme’s efforts to include women
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both as live audience members and panellists, women were as likely as men to agree with
this statement. Qualitative research conducted with local influencers (community elders and
leaders) and media experts in 2015 suggested that women’s voices had been well represented
in the programme, with most noting the high female presence among the audience and panellists.
The endline survey in 2015 found that 94% of those who regularly watched or listened to Sema
Kenya agreed that the programme ‘provides an opportunity for people like me to question
government officials about their decisions and actions’ (including 29% who strongly agreed). In
addition, 94% agreed that the programme ‘motivates people like me to question leaders in the
community about their decisions and actions’ (including 26% who strongly agreed). Moreover,
feedback from audiences in qualitative research conducted in 2013 suggested seeing or hearing
2.5
35.0 action in their own
67.5 lives:
100.0
people like them-30.0
in the programme inspired
them to take

When you watch the show you see somebody like me
and you… and it kind of inspires you to want to be like this
other person… it makes you ask yourself – ‘if this person is
participating, why am I not participating?’ – because most
of the time people don’t participate because they feel the
political process is for the elites.
				
			

0

2.5

Male, 15–24, Nairobi, qualitative study, 2013

While high overall, the extent to which audiences felt that the programme featured people like
35.0
67.5
100.0
them varied significantly across the country. Figure 8 shows the level of variation of perceived
49
-30.0
2.5
35.0
67.5
100.0
representativeness across the regions.
Figure 8: Regular audiences’ agreement with the statement ‘Sema Kenya features people like
me in their discussions and reports’, by region
-3

Western

-4 -15

Rift Valley

27
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-13

Nyanza

81

-9
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Nairobi

-3

Eastern
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-29
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-30
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35

18
68

100

Percentage
Strongly disagree

Disagree

Strongly agree

Agree

Source: 2015 endline survey (n=3,003). Base includes those regularly reached by Sema Kenya (n=229). Some bases
by region are small (n=<40) therefore results should be considered indicative only.
Note: figures exclude those who answered ‘don’t know’ and those who did not answer.
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100
90
Audiences in Nairobi were the most likely to either agree or strongly agree that Sema Kenya
featured80people like them (97%) while those in the Central province were the least likely (71%).
This may reflect the fact that the data was collected in 2015, during season three of Sema Kenya
70
which was filmed exclusively from a studio in Nairobi (though the live audience was recruited
from around
60 the country). It is particularly positive that 91% of those living in the North Eastern
province agreed that the programme featured ‘people like them’, as this is a traditionally
50 area of the country often excluded from the broader national level conversation.
marginalised
40
Role modelling inclusive dialogue and bridging divides
Through30its inclusive live audience, balanced panel and careful moderation, Sema Kenya aimed
to role model cross-community debate, ensuring that all voices and contributions were
20
respected and valued.
10
At endline, regular Sema Kenya audiences overwhelmingly agreed that the programme helped
to bridge0 divides and build understanding of different groups in society. The following figure
summarises their positive responses to a list of statements about the role of Sema Kenya.
Figure 9: Proportion of Sema Kenya’s regular audience agreeing with statements on the show
100
90
80

27
36

Percentage

70

30

25

64

65

Sema Kenya
provides diverse
viewpoints on
issues and topics

Sema Kenya
demonstrates a
desire towards
solving rather
than escalating
conflicts

35

60
50
40
30

68
57

55

Sema Kenya
helps Kenyans
understand
each other
better

Sema Kenya
provides
opportunities
for different
communities
to engage in
dialogue

20
10
0
Sema Kenya
helps people like
me to understand
how key social
issues affect
different parts
of the country

Strongly agree

Agree

Source: 2015 endline survey (n=3,003). Base includes those regularly reached by Sema Kenya (n=229).
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Sema Kenya presenter Joseph Warangu talks to camera

Around nine in 10 regular audience members agreed that Sema Kenya: helped people to
understand how issues affect different parts of the country; helped Kenyans understand each
other; provided opportunities for different communities to engage in dialogue; provided
diverse viewpoints on issues and topics; and demonstrated a desire towards solving rather
than escalating conflicts. Reflecting the programme’s capacity to bring people from all corners
of Kenya together, regular audiences were most likely to strongly agree that Sema Kenya
helps Kenyans to understand each other better and that it provide opportunities for different
communities to engage in dialogue.
Constructive, moderated, audience-driven discussion of sensitive issues
The project strived to ensure that Sema Kenya represented constructive, audience-driven
debate, particularly when covering sensitive issues. The moderation of the programme was a
key element of achieving this. In seasons one and two the programme was presented by Joseph
Warungu, former head of the BBC’s African news and current affairs department and a wellknown, trusted and respected journalist in Kenya. In season three, Bonnie Musambi, a KBC TV
news and Swahili Service anchor took over presenting the programme, supported by Joseph
Warungu’s mentorship.

30

COUNTRY REPORT | KENYA

Qualitative research conducted in 2013 identified the important role of the moderator in
ensuring that everyone had a chance to have their voice heard on the programme:

I liked that format because it’s a different kind of discussion
whereby you have a kind of a mediator who is linking the
two of you and it is very important to have that person there
– to control time, and also to control the content.
	
			

Male, 15–24, urban Nairobi, qualitative study, 2013

During further qualitative research carried out in 2015, local influencers interviewed reported
that Sema Kenya allowed for inclusive discussion, successfully captured the voices of others in
their county, and helped them to learn about the issues facing others in their counties. This
was particularly pertinent in an environment in which personalities often dominated coverage
of issues, something that BBC Media Action’s formative research identified as a key issue in
media coverage of politics.

Educating the electorate and tackling sensitive electoral issues
Following the general election, the
Sema Kenya audience described how the
programme fulfilled its role to ‘inform
and educate’ by providing in-depth,
locally-driven information on issues and
by improving audience understanding
of individuals’ rights and role in the
democratic process.xii
While audiences attributed other media
programmes with being informative about
the election process, governance experts
noted a difference between the information
provided by Sema Kenya compared to the
rest of the media. Experts observed that
much of the discussion in the rest of the
media was about personalities rather than
the key issues. At a time when full
information and in-depth coverage of the
key issues was most important, the
information provided by Sema Kenya was
deemed credible, reliable and relevant.
Furthermore, the research (conducted
with a panel of 17 governance, media and
civil society experts), found that while

wider media coverage and debate was
influenced by a peace agenda resulting
in an avoidance of sensitive issues, Sema
Kenya provided the public with arguably
more detailed information than other
media sources. The experts suggested that
the programme’s moderated discussion
allowed it to tackle sensitive issues that
other media shied away from.
“I think Sema Kenya stood on its
own because it took the media to
the people. It discussed very salient
issues that the other media did not.”
(Governance expert, qualitative study, 2013)
Overlaying all of this is the fact that
discussions on Sema Kenya were held in
Swahili – a key point of divergence from
other governance programming which
was generally filmed in English and used
technical language few people outside
of main towns could understand. Sema
Kenya’s use of the national language was
a key factor in support inclusivity on this
national scale.
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3.4 Impact on audience-level governance outcomes
Key insights
n R
 esearch

findings revealed consistently
positive associations between regular
exposure to Sema Kenya and key
governance outcomes that support
greater accountability. Compared to
people who did not watch or listen
to the programme, and even when
controlling for other factors that might
influence these outcomes, Sema Kenya’s
regular audience were:
– 4 .5 times more likely to feel they
know a lot about politics
– Two times more likely to discuss
politics frequently with family,
friends and others
– Three times more likely to have
a high level of confidence in their
ability to engage in politics (internal
efficacy)
– Twice as likely to participate in politics

n W
 hile

women made up a smaller
proportion of Sema Kenya’s audience,
the impact of the programme on their
governance outcomes was consistently
positive and similar to that on men. This
is despite women being less engaged
in politics in general – women report
less interest in, discussion of, and
participation in politics

n W
 hile

overall, Kenyans became slightly
more confident that their leaders had

been responsive to the needs to citizens
since 2013, there was no evidence
that Sema Kenya contributed to this
change. Regular audiences had as much
confidence in the responsiveness of
leaders as non-audiences
n A
 dvanced

analysis strengthened the
theory that accountability-focused
programming can increase political
participation through supporting
audiences to be more knowledgeable
about politics, discuss it more with
friends and family and feel more
confident in their ability to influence
political processes. It was not conclusive
on the role of external efficacy in
mediating political participation

n T
 he

majority of Kenyans expressed
positive attitudes around inclusivity
and understanding of ‘others’, and
BBC Media Action found some evidence
that exposure to Sema Kenya was
associated with an increase in inclusive
attitudes, which was in turn positively
associated with discussion of politics
among family and friends. However,
results were mixed; findings suggest that
discussion among those outside one’s
immediate social circle was associated
with more negative perceptions of
inclusiveness

3.4.1 Sema Kenya’s influence on political participation and its drivers
BBC Media Action believes that by influencing change among individuals and populations, the
media can indirectly hold those in power to account by increasing individuals’ participation in
accountability mechanisms and supporting their empowerment. Participation in this context
is viewed as the extent to which individuals and groups within society are actively involved in
the public sphere, political processes, debate and decision-making. BBC Media Action defines
‘empowerment’ as the process through which individuals: (i) become aware of the forces that
have an impact on their situation; (ii) become more aware and trusting of their own abilities,
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knowledge and experience; and (iii) build on these to gain self-confidence and the self-belief
required to be active in improving their life situations.
Based on this premise, Sema Kenya aimed to foster political participation among the Kenyan
population by providing access to accurate information, stimulating discussion and enabling people
to interact directly with decision makers: all things that BBC Media Action believes contribute to
increased participation in politics. The mixed-methods research strategy implemented
throughout the project sought to provide evidence of the extent to, and the ways in which, Sema
Kenya influenced key governance outcomes among individuals and, ultimately, in what ways and
to what extent this contributed to supporting improved accountability. This section examines
the role Sema Kenya played in encouraging individuals to participate more, both as a direct
consequence of watching the programme, and via the key drivers of increased political
knowledge, discussion and political efficacy.xiii The impact of the programme is examined against
the backdrop of trends over time across these drivers among the broader Kenyan population.

100

3.4.1.1 Improving political knowledge and understanding
Political75knowledge is regarded as one of the key prerequisites of a functioning democracy.xiv, xv
As such, improving people’s knowledge of key governance issues was a primary objective of the
Global Grant governance project. In Kenya, the project specifically aimed to increase people’s
knowledge
50 of the new constitution, implications of the devolution and the electoral process.
It sought to do this by improving people’s access to reliable, trustworthy information, both
directly through Sema Kenya and indirectly via capacity strengthening with media organisations
25 the content of media outputs.
to improve
Figure 10 tracks the level of perceived knowledge of political issues and current affairs
0 Kenya population over the course of the project and overlays this with perceived
among the
knowledge among those regularly reached by Sema Kenya.
Figure 10: Levels of perceived knowledge of political issues and current affairs
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Sources: 2012 baseline (n=3,064), 2013 midline (n=3,020), 2014 tracker (n=2,031) and 2015 endline (n=3,003) surveys.
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Over the course of the Global Grant project, Kenyans’ perceived level of knowledge of
political issues and current affairs was generally low, with just half the population feeling that
they knew at least a fair amount about politics and current affairs. Overall levels of perceived
political knowledge also appear to have declined since 2012, which may be related to
heightened levels of confusion around the process of devolution as it was rolled out.
However, Sema Kenya’s regular audience consistently reported higher self-perceived levels of
political knowledge compared to the population at large. Exploring this relationship further
through advanced analysis on the 2013 midline data (multinomial regression – see box below)
showed that regular audiences of Sema Kenya were 4.5 times more likely to have substantial
knowledge than non-listeners/viewers.9 Further analysis carried out on the 2015 endline data
(linear regression) also showed that a positive association between exposure to Sema Kenya and
higher perceived knowledge of politics existed even when controlling for other factors that could
have influenced knowledge, such as reported interest in politics, gender or levels of education.10

What is regression?
Regression analysis is a statistical
technique that is used to examine the
relationship between two variables while
controlling for the distorting effects of
other factors or characteristics. For
instance, someone who is more highly
educated may be more likely to watch
Sema Kenya and also be more likely to
frequently discuss politics. Regression allows
researchers to see whether or not there
is an association between watching Sema
Kenya and discussing politics, even once
the effects of other explanatory factors
like education have been cancelled out.

This analysis cannot prove that exposure
to BBC Media Action’s programming
causes a particular outcome, as it does not
identify the direction of the association.
For instance, watching Sema Kenya could
increase political discussion, or increased
political discussion could make someone
more likely to watch Sema Kenya.
However, it provides a more robust
method of understanding the association
between BBC Media Action’s programme
and key governance outcomes.

The positive association between Sema Kenya and political knowledge was reinforced by
the audiences’ own views, with 78% of respondents to the 2015 survey directly attributing
an increase in their knowledge of key governance issues to the programme.11 In addition,

Regular audiences of Sema Kenya were 4.5 times more likely to have substantial versus low knowledge
about devolution, unemployment, the new constitution and security (significance = 0.001). The Nagelkerke
R statistic for this model was 0.537. The Hosmer and Lemeshow statistic had a chi-square of 10.321 and a
significance level of 0.243. Full results, including confounders and logistic regression comparing moderate
versus low knowledge and substantial versus moderate knowledge, can be found in the technical appendix.

9 

OLS regression showed that exposure to Sema Kenya was associated with significantly higher levels of
knowledge. The adjusted R square of the model was 0.186 and the F value was 18.252 (significance <0.001).
Full results, including confounders, can be found in the technical appendix.

10 

Based on the survey item: How much has watching/listening to the programme improved your understanding
about [key governance] issues? Would you say it has improved your understanding a lot, a bit, not very much
or not at all?

11 
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qualitative research carried out in 2014 highlighted the role of the programme in keeping
people informed during the build up to the 2013 election and in helping them to understand
diverse views from different parts of the country:

I think Sema Kenya was a useful tool… in terms of the
public understanding the issues, understanding the leadership,
and understanding the kind of country they would like to have
post-election. And, listening to other voters far from you is
one of the best ways to understand the country.
	
			

Media practitioner, qualitative study, 2014

Enlightening leaders and understanding roles
To increase constructive dialogue and interaction between decision makers and ordinary
Kenyans, as the Global Grant project set out to do, increasing knowledge and understanding
of governance issues must be considered not just at the audience level.12 Through bringing
ordinary citizens and decision makers together to discuss issues, research indicates that
Sema Kenya also supported those in power to understand key governance issues from the
perspective of those affected by them. Decision makers who participated in the programme
as panellists reported feeling ‘enlightened’ by the programme because they were able to learn
about the issues and concerns affecting citizens:

Sometimes you learn much more from what the audience
members say… In the [episode] on security… when asked
whether they trusted the police, they gave their experiences
and reasons why they didn’t.
	
Sema Kenya panellist, qualitative study, 2015



Constructive interaction also requires an understanding among citizens of who responsibility
lies with, what they are responsible for, and how issues can be raised. Formative research
found this knowledge often did not exist, even if people were aware that they had a right to
raise issues with leaders:

…citizens may want to question the government but they
may not know the proper channels through which to do that;
they don’t even know how to get to the MP or access them.


18–24, Mombasa, formative research, 2012

As outlined in objective 6 of the Kenya Global Grant project’s theory of change: Increase constructive
dialogue and interaction between decision makers and ordinary Kenyans (see figure 2).

12 
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Qualitative research in 2015 explored how Sema Kenya played a role in helping people to gain this
knowledge. Local influencers who attended a recording of Sema Kenya as live audience members
reported that they had learned about the role of leaders in addressing issues at county and national
levels, the existing services and systems in place, and issues affecting other Kenyans. Furthermore,
the majority of people who regularly watched or listened to Sema Kenya (87%) agreed that the
programme ‘informed citizens about the decisions and actions of government officials’.
3.4.1.2 Prompting and modelling discussion
To support greater engagement in politics among Kenyans, interaction and dialogue around
governance issues should be encouraged not just between the people and decision makers, but
also among family, friends, and others in the community. Talking about politics can help spread
knowledge, support understanding of issues, and share a diversity of views. Discussion of
politics at home and in the community is considered a key influence on a person’s confidence
to engage and influence politics (internal efficacy) and an important driver of political
participation. Ultimately, transparent, inclusive conversation and debate about key political
issues – from the grassroots level right up to formal mechanisms of government – can help
to rebuild engagement with, and trust of, the democratic process. The project, through Sema
Kenya, aimed to prompt informal and formal discussion of governance issues among audiences
and to model constructive and inclusive political debate at the national level.
Prompting political discussion
politics a lot, particularly among family and friends.
Quantitative surveys in 2012, 2013 and 2015 indicated that the majority of Kenyans (at
least 80% at each time point) reported discussing politics with family and/or friends at least
occasionally. Fewer reported discussing politics outside of this immediate group; still, around
60% of Kenyans reported discussing politics with others in their community. Women were
slightly less likely to report discussing politics compared to men.

The local government in Kenya responds
In general, Kenyans tend to discuss
to the needs of ordinary people
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While a large proportion of the population reported discussing politics, those who watched
or listened to Sema Kenya were even more likely to discuss politics and to report doing so
frequently, compared to people who did not watch or listen to the programme at all. This is
shown in figure 11.
Figure 11: Political discussion among Sema Kenya’s regular viewers and listeners versus nonviewers and listeners
Non-audiences (n=2,529)
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Source: 2015 endline survey (n=3,003); Note: all results were significant at p<0.05; ‘discussion’ in this analysis was
defined as any discussion – i.e. discussing politics with family, friends or others.
Note: figures exclude those who answered ‘don’t know’ and those who did not answer.
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Exploring the relationship between listening to or watching Sema Kenya and frequency of
political discussion through regression analysis showed that this relationship existed even when
taking into account other potential factors that may have influenced someone’s likelihood to
discuss politics, such as interest in politics or levels of education. People who regularly watch
or listen to Sema Kenya were two times more likely to discuss politics frequently rather than
occasionally.13
Women who watched or listened to Sema Kenya reported discussing politics more frequently
(56%) than women who did not (42%); a difference which remained significant even when
controlling for other influencing factors (via regression analysis).14 In fact, women who regularly
watched or listened to Sema Kenya were even more likely to discuss politics with family
members than men who regularly watched or listened to the show. While men were more
likely to discuss politics with friends and other people, women were almost as likely as men
to discuss politics with these groups. This is despite a culture that has historically excluded
women from politics.
Modelling inclusive dialogue
The project also aimed to influence how people were discussing governance issues by
modelling constructive and inclusive discussion of issues. Sema Kenya sought to create a
national inclusive conversation, facilitating and encouraging dialogue as a means of settling
differences and disputes among communities. This was particularly relevant around election
time, given the experiences of the 2007 election, and was therefore a key consideration for the
programme in the build up to the 2013 election.
Qualitative research conducted in June 2013, a few months after the elections, found that
audiences felt that a diversity of views were represented on Sema Kenya and that the
programme showed people discussing issues in a peaceful and constructive way:xvi

[I learned from Sema Kenya that] you don’t have to
fear a leader, you can ask any question you like. Kenyans
have a voice, Kenya is a beautiful country, and Kenyans can
be peaceful… peaceful people aired their views without
any friction.


Female, 25–44, urban Mombasa, qualitative study, 2013

Regular audiences were two times more likely than non-listeners/viewers to frequently discuss politics
compared to occasionally (significance = 0.004). The Nagelkerke R statistic for this model was 0.178. The
Hosmer and Lemeshow statistic had a chi-square of 4.318 and a significance level of 0.827. See the technical
appendix for full results.

13 

OLS regression showed that women exposed to Sema Kenya discussed politics more frequently than those
unexposed. The adjusted R square of the model was 0.165 and the F value was 15.360 (significance = <0.001).
Full results, including confounders, can be found in the technical appendix.
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Supporting transparency in elections
A key objective of the project related to
rebuilding trust in the democratic process
in Kenya through supporting a national
and inclusive conversation and debate.
This was particularly critical before, during
and after the 2013 general election, given
the damage wrought by the experiences
of the previous national election in 2007.
As such, the first season of Sema Kenya,
which was broadcast in the lead up to the
election, focused largely on accountability
and electoral preparedness of audiences.
Qualitative research to explore the impact
of Sema Kenya during this key period was
conducted in 2013. Findings indicated
that the programme supported peace
and inclusiveness during the sensitive
election period by presenting diverse and
opposing views in the form of constructive

and moderated dialogue. Media experts
felt that Sema Kenya provided a fuller
picture and more in-depth analysis than
the Kenyan media in general, giving it
more credibility and successfully keeping
voters informed. Respondents also felt
that the programme was able to support
accountability around the election by
providing an opportunity to discuss issues
in-depth and a platform to question
leaders:
“Because you are able to experience
what other people from other areas
are going through first-hand and get
to know this is what is happening
and this is what the government is
working on, or this is what they
promised to do – it’s a good avenue.”
(Female, Nairobi, qualitative study, 2013)

3.4.1.3 Building political efficacy
Political efficacy is considered an important mediator of political participation, with low
political efficacy being a barrier to engaging and participating in politics.xvii BBC Media Action
defines political efficacy as ‘the feeling that individual political action does have, or can have,
an impact upon the political process’. Political efficacy is commonly understood to comprise
two components – an internal measure that corresponds to an individual’s belief in their own
ability to engage in, and exert influence on, the political process, and an external measure
that constitutes the individual’s belief that government institutions are responsive to citizens’
demands.xviii
As a platform where ordinary citizens were able to directly question power holders and
decision makers and demand a response, Sema Kenya aimed to influence both internal and
external efficacy among audiences by modelling good state–society accountability in action and
building people’s confidence to engage in the democratic process. The extent to which the
programme influenced individual political efficacy is discussed below.
Internal efficacy: building confidence to engage in politics
Formative research indicated that while many Kenyans were aware of their right to question
leaders, they reported rarely or never exercising that right.xix This inaction was reportedly
due to a number of barriers, including fear of reprisal, language barriers, apathy about political
systems, and cynicism about politics and politicians in general, often based on previous
experience of inaction by officials. As such, participants reported that many Kenyans did not
bother to attend town hall meetings, political rallies or watch or listen to political programmes
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because they believed nothing would change. The project, through Sema Kenya, aimed to
overcome these barriers by creating a public platform through which ordinary citizens could
directly question officials on key governance issues, thereby demonstrating that ordinary
people
cangovernment
question inleaders
without fear of reprisal.
The local
Kenya responds
to the needs of ordinary people

Internal political efficacy is a difficult concept to measure, particularly quantitatively. BBC Media
Action used a number of survey items to measure efficacy, three of which have been used
together to capture an overall measure of internal efficacy. These are:
1. When political issues or problems are being discussed, I usually have something to say
2. I think that I am better informed about politics than most people
3. I feel that I could do as good a job as an MP or member of the county assembly as
most other people
Sema Kenya audiences are more confident in their ability to engage in politics
10 20 agreed
30 with
40 the50three60 internal
70 efficacy
80 90 100
The proportion of people who agreed0 or strongly
statements at endline in 2015 is shown in figure 12.
Figure 12: Individual self-efficacy and Sema Kenya (2015)
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Source: 2015 endline survey (total base n=3,003; regularly reached base n=229; not reached base n=2,469),

Across all three survey items, people who regularly watched or listened to Sema Kenya were
consistently and significantly more likely to be more confident in their ability to engage in
politics (that is they had more positive internal political efficacy) compared to people not
exposed to the programme.15

Chi-square tests were used to test for significance. All differences reported as significant were significant at
the 95% level (p<0.05).
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Taken together, these measures make a scale on which people can be stratified as having
a high, medium, or low level of internal political efficacy. Table 3 shows how Sema Kenya’s
regular audience compared to people who had not watched or listened to the programme in
2015 across the stratified internal efficacy scale.
Table 3: Levels of internal efficacy among regular audiences and non-audiences (2015)
Regular Sema Kenya audience

Non-listeners/viewers

(n =229)

(n =2,469)

Low

8%

24%

Medium

59%

59%

High

33%

17%

Level of internal efficacy

Source: 2015 endline survey (n= 3,003). Results were significant at p<0.05.

Exposure to Sema Kenya was associated with higher internal political efficacy, with 33% of
regular audiences having reported high efficacy compared to 17% of non-audiences. The
positive association between Sema Kenya and higher internal political efficacy was significant
even when controlling for other factors that might have influenced a person’s efficacy through
regression analysis, including income and education levels. Those who regularly tuned into
Sema Kenya were three times more likely to have a high level of internal political efficacy.16
External efficacy: fostering confidence in responsiveness
Formative research revealed one of the key barriers to Kenyans actively engaging in politics
was the perception that when people acted on their right to question government decisions
and actions, the outcomes were often unsatisfactory.xx Many participants asserted negative
views of politicians, and regarded the accounts they received from their leaders to be populist
or inaccurate. Some felt that on the rare occasions when leaders made themselves available to
be questioned by the public on their policies, such as during election campaigns, they promised
much but in reality delivered little.

For me, I am sorry to say that I find [politicians] to be
very selfish and liars because they don’t really do what they
say. So that is how I take them; whenever they are talking
there is always a question mark over what the real point is
behind their talk.


25–34, Nairobi, formative research, 2012

Regular audiences were three times more likely to have a high level of internal political efficacy than nonlisteners/viewers (significance = 0.026). The Nagelkerke R statistic for this model was 0.515. The Hosmer and
Lemeshow statistic had a chi-square of 7.662 and a significance level of 0.467. See the technical appendix
for full results.
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BBC 100
Media Action measured external political efficacy using a number of different survey items
which explored people’s perception of local and national decision makers’ responsiveness.
These included:17
751. The government is doing their best to find out what people want
2. The government responds effectively to public opinion
3. When people get together to demand change, the leaders in government listen
504. The national government in Kenya [reacts/responds to/acts on] the needs of
ordinary people
5. The local government in Kenya [reacts/responds to/acts on] the needs of
25 ordinary people
Three of these items were measured at baseline (2012), midline (2013) and endline (2015), and
0
the proportion of positive responses across each item (defined as all those who either agreed
or strongly agreed with the statements) is shown in figure 13.
Figure 13: External political efficacy over time
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Sources: 2012 baseline (n=3,064), 2013 midline (n=3,020) and 2015 endline (n=3,003) surveys.

Comparing results across these time points shows that, generally, Kenyans’ perceptions of the
responsiveness of government officials were increasingly positive over time. However, this
was from a relatively low level at baseline, and perceptions of central and local government
responsiveness did not surpass 60% in 2015. This suggests significant pessimism continued to
exist within the Kenyan population.

The reliability of the external efficacy construct was confirmed using factor analysis. Five out of six items
measured showed strong correlation and were therefore included in the final construct.
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What role did Sema Kenya play in fostering positive perceptions of
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Considering the impact of Sema Kenya on levels of external efficacy, figure 14 compares results
across the five survey items measured at endline among regular Sema Kenya audiences and
non-listeners/viewers.
Figure 14: External political efficacy (2015)
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Source: 2015 endline survey (n=3,003).

The results did not indicate any relationship between the programme and more positive
perceptions of government responsiveness. There were no significant differences between
regular Sema Kenya audiences and non-listeners/viewers as regards the extent to which they
felt the government and leaders listened to and responded to people’s needs, even once other
potentially influential factors were controlled for through regression analysis.18
Kenyans were more confident but equally sceptical
Qualitative research provided some insight into why this might be the case. Local influencers
interviewed for the a 2015 qualitative study felt that Sema Kenya successfully highlighted
issues in the county and called on leaders to make changes; they gave some specific examples
of changes in service delivery that they believed happened as a result of the programme.
However, they also reported that panellists often did not provide satisfactory answers to
questions raised on the programme and that issues were not followed up to ensure that
leaders had addressed them as promised on the programme:

The panellists did not answer those questions satisfactorily
and I felt that they did not even seem to know what is going
on. They talked about the [issues]… but did not give
solutions to the problems.


Local influencer, qualitative study, 2015

Full results, including confounders, can be found in the technical appendix.
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100
This was echoed by panellists themselves, who felt that it was not possible for them to act on
75 addressed on the programme because these were too general or because there was
the issues
no time to discuss an implementation plan:

50 cannot take action on problems that have been
You
generalised or that originate from different areas. There also
25 much time to note how we should move forward.
wasn’t


Panellist, qualitative study, 2015

0

This scepticism around responsiveness of leaders was reflected in the generally lower levels
of trust that Kenyans had in political institutions compared to other, less formal institutions
(see figure 15).
Figure 15: Level of trust in formal and informal institutions (2015)
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Source: 2015 endline survey (n=3,003).

Results from the 2015 endline show that more Kenyans trusted informal institutions (religious
institutions, the media, village elders and local chiefs), than the formal institutions of government.
Among the formal political institutions measured, the President (Uhuru Kenyatta, Kenya’s
fourth and youngest president) enjoyed the highest levels of trust among the population; in fact,
half (49%) of respondents reported trusting the president a lot. Religious institutions and the
media were also trusted by the majority of Kenyans, and enjoyed greater levels of trust among
the population compared to, for example, local government and parliament in general.
Overall, while the programme provided a platform for people to question their leaders, the
extent to which this translated to increased responsiveness beyond the programme was
limited. In other words, it seems that the format worked to expose leaders and air issues,
but less to follow up on how the issues were being addressed or to convince audiences that
leaders would act upon the issues they raised.
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3.4.1.4 Increasing political participation
Increasing political participation is seen as one of the key routes to building accountability
between citizens and leaders.xxi As such, Sema Kenya aimed to provide a platform through
which Kenyans of every part of society could potentially influence the decisions that affect their
lives. By broadcasting across the country, the programme aimed to act as an example, intended
to lead to increased participation in other forums – whether private (with family and friends)
or public (for example, in a town hall meeting). The frequency of, and ways in which, Kenyans
participated in politics was tracked throughout the project.
Widespread and increasing participation in politics, particularly locally
Reflecting their high level of reported interest in and discussion of politics, many Kenyans (78%)
reported participating in some form of political activity (be it formal or informal) in 2013.19
By 2015 this had increased to nine out of 10 (89%) Kenyans reporting such participation.
Table 4 compares the levels of participation (either once or multiple times over the previous
year) at baseline in 2012 and endline in 2015, for men and women.
Table 4: Political participation by gender (2012 and 2015)
Men
2012

2015

Participated in at least one way

80%

93%

Attended a meeting in your
local community

40%

Participated in an organised effort

Women
+/-

2012

2015

+/-

13.pp

76%

85%

9.pp

72%

32.pp

30%

60%

30.pp

51%

66%

15.pp

42%

55%

13.pp

Contacted a local chief or traditional
leader about an issue

49%

66%

17.pp

44%

52%

8.pp

Attended a meeting of the
local town council

54%

64%

10.pp

48%

49%

1.pp

Contacted a local official

37%

45%

8.pp

25%

32%

7.pp

Contacted a national elected official

24%

33%

9.pp

18%

22%

4.pp

Taken part in a protest, march,
or demonstration

30%

27%

3.pp

23%

17%

6.pp

Sources: 2012 baseline (n=3,063, of which male=1,502 and female=1,561) and 2015 endline (n=3,003, of which
male=1,473 and female=1,531) surveys. Note that these surveys were cross-sectional and, therefore, differences
between measures should be considered indicative only.
‘Political activity’ does not include voting, as this is considered to be a passive form of political participation.
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Over the project period, reported participation increased across each of the different activities
measured, and most significantly for community or locally-based activities (i.e. attendance at
100 or town council meetings, and contacting a local official, local chief or traditional
community
leader). Only participation by taking part in a protest, march or demonstration decreased over
the period of the project.

75

While political participation increased overall among Kenyans from baseline to endline, it did it
to a lesser extent for women, and men were more likely than women to have participated in
50
each of the ways measured. Regression analysis conducted on 2015 endline data showed that,
even once controlling for possible other factors, Kenyan women were less likely than men to
participate in politics; a finding that reflects the cultural and systematic barriers that women
25
face to engage in political processes, and the lower levels of perceived knowledge, discussion
of, and reported interest in, politics among women in Kenya.

0

Sema Kenya and political participation are positively linked
When considering the impact of Sema Kenya on levels of political participation, findings suggest
that the programme was associated with even higher levels of political participation among
people who had listened to or watched the programme. Figure 16 shows the difference
between Sema Kenya’s regular audience and those who did not watch or listen to the
programme at all.
Figure 16: Political participation among Sema Kenya’s regular audience and non-listeners or
viewers (2015)
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Source: 2015 endline survey (n=2,767 of which regular audience=229 and not reached=2,538).
Note: the types of activities that were included in the political participation analysis included: 1) Participated in
an organised effort to solve a neighbourhood or community problem; 2) Attended a meeting of the local town
council or with other government officials; 3) Contacted a local official, like a local counsellor or an official who
works for a government agency; 4) Contacted a national elected official; 5) Contacted a local chief or traditional
leader about an issue; 6) Taken part in a protest, march or demonstration on a national or local issue.
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A woman asks her question, contributing to a strong debate

Overall, regular Sema Kenya audiences were significantly more likely to have participated in
at least one of the ways measured than non-listeners/viewers. This difference is supported
through findings of regression analysis carried out on the 2015 endline data, which showed a
positive association between regular exposure to Sema Kenya and increased levels of overall
political participation even when controlling for other factors, such as interest in politics, age,
education and gender.20 Regular Sema Kenya audiences were twice as likely to have participated
in political activities as non-listeners/viewers.21
Despite the lower levels of engagement in politics among Kenyan women generally, women
who regularly tuned in to Sema Kenya were more likely to participate in politics than women
who did not watch or listen to the programme. This was the case even when controlling for
other factors that may influence the propensity of someone to participate in politics, such as
education or interest in politics.
The association with Sema Kenya and likelihood to participate in politics was further supported
by respondents reporting actions they had taken as a result of listening to or watching the
programme. For example, 37% said that Sema Kenya had prompted them to attend a town hall
or village meeting and 34% had looked for additional sources of information about an issue
addressed in the programme. Notably, men were significantly more likely to report having
taken an action as a result of the programme compared to women (24% versus 12%).
Testing the pathways to political participation
As well as examining the impact of Sema Kenya on individual outcomes such as political
participation, to examine the relationship between these outcomes and better understand the
pathways to change advanced analysis (SEM) was carried out on the 2015 endline dataset.
The analysis tested the hypothesis that Sema Kenya contributes to increasing audiences’
participation, but that it does this indirectly by first increasing their levels of political discussion,
Linear regression showed that exposure to Sema Kenya was associated with significantly higher levels
of participation. The adjusted R square of the model was 0.284 and the F value was 30.808 (significance
<0.001). See the technical appendix for full results.

20 

Regular audiences of Sema Kenya were 1.962 times more likely to have participated at least once in the
last year than non-audiences (significance 0.018). The Nagelkerke R statistic for this model was 0.180. The
Hosmer and Lemeshow statistic had a chi-square of 6.169 and a significance level of 0.628. See the technical
appendix for full results.
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knowledge, internal efficacy and external efficacy (perceived government responsiveness) which
in turn makes them more likely to participate. To test this assumption, a proposed model was
created based on a literature review and tested using advanced statistical analysis.
Figure 17 shows the results of this analysis only where these were significant. Bold lines
indicate a stronger relationship.
Figure 17: Structural equation model of political participation
Perceived
knowledge

Exposure to
Sema Kenya

Internal
efficacy

Political
participation

Discussion

Note: all pathways depicted here were statistically significant (those that were not statistically significant have
been excluded). For simplicity, BBC Media Action has chosen not to include relevant effect sizes in this model.
Details of model development, analysis and results can be found in the technical appendix.

Overall, the analysis indicates that exposure to Sema Kenya was associated with an increase
in political participation, but that there was no direct pathway between watching or listening
to Sema Kenya and increased political participation. The strongest relationships between
Sema Kenya and political participation were found to be via: political discussion and internal
efficacy; political discussion only; and knowledge only. In other words, the association between
exposure to Sema Kenya and increased political participation was mediated via discussion,
(perceived) knowledge and internal efficacy. Full details of the analysis and results can be found
in the technical appendix.
External efficacy was not found to be a key influential factor. As it was not significant, it is not
shown in the final model above.
3.4.2 Embracing diversity: inclusion and understanding of others
With over 70 different ethnic groups, 42 tribes, and a growing non-indigenous population,
Kenya is a country well known for its cultural diversity.xxii While such diversity can be
considered an asset, interethnic rivalry and resentment over the dominance of particular
groups in politics and commerce (specifically the primacy of the Kikuyu ethnic group) has
threatened to destabilise the democratic functioning of the country.
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BBC Media Action recognises that an open, equitable, fully-functioning democracy in Kenya
requires inclusion and understanding of all groups in society (including people of different
ethnicity, religion, or social status). Ultimately, this view underpins each of the objectives
and audience level outcomes addressed through the project, specifically: that a national
conversation is inclusive of all Kenyans; that communities are empowered to tackle issues
together; and that conflict is resolved through open and tolerant dialogue rather than
violence. The project aimed to encourage inclusion and understanding among all Kenyans by
demonstrating that all groups in society, including those most marginalised, can engage in open
and balanced discussion and debate of governance issues.
BBC Media Action used a number of quantitative measures to explore attitudes towards
others. These included measuring levels of agreement across the following statements:
1. I would like to live in a community that is made up of people from different
ethnic groups
2. It is important to learn about the culture of other ethnic groups in Kenya
 nowing about the experiences of other people in Kenya helps people understand
3. K
the challenges facing their own communities better
At all three survey time points (2013, 2014 and 2015) the majority of Kenyans (around 90%)
expressed largely positive attitudes towards inclusiveness and understanding of different ethnic
groups. When exploring the influence of Sema Kenya on these attitudes, BBC Media Action
found higher levels of strong agreement with the statements among Sema Kenya’s regular
audience relative to those who did not watch or listen to the programme.
Further analysis used these measures to stratify people into groups based on different levels
of inclusiveness (high, moderate and low). Regression analysis conducted to compare the level
of inclusiveness among Sema Kenya regular audiences with non-listeners/viewers found some
evidence that BBC Media Action programming was associated with an increase in inclusive
attitudes. Those regularly exposed to the programme were 2.6 times more likely to have high
(rather than moderate) inclusive attitudes. However, results from this regression should be
interpreted with caution as the amount of variance described by this model was limited.22
BBC Media Action’s 2015 research report on media, discussion and attitudes in fragile contextsxxiii
hypothesised that the relationship between Sema Kenya and more inclusive attitudes was likely
to be indirect and moderated by increased private discussion (political discussion with family,
friends and others) and public discussion (attending town council meetings and participating in
organised efforts to solve problems). Advanced analysis using regression found that private
discussion was positively associated with more inclusive attitudes towards other groups in society,
but the relationship with public discussion was less clear and may even have been negative.
These mixed results suggest that further research would need to be carried out in order to
better understand the type of discussion people were having and to further explore the role of
Sema Kenya in improving tolerance and inclusiveness.
The Nagelkerke R2 statistic for this model was 0.078, which means that the model only explains a limited
proportion of the data (around 8%) and that there are likely to be other factors – not controlled for in the
model – that influence people’s attitudes towards others.
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3.5 Impact on the media sector
Key insights
n T
 he

partnerships implemented through
the capacity-strengthening element of
the project were successful in tailoring
training and support around the
identified needs of staff members and
the media organisation. Key reported
impacts of the capacity strengthening
among both KBC and the six local radio
stations include:
– Improved technical knowledge and
skills, directly relevant to specific roles
– Increased understanding of, and
adherence to, editorial ethics,
values and principles, including the
implementation of new processes
to ensure editorial standards were
upheld across the organisation
– Increased understanding of
the importance of audience
engagement and feedback, including
KBC engaging an agency to conduct
regular audience surveys

n J ournalists

trained through the local
radio station partnerships reported

that they were now more confident in
conducting interviews, planning for news
gathering, and covering elections and
other key issues including the devolution
n K
 BC

management reported that the
provision of equipment and the upgrade
of their studio ‘raised the bar’ in terms
of the quality-related standards of
production

n F
 or

KBC, the partnership with BBC
Media Action ultimately resulted in the
launch of a new governance programme,
Beyond the Headlines, which is modelled
on Sema Kenya. Management at KBC
reported that Beyond the Headlines
has provided a new benchmark by
which all other KBC productions are
produced and evaluated and that staff
from that show have been given leading
roles in the production of other KBC
programmes to ensure they instil the
same ethos, procedures and practices
across other KBC productions

3.5.1 Mainstreaming goals and sustaining impact: capacity strengthening of
Kenya’s media sector
While Kenya’s media sector was well-financed and thriving at the outset of the project, political
coverage by the media was largely Nairobi-centric and often influenced by political alliances. In
such a context, the vast network of local vernacular radio stations played an important role,
being in a unique position to penetrate language-based communities (who are among the most
underserved by mainstream media) and generally well trusted among the communities they
serve. Yet, they also faced a range of challenges including overt political influence (many being
owned by politicians or businessmen with close political ties), in some cases limited resources,
and lack of training in moderating debate and divisive voices. Furthermore, many of the smaller
vernacular stations suffered from weak infrastructure, poor editorial guidance and limited
access to professional development programmes.
At the national level, KBC, the state-run media organisation, sought to shake off its reputation
as the ‘government media house’ as it tried to compete in a strong and vibrant commercial
media market.
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The project aimed to mainstream the objectives of Sema Kenya by working directly with media
organisations and practitioners to instil the same editorial values and technical expertise in
broader governance programming being produced. Through capacity strengthening, BBC Media
Action aimed to support media partners to produce news and current affairs content that presents
a diversity of views, provides accurate information around governance issues, and facilitates a
national and inclusive conversation. In short, the type of governance programming that BBC
Media Action believes contributes to improving accountability within state–society relations.
This element of the project encompassed two components:
1. M
 entoring and training with six local radio partners23 over four years. Training aimed
to improve the technical production skills and editorial standards of journalists, as
well as to provide specific support around coverage of key issues and events (such as
the 2013 election and the devolution process)
2. S trengthening the capacity of KBC through a mix of workshops, on-site mentoring
and provision of equipment. This ran from April 2015 to December 2016 and
the main focus of the partnership was to transfer the technical and editorial skills
required to produce Sema Kenya to the KBC team
Both components were assessed through qualitative research studies in May 2014 and October
2016, respectively. The findings from both studies are detailed below.
Positive partnerships based on well-targeted training
Overall, each of the media partners that received capacity strengthening reported that the
support from BBC Media Action was well-received, with training perceived as having been
well-planned, targeted and relevant to their needs. The calibre of trainers was also said to
have been very good: most were seen as highly experienced and the methods of instruction
(a combination of specific training workshops, on-the-job mentoring, and practical skills) were
said to have been effective.

We decided [the training modules] together. There was a
needs assessment way before. So the BBC [Media Action]
guys would sit with myself, part of my team or part of the
newsrooms and identify their needs. From the needs
assessment they tailor made a [training] team that would
answer those needs.


Former head of television at KBC, capacity strengthening assessment, 2016

Improving knowledge and technical skills of staff
Providing production staff with training to improve their technical skills was a key facets of
the project’s capacity-strengthening element. Staff at both KBC and each of the six local radio
BBC Media Action worked with Pamoja FM, Kitwek FM, Coro FM, Pwani FM, Radio Mambo and Radio Sahara.
These stations were selected through a rigorous selection process based on a set of criteria. Collectively,
the stations covered all eight provinces and 47 counties of Kenya, as well as all the major language groups.
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stations felt that the capacity strengthening had increased their knowledge and skills, which in
turn had improved their efficiency and performance. The tailored approach to training meant
that staff learned skills specific to their role, allowing them to directly utilise what they had
learned. For example, at KBC, staff in each department cited the specific skills they had gained
and which helped them perform in their role:
• In the TV department, staff improved their technical skills in directing, doing live
production, editing, time management and general professionalism and social
media etiquette
• In the design department staff learned to use picture boards to help develop ideas
• In the newsroom there were improvements in camera work, scripting, voicing,
general reporting and interviewing
• In the technical department there were improvements in lighting, camera control,
camera operation, vision mixing, using sound mixers, doing live recording and editing
Raising editorial standards
A focus on raising editorial standards and formalising processes to support adherence to
editorial guidelines was a core element of the capacity-strengthening work with both the local
radio stations and KBC. Prior to working with BBC Media Action, staff at KBC said that there
was minimal editorial knowledge in the organisation and erratic adherence to journalism ethics,
editorial guidelines and procedures. Managers reported that most staff simply had a genuine
lack of knowledge on the processes to follow, but also that some key procedures were often
ignored intentionally as employees took shortcuts to save time and effort.
Managers at KBC reported that this situation had improved significantly through working with
BBC Media Action. There is now a better organisational understanding of the importance
of editorial meetings, with the implementation of daily meetings where ideas are generated,
stories and news prioritised, and tasks allocated. According to managers, this has not only
improved the planning and execution of tasks, but has also created a sense of ownership and
strengthened teamwork.
Staff at the six local radio stations reported a general improvement of editorial processes,
adherence to editorial guidelines, and recognition of journalistic ethics in the production and
reporting of issues. Stations had either developed new guidelines or updated existing ones
as a result of the training. Staff involved in the training reported that they had become more
aware of the importance of balancing opinions and political views, especially in the moderation
of discussion programmes, news gathering, choice of interviewees and reporting. Journalists
stated that they felt more confident in conducting interviews, planning for news gathering, and
covering elections and other key issues including devolution.
Audience engagement, research and responsive programming
Audience engagement and the use of audience feedback to inform programming is critical to
producing relevant, engaging content and was a key element of the capacity-strengthening
work undertaken.
Staff at KBC and journalists working with the local radio stations supported through the
mentoring programme noted that before working with BBC Media Action there was limited
awareness of the need for, and benefits of, audience research. However, as a result of the
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capacity-strengthening support, this had become an integral part of programme development at
both KBC and local stations. For example, managers at KBC reported that they now regularly
invite and review audience comments at the end of every show, and this has been made
mandatory for all presenters and producers. KBC also commissioned an agency to undertake
regular audience research. Similarly, local journalists supported through mentoring reported
that they were using a range of sources in news programming and engaging with audiences in
their wider programming.
Furthermore, KBC staff said that prior to BBC Media Action’s support, there was little
understanding of the power of social media to bolster their engagement or make their
programming more appealing to audiences. The capacity strengthening encouraged staff to take
social media seriously. They reported that the station’s use of social media had increased and
improved significantly, and that there are now two dedicated social media managers who help
in all aspects of use and engagement with social media.
The importance of up-to-date equipment
As part of the capacity-strengthening component of the project, BBC Media Action
provided KBC with equipment used to produce Sema Kenya. Staff at KBC said that the
supply of equipment and the upgrade to their ‘grey studio’ was one of the areas where the
capacity-strengthening programme had hugely impacted the organisation. They said it had
‘revolutionised’ organisational thinking, knowledge and production practices, and had increased
the quality of KBC programmes. Moreover, it had given staff the opportunity to apply the
knowledge and skills they had acquired from the training and mentoring, and had elevated the
technical knowledge of the team. Managers also said it had changed their thinking and raised
the bar in terms of the minimum quality standards of the equipment the organisation now
purchases or uses in its work.
Mainstreaming and sustaining good governance programming: life after
Sema Kenya
While BBC Media Action ended the substantive partnership with KBC at the end of 2016,24 the
impact of the capacity strengthening continues to be felt within the organisation. This work
culminated in the launch of Beyond the Headlines in February 2016, a programme modelled on
Sema Kenya and produced solely by KBC without BBC Media Action support. KBC is committed
to taking Beyond the Headlines forward through the 2017 election period and beyond.
While the partnership between BBC Media Action and KBC directly led to the production
a new governance programme (Beyond the Headlines), managers and other staff at KBC felt
that the impact of the capacity-strengthening work reached across the whole organisation.
Management teams reported that the capacity strengthening had helped to increase
organisational efficiency and operations, with new roles created, the introduction of
formalised internal procedures, more regular meetings, and more strategic thinking and
implementation of marketing and branding.

Following the conclusion of the KBC capacity-strengthening partnership, BBC Media Action worked with six
local radio station partners to produce a youth-focused governance programme, BBC Sema, under the Global
Grant project. This work will continue to the conclusion of the project.
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The Beyond the Headlines team members who had been part of the BBC Media Action training
have since been given many leading roles in the production of other programmes to ensure
they instil the ethos of the program across other KBC output. In addition, other programmes,
such as Good Morning Kenya, now adopt similar procedures and practices. Staff also reported
anecdotal feedback which suggests that the improvements in quality of programming have been
noticed by viewers. They cited examples of viewers getting in touch with the station to express
this through social media, and they said they believed that the improved reporting had resulted
in more interest in their programmes, increased interaction and more active social media
platforms in relation to programmes.

3.6 Overall impact: contributing to improved accountability
Key insights
n P
 eople

who watched or listened to
Sema Kenya felt that the programme
functioned in many ways that supported
accountability – things like providing an
opportunity to question government,
exposing wrongdoing by government
officials, and pushing government to
provide answers

n A
 udiences

felt that programme itself
was an important mechanism for
accountability and a majority of Sema
Kenya’s audience agreed that the
programme played a role in holding
leaders to account

n W
 hile

the programme appears to have
successfully supported bottom-up
accountability, it is less clear the extent
to which the programme supported
any increase in responsiveness among
leaders. While the format worked to
expose leaders and air issues, it did
not follow up on if and how those
issues were being addressed, which
left audiences sceptical of their leaders’
commitment to genuinely bring
about change

Through the production of the political debate programme Sema Kenya and supporting media
organisations to produce good quality governance programming, ultimately the Global Grant
project in Kenya aimed to harness the media to improve state–society accountability. Based
on BBC Media Action’s governance approach, the project sought to use the media to improve
audience-level outcomes including knowledge and understanding of politics, private and
public discussion of politics, confidence in people’s ability to engage in and influence political
processes and active engagement in political activities among all citizens in Kenya.
3.6.1 Sema Kenya’s role in improving accountability
Accountability, as conceptualised by BBC Media Action, is amorphous and complex and, as
such, the extent to which accountability is increased, or how a particular media programme
may have played a role in that, is virtually impossible to accurately measure. One way that BBC
Media Action has attempted to capture this in relation to Sema Kenya is simply through asking
audiences whether they felt the programme had a role in holding government to account.
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At endline in 2015, the majority of people reached by the programme in the previous 12
months 0(87%) at least agreed that the programme played a role in holding government to
account. Within that, over a third of respondents (35%) strongly agreed that the programme
played a role. Unpicking this further, figure 18 below shows viewers and listeners’ responses to
a series of questions that identify the role of Sema Kenya in accountability.
Figure 18: Percentage of audience agreeing or strongly agreeing with statements about Sema Kenya
100

Percentage

75

80

87

88
81

84
77

76

80

81
73

83
75

50

25

0
Provides an
Brings the
opportunity for
issues that
people like me
matter to
to question ordinary citizens
government to the attention
officials
of government

Pushes
government
to provide
information
about their
decisions and
actions
Midline (2013)

Highlights
where the
information
provided by
government
is untrue or
insufficient

Exposes
wrongdoing
or failures of
government
officials

Makes
government
officials react
to the needs
of ordinary
citizens

Endline (2015)

Sources: 2013 midline (n=688) and 2015 endline (n=479) surveys. Bases include all those reached by Sema Kenya
at least once within the 12 months prior to data collection.

At endline in 2015, the majority of Sema Kenya’s audience either agreed or strongly agreed
that the programme functioned in ways that support accountability – things like providing
an opportunity to question government, exposing wrongdoing among government officials,
and pushing government to provide answers. Agreement across each of the measures had
increased as a proportion of Sema Kenya’s audience since the midline in 2013.
Qualitative research provides further insight into the role audiences perceive Sema Kenya to
have played in supporting accountability. Much of this related specifically to the programme itself
as a mechanism of accountability: being a platform to bring leaders face-to-face with ordinary
citizens. Given the distance (perceived or real) between ordinary Kenyans and people in power,
the opportunity to ask questions directly of leaders on Sema Kenya was considered unique:

The way the leaders and the citizenry meet is unique… as
some people have never seen their leaders face-to-face.
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Local influencer, qualitative study, 2015

Audiences reported that by providing a safe public space for audiences to directly question
officials, the programme helped to overcome common barriers that prevent people from doing
this in their everyday lives, such as fear of recrimination and lack of access to leaders:

I learned that at least Kenyans can be given a chance to air
their views and nothing can be done to them, [it is their]
democratic right [to] talk without fear.


Female, 15–24, urban Kisumu, qualitative study, 2013

However, Sema Kenya audiences were not convinced about the extent to which questioning
leaders resulted in higher responsiveness. Findings suggest that watching or listening to Sema
Kenya did not give people more confidence that leaders would take action on issues raised,
as they felt that leaders were often evasive and non-committal, and when they did commit to
actions, it was not possible to press them to follow through on those commitments beyond the
programme. This points to the limited sanctioning power a programme can have in the context
of a complex governance system.
3.6.2 Mainstreaming media as a mechanism of accountability
The capacity-strengthening element of the Global Grant project aimed to build the wider media
sector’s capacity to play an effective role in accountability. The extent to which the project
achieved this, and the sustainability of the impact seen so far within the partner stations, is
difficult to measure and can only truly be assessed with time.
The successful launch and continued production of Beyond the Headlines by KBC is a positive
signal that the partnership with BBC Media Action has been effective. It is hoped that Beyond
the Headlines will continue to provide Kenyans with crucial insights into the issues that affect
their lives and with a platform for discussion that adheres to the quality, representativeness
and editorial values associated with Sema Kenya. To date, Beyond the Headlines is gaining
momentum as a high-quality, hard-hitting discussion programme that goes beyond the dayto-day news headlines, giving Kenyans insights into important governance issues such as: the
elections and voter registration, violent extremism, hate speech versus freedom of expression,
and the effect of political instability on the economy. It is hoped that the values exemplified by
Beyond the Headlines extend beyond this single programme and filter through the broader
organisation and perhaps, the wider media sector in Kenya.
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4. CONCLUSIONS: to what extent has the
project met its objectives?
At the end of the five-year-long Global Grant project in Kenya, are Kenyans better informed
and more engaged in tackling challenges in governance? And are state–society governance
relations more accountable? If so, to what extent did BBC Media Action’s intervention
influence these outcomes?
The former point, while broad, is perhaps easier to grasp and, as such, easier to measure and
validate. Findings from BBC Media Action’s evaluation of the Global Grant governance project
in Kenya suggest that the programme Sema Kenya contributed towards audiences being more
informed about and engaged with politics. This is evidenced by analysis confirming a significant
positive relationship between watching or listening to Sema Kenya and consistently higher
levels of political knowledge, discussion of politics, confidence to engage and influence political
process (internal political efficacy), and political participation. While this analysis cannot provide
evidence that the programme caused these outcomes, audiences themselves drew direct
links between what they had heard or seen on the programme and increases in their political
knowledge, their discussion with others, and the political actions they had taken.
The latter point is much more difficult to comprehend and even more problematic to measure.
Audiences did report that the programme played a role in the state-society accountability
mechanism, specifically by providing an opportunity and platform for individuals to question
their leaders on important issues, where such opportunity was not considered to be available
to all Kenyans as standard. However, this is not conclusive, and there is no evidence to suggest
that this has in effect supported improved accountability beyond the programme: Kenyans
continue to be sceptical when it comes to the likelihood of politicians responding when an
issue is raised.
However, Sema Kenya was one programme operating in a complex and flawed media
environment and governance system. For media to function effectively as a political watchdog
and to support accountability, it must do so consistently, at scale, and always with the highest
regard for editorial standards. The need for this level of reporting is particularly pertinent
during electoral cycles. While the project aimed to strengthen capacity within the Kenyan
media sector to achieve this at scale, it remains to be seen if and to what extent the impact
of this work will be realised. The launch of KBC’s Beyond the Headlines in 2016 is a positive
signal that this may be possible in the future.
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5. APPENDICES
1. List of broadcast partners
Table 5: Broadcast partners for each season of Sema Kenya
Broadcast partner

Season
1

KTN

2

Broadcast partner
3

P

KBC

Season
1

2

3

Kenyatta University FM

P

P

P

Moi University FM

P

BBC WS Swahili

P

P

P

Mbaitu FM

P

Radio Maisha

P

P

P

Sifa Garissa

P

Pamoja FM

P

P

P

Sifa Maata FM

P

Radio Sahara

P

P

P

Mwanedu FM

P

Radio Mambo

P

P

P

Baraka FM

P

Coro FM

P

P

P

Serian FM

P

Kitwek FM

P

P

P

Maata FM

P

Pwani FM

P

P

P

KBC Radio Taifa

P

Star FM

P

Mayienga FM

P

Wajir Community Radio

P

Note: a tick indicates that the station was broadcasting the programme for that season. The main
broadcast partner is highlighted in blue

2. Cumulative reach calculations
Cumulative reach measures long-term engagement in a particular country and
across all countries, and the measure was used to set the overall reach targets at
the beginning of the Global Grant. The measure utilises a calculation acknowledging
10% of new listeners and/or viewers within existing audiences year-on-year. The
10% is seen as a conservative estimate and takes into account the following:
• 15-year-olds entering the survey data and older people leaving
• New viewers or listeners reached by programming
• Natural turnover – people reached previously but no longer viewing or listening
• Increased geographical reach, improved access and new broadcast partnerships
This 10% is applied on the principle of adding the ‘lowest reach’; this means that if
the reach figure for the prior year is higher than the current year, then 10% of the
reach from the current year is added on to the cumulative reach figure. In turn, if
the reach figure in the current year is higher than the reach figure from the prior
year, then 10% of the reach figure from the prior year is added to the total amount.
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