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It’s 2014, and the years of this new decade have been very significant for Kenya. 
With the implementation of high-speed fibre-optic cables increasing access and 
decreasing costs of connectivity, our country is rapidly changing - and it’s all thanks 
to the Internet.

2014 will be a momentous year for the country. A presidency that is coming into 
its own, a nation that is ready to see the new constitution brought into action, and 
a world that is looking to the country and the continent with fresh eyes.

The milestones of the previous year heralded a new age of digital awareness for 
the country. With the backdrop of the 2007/2008 post-election violence looming 
over the citizens, the country and the continent, the challenges of holding an 
election became distinct realities for all to face. International media flocked and 
hovered around Kenya predicting the worst. Social media in Kenya had other plans, 
chief among them to act as the country’s digital watchdog for anything that foreign 
journalists would - or wouldn’t - report. The outcome was unprecedented, with 
Kenyans online creating a counter-narrative of satirical responses to international 
reporters who they accused of inaccurate reporting, biased bulletins and falsified 
featurettes. With most journalists pushing for peace while on air, the sentiment of 
the online narrative was largely positive on Twitter: 

#kenyakwanza - 90%
#choice2013 - 69%
#decision2013 - 76%

The Umati Report by the iHub noted that only 3% of total hate speech comments 
collected during the project were on Twitter with 90% of them on social network 
Facebook. An example of the contrasting opinions and perspectives of Kenyans 
online expressed in our 2013 general election.

2014 requires us to take the last 4 years into account to project to the future. Each 
one of these trends takes the context and momentum of the past and either refutes 
the logical outcome of it or builds upon it.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  
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The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.

TOMORROW’S
JOURNALIST
Journalists will become the custodians of social media in the newsroom in 2014. 
As the faces of the broadcasts and the individuals Kenyans online choose to interact 
with they have experienced growth in prominence and stature on the internet. 

Journalists, television anchors and guests of popular shows repeatedly share 
updates, stories and create expectation with the audience so as to drive 
engagement to their personal profiles.

This interaction has seen the phrases “Follow us/me on Twitter” and “Tweet us 
using the hashtag” often included in daily news scripts. This has revved their 
respective followers up as well as raised the collective digital and social 
consciousness of the news viewers.

The journalists now are being tipped on stories, leads and potential follow up and 
feedback through social media. With popular breakfast host Caroline Mutoko joining 
in January 2014, we see that even those that may have resisted the allure of social 
media in the beginning are inevitably joining the fray.

For television, there is likely to be a show launched (or several shows launched) in 
2014 similar to Al Jazeera’s The Stream. This program adorns a news cycle that has 
priority given to user-recommended content and using the web to find and highlight 
stories, guests and programming ideas. Kenya will soon see a news program that 
is social by design. 

Journalists can be expected to lead this effort but not without some clearer 
positioning by the media houses themselves. The policy behind journalists, the 
comments they share and the followers they inevitably gain by getting time on 
camera may be spelled out in a social media policy by a media house. 
Getting away with “my tweets, my views” or “retweet is not endorsement” 
statements in biographies won’t cut it any more.

The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 
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For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.

TOMORROW’S
JOURNALIST
Journalists will become the custodians of social media in the newsroom in 2014. 
As the faces of the broadcasts and the individuals Kenyans online choose to interact 
with they have experienced growth in prominence and stature on the internet. 

Journalists, television anchors and guests of popular shows repeatedly share 
updates, stories and create expectation with the audience so as to drive 
engagement to their personal profiles.

This interaction has seen the phrases “Follow us/me on Twitter” and “Tweet us 
using the hashtag” often included in daily news scripts. This has revved their 
respective followers up as well as raised the collective digital and social 
consciousness of the news viewers.

The journalists now are being tipped on stories, leads and potential follow up and 
feedback through social media. With popular breakfast host Caroline Mutoko joining 
in January 2014, we see that even those that may have resisted the allure of social 
media in the beginning are inevitably joining the fray.

For television, there is likely to be a show launched (or several shows launched) in 
2014 similar to Al Jazeera’s The Stream. This program adorns a news cycle that has 
priority given to user-recommended content and using the web to find and highlight 
stories, guests and programming ideas. Kenya will soon see a news program that 
is social by design. 

Journalists can be expected to lead this effort but not without some clearer 
positioning by the media houses themselves. The policy behind journalists, the 
comments they share and the followers they inevitably gain by getting time on 
camera may be spelled out in a social media policy by a media house. 
Getting away with “my tweets, my views” or “retweet is not endorsement” 
statements in biographies won’t cut it any more.

The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.

nendo.co.ke
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In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.
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TOMORROW’S
JOURNALIST
Journalists will become the custodians of social media in the newsroom in 2014. 
As the faces of the broadcasts and the individuals Kenyans online choose to interact 
with they have experienced growth in prominence and stature on the internet. 

Journalists, television anchors and guests of popular shows repeatedly share 
updates, stories and create expectation with the audience so as to drive 
engagement to their personal profiles.

This interaction has seen the phrases “Follow us/me on Twitter” and “Tweet us 
using the hashtag” often included in daily news scripts. This has revved their 
respective followers up as well as raised the collective digital and social 
consciousness of the news viewers.

The journalists now are being tipped on stories, leads and potential follow up and 
feedback through social media. With popular breakfast host Caroline Mutoko joining 
in January 2014, we see that even those that may have resisted the allure of social 
media in the beginning are inevitably joining the fray.

For television, there is likely to be a show launched (or several shows launched) in 
2014 similar to Al Jazeera’s The Stream. This program adorns a news cycle that has 
priority given to user-recommended content and using the web to find and highlight 
stories, guests and programming ideas. Kenya will soon see a news program that 
is social by design. 

Journalists can be expected to lead this effort but not without some clearer 
positioning by the media houses themselves. The policy behind journalists, the 
comments they share and the followers they inevitably gain by getting time on 
camera may be spelled out in a social media policy by a media house. 
Getting away with “my tweets, my views” or “retweet is not endorsement” 
statements in biographies won’t cut it any more.

The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.

TOMORROW’S
JOURNALIST
Journalists will become the custodians of social media in the newsroom in 2014. 
As the faces of the broadcasts and the individuals Kenyans online choose to interact 
with they have experienced growth in prominence and stature on the internet. 

Journalists, television anchors and guests of popular shows repeatedly share 
updates, stories and create expectation with the audience so as to drive 
engagement to their personal profiles.

This interaction has seen the phrases “Follow us/me on Twitter” and “Tweet us 
using the hashtag” often included in daily news scripts. This has revved their 
respective followers up as well as raised the collective digital and social 
consciousness of the news viewers.

The journalists now are being tipped on stories, leads and potential follow up and 
feedback through social media. With popular breakfast host Caroline Mutoko joining 
in January 2014, we see that even those that may have resisted the allure of social 
media in the beginning are inevitably joining the fray.

For television, there is likely to be a show launched (or several shows launched) in 
2014 similar to Al Jazeera’s The Stream. This program adorns a news cycle that has 
priority given to user-recommended content and using the web to find and highlight 
stories, guests and programming ideas. Kenya will soon see a news program that 
is social by design. 

Journalists can be expected to lead this effort but not without some clearer 
positioning by the media houses themselves. The policy behind journalists, the 
comments they share and the followers they inevitably gain by getting time on 
camera may be spelled out in a social media policy by a media house. 
Getting away with “my tweets, my views” or “retweet is not endorsement” 
statements in biographies won’t cut it any more.
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The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

Companies in Kenya and the region have come a long way in social media. 
Years ago, we began with pressure on the marketing executives to “start a Twitter” 
and answers to “Where is our Facebook?” led to exploration of social networks. 
Marketing directors, managers and even interns set sail for the social media seas 
with not so much as a plan - none of them realising that the commitment did not 
come with an end date.

The next 12-18 months hold promise of a senior position or advanced position 
in charge of community engagement and social media. The idea of customer 
engagement in the digital age is putting a test to the traditional ideas of marketing 
and consumer insight. 

The #1 social network in Kenya, Facebook with close to 4 million Kenyan users, 
will also see a great deal of changes take place. Facebook’s changes to its algorithm 
have meant that many who spent time building on the social network are seeing 
diminishing results without spending money to pay for promotion of content. 

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.
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The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

Age of the Social 
Media Director?
According to Altimeter’s State of Social Business Report 2013 we find majority 
of social media teams and strategies in the custody of the Marketing or 
Communications departments. When social media platforms and principles adapt 
to every aspect of an enterprise, to connect with the workplace and marketplace 
is what is being described as social business. This, however, is yet to take root in 
Kenyan companies. Social business stands as the next great ambition in the 
adoption of social media into an organisation. It takes on many of the principles and 
philosophies driving social media and adapts them to the business or organisation. 
This means internally with employees, as well as with suppliers and stakeholders, 
an organisation can apply these same principles to add to the bottom line. 

As we become more familiar with them the principles of social media will transform 
elements of transparency, leadership and organisational culture. Taking these to 
scale is properly summed up under the term social business. It is the way to 
compete in the digital age among companies as they learn to respond and adapt 
to connected consumers. 

The amount of credible research into how brands are using social platforms to 
connect with customers and employees in Africa has been inversely proportionate 
to the hype for social media and social business. The Social Business Africa (2013) 
report  stands as one of the few examples of clear research around the topic.

2014 and 2015 presents senior management, director or board level with the 
conditions to hire for such a role or clarify responsibility in a management role. 
The role might be described as Customer Engagement or merely represent an 
adaptation of an existing role (e.g. Corporate Communications or Corporate Affairs) 
but the emphasis will change from maintaining the company’s reputation to promoting 
and leading social transformation in the many levels it requires for any organisation.

Likewise, existing relationships with external resources such as agencies and 
consultants will grow. In some cases companies will choose to hire full-time and 
grow teams or departments rather than outsourcing. The social media consultant’s 
role will take on greater definition and so will that of the trainer in getting 

management to see and system and service design changes (where necessary) 
to the business in order for it to thrive in the social age.

Facebook: 
Like Lust goes down-
Engagement energy 
goes up
Facebook remains the #1 social network in Kenya. More than once within the 
past few years it even occupied the top spot on Alexa.com ahead of Google, 
something that is unprecedented in developed countries and recurs on 
occasion in emerging markets. 

The popular social network will look different in 2014. Having crossed 1 billion 
users and standing at approximately 4 million Kenyans on Facebook. Brands 
and organisations are in for a shock when the value of the communities they have 
built there beginning to diminish. It won’t diminish for any other reason except for 
Facebook’s own doing. Facebook has begun to drive organisations to pay in 
order to promote their content and spread it further. 

It is revisions to EdgeRank, Facebook’s algorithm that determines the life cycle of a 
Facebook post, that have been responsible for the changes. Currently, Facebook’s 
supplementary advertising is a necessary addition to amplify content to the page’s 
existing audience. The California-based company going as far as to say that it will 
minimize the impact of updates that are text-only, prompting content creators to 
use photographs in every post they make.

We also expect that Facebook will retreat the hashtag feature. It still presents an 
opportunity for content creators but does not promote virality or have any real 
impact on the messaging. 

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.
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Kenyan companies and those engaging on Facebook using pages have long been 
driven by “Like lust”; the craving for numbers behind their pages. 2014, thanks to 
Facebook’s own changes and a maturity of the social media space, will see the 
discussion move towards better return on investment and smarter measurement 
of success. This all thanks in part to better engagement from the users themselves. 
The other part of this shift will be initiated more by brands than agencies, who 
occasionally resort to buying followers and likes for their social media pages in 
order to meet the demands and KPIs set in their contracts.

Brand management must start to question this trend. Facebook’s subtle but 
powerful addition with the “People Talking About This” metric appearing on all pages 
is a good way to sense engagement. This discussion must lead to less of a “hunger 
for 100,000 Likes” but rather to “have 100,000 people talking about a particular 
page” instead. A welcomed change that will see greater content, creative 
engagement and smarter digital brand building. Engagement energy must 
look to go up while “Like lust” goes down.

THE RISE AND RISE
OF WHATSAPP
WhatsApp is one of our single defining trends of 2014. It has featured in many 
aspects and we expect it to change business for the better in 2014. 

Social messaging in general has recently become a global phenomenon according 
to On Device Research. What this tells us is that besides calls and SMS, this has 
impact on mobile network operators. We have seen several Kenyan mobile network 
operators introduce tariffs and mobile data bundles to take advantage of this new 
uptake in social messaging. 

Original electronics manufacturers are also increasingly embedding social messaging 
into phones. Whether it’s Samsung and ChatOn or Nokia with WhatsApp, 
each manufacturer is shifting to match consumer taste in his or her own way.

WhatsApp doesn’t have a business feature as yet and this means that there are no 
analytics of “shares” or any other data shared by the Facebook-owned start-up. 

Not with businesses or the world outside of its network of users and their private 
content. The mobile app’s acquisition by Facebook prompted anxiety but the CEO 
Marc Zuckerberg claimed in his statement that despite their $19 billion acquisition 
we would still see WhatsApp operate independently.

This won’t stop Kenyan and African businesses from using it, especially those 
looking for consumer feedback. It still doesn’t fully solve the problem of service 
delivery but can be the difference in giving consumers a straightforward way to 
express the quality of service they receive. Service industries in particular will 
employ this idea - if through WhatsApp or social media.

Between the time of the final manuscript and the time of publishing, Chase Bank 
launched a dedicated WhatsApp line for consumers to get in touch. The BBC 
World Service unveiled a dedicated line for WhatsApp engagement as well. 
The use across news media thanks to recurring segments such as Citizen 
Television’s driving watchdog segment “Road Hog” has seen the use of 
WhatsApp’s use case defined during 2013. 

Image via On Device Research

The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

Age of the Social 
Media Director?
According to Altimeter’s State of Social Business Report 2013 we find majority 
of social media teams and strategies in the custody of the Marketing or 
Communications departments. When social media platforms and principles adapt 
to every aspect of an enterprise, to connect with the workplace and marketplace 
is what is being described as social business. This, however, is yet to take root in 
Kenyan companies. Social business stands as the next great ambition in the 
adoption of social media into an organisation. It takes on many of the principles and 
philosophies driving social media and adapts them to the business or organisation. 
This means internally with employees, as well as with suppliers and stakeholders, 
an organisation can apply these same principles to add to the bottom line. 

As we become more familiar with them the principles of social media will transform 
elements of transparency, leadership and organisational culture. Taking these to 
scale is properly summed up under the term social business. It is the way to 
compete in the digital age among companies as they learn to respond and adapt 
to connected consumers. 

The amount of credible research into how brands are using social platforms to 
connect with customers and employees in Africa has been inversely proportionate 
to the hype for social media and social business. The Social Business Africa (2013) 
report  stands as one of the few examples of clear research around the topic.

2014 and 2015 presents senior management, director or board level with the 
conditions to hire for such a role or clarify responsibility in a management role. 
The role might be described as Customer Engagement or merely represent an 
adaptation of an existing role (e.g. Corporate Communications or Corporate Affairs) 
but the emphasis will change from maintaining the company’s reputation to promoting 
and leading social transformation in the many levels it requires for any organisation.

Likewise, existing relationships with external resources such as agencies and 
consultants will grow. In some cases companies will choose to hire full-time and 
grow teams or departments rather than outsourcing. The social media consultant’s 
role will take on greater definition and so will that of the trainer in getting 

management to see and system and service design changes (where necessary) 
to the business in order for it to thrive in the social age.

Facebook: 
Like Lust goes down-
Engagement energy 
goes up
Facebook remains the #1 social network in Kenya. More than once within the 
past few years it even occupied the top spot on Alexa.com ahead of Google, 
something that is unprecedented in developed countries and recurs on 
occasion in emerging markets. 

The popular social network will look different in 2014. Having crossed 1 billion 
users and standing at approximately 4 million Kenyans on Facebook. Brands 
and organisations are in for a shock when the value of the communities they have 
built there beginning to diminish. It won’t diminish for any other reason except for 
Facebook’s own doing. Facebook has begun to drive organisations to pay in 
order to promote their content and spread it further. 

It is revisions to EdgeRank, Facebook’s algorithm that determines the life cycle of a 
Facebook post, that have been responsible for the changes. Currently, Facebook’s 
supplementary advertising is a necessary addition to amplify content to the page’s 
existing audience. The California-based company going as far as to say that it will 
minimize the impact of updates that are text-only, prompting content creators to 
use photographs in every post they make.

We also expect that Facebook will retreat the hashtag feature. It still presents an 
opportunity for content creators but does not promote virality or have any real 
impact on the messaging. 

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.
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Kenyan companies and those engaging on Facebook using pages have long been 
driven by “Like lust”; the craving for numbers behind their pages. 2014, thanks to 
Facebook’s own changes and a maturity of the social media space, will see the 
discussion move towards better return on investment and smarter measurement 
of success. This all thanks in part to better engagement from the users themselves. 
The other part of this shift will be initiated more by brands than agencies, who 
occasionally resort to buying followers and likes for their social media pages in 
order to meet the demands and KPIs set in their contracts.

Brand management must start to question this trend. Facebook’s subtle but 
powerful addition with the “People Talking About This” metric appearing on all pages 
is a good way to sense engagement. This discussion must lead to less of a “hunger 
for 100,000 Likes” but rather to “have 100,000 people talking about a particular 
page” instead. A welcomed change that will see greater content, creative 
engagement and smarter digital brand building. Engagement energy must 
look to go up while “Like lust” goes down.

THE RISE AND RISE
OF WHATSAPP
WhatsApp is one of our single defining trends of 2014. It has featured in many 
aspects and we expect it to change business for the better in 2014. 

Social messaging in general has recently become a global phenomenon according 
to On Device Research. What this tells us is that besides calls and SMS, this has 
impact on mobile network operators. We have seen several Kenyan mobile network 
operators introduce tariffs and mobile data bundles to take advantage of this new 
uptake in social messaging. 

Original electronics manufacturers are also increasingly embedding social messaging 
into phones. Whether it’s Samsung and ChatOn or Nokia with WhatsApp, 
each manufacturer is shifting to match consumer taste in his or her own way.

WhatsApp doesn’t have a business feature as yet and this means that there are no 
analytics of “shares” or any other data shared by the Facebook-owned start-up. 

Not with businesses or the world outside of its network of users and their private 
content. The mobile app’s acquisition by Facebook prompted anxiety but the CEO 
Marc Zuckerberg claimed in his statement that despite their $19 billion acquisition 
we would still see WhatsApp operate independently.

This won’t stop Kenyan and African businesses from using it, especially those 
looking for consumer feedback. It still doesn’t fully solve the problem of service 
delivery but can be the difference in giving consumers a straightforward way to 
express the quality of service they receive. Service industries in particular will 
employ this idea - if through WhatsApp or social media.

Between the time of the final manuscript and the time of publishing, Chase Bank 
launched a dedicated WhatsApp line for consumers to get in touch. The BBC 
World Service unveiled a dedicated line for WhatsApp engagement as well. 
The use across news media thanks to recurring segments such as Citizen 
Television’s driving watchdog segment “Road Hog” has seen the use of 
WhatsApp’s use case defined during 2013. 

Image via On Device Research

The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

Age of the Social 
Media Director?
According to Altimeter’s State of Social Business Report 2013 we find majority 
of social media teams and strategies in the custody of the Marketing or 
Communications departments. When social media platforms and principles adapt 
to every aspect of an enterprise, to connect with the workplace and marketplace 
is what is being described as social business. This, however, is yet to take root in 
Kenyan companies. Social business stands as the next great ambition in the 
adoption of social media into an organisation. It takes on many of the principles and 
philosophies driving social media and adapts them to the business or organisation. 
This means internally with employees, as well as with suppliers and stakeholders, 
an organisation can apply these same principles to add to the bottom line. 

As we become more familiar with them the principles of social media will transform 
elements of transparency, leadership and organisational culture. Taking these to 
scale is properly summed up under the term social business. It is the way to 
compete in the digital age among companies as they learn to respond and adapt 
to connected consumers. 

The amount of credible research into how brands are using social platforms to 
connect with customers and employees in Africa has been inversely proportionate 
to the hype for social media and social business. The Social Business Africa (2013) 
report  stands as one of the few examples of clear research around the topic.

2014 and 2015 presents senior management, director or board level with the 
conditions to hire for such a role or clarify responsibility in a management role. 
The role might be described as Customer Engagement or merely represent an 
adaptation of an existing role (e.g. Corporate Communications or Corporate Affairs) 
but the emphasis will change from maintaining the company’s reputation to promoting 
and leading social transformation in the many levels it requires for any organisation.

Likewise, existing relationships with external resources such as agencies and 
consultants will grow. In some cases companies will choose to hire full-time and 
grow teams or departments rather than outsourcing. The social media consultant’s 
role will take on greater definition and so will that of the trainer in getting 

management to see and system and service design changes (where necessary) 
to the business in order for it to thrive in the social age.

Facebook: 
Like Lust goes down-
Engagement energy 
goes up
Facebook remains the #1 social network in Kenya. More than once within the 
past few years it even occupied the top spot on Alexa.com ahead of Google, 
something that is unprecedented in developed countries and recurs on 
occasion in emerging markets. 

The popular social network will look different in 2014. Having crossed 1 billion 
users and standing at approximately 4 million Kenyans on Facebook. Brands 
and organisations are in for a shock when the value of the communities they have 
built there beginning to diminish. It won’t diminish for any other reason except for 
Facebook’s own doing. Facebook has begun to drive organisations to pay in 
order to promote their content and spread it further. 

It is revisions to EdgeRank, Facebook’s algorithm that determines the life cycle of a 
Facebook post, that have been responsible for the changes. Currently, Facebook’s 
supplementary advertising is a necessary addition to amplify content to the page’s 
existing audience. The California-based company going as far as to say that it will 
minimize the impact of updates that are text-only, prompting content creators to 
use photographs in every post they make.

We also expect that Facebook will retreat the hashtag feature. It still presents an 
opportunity for content creators but does not promote virality or have any real 
impact on the messaging. 

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 

We also anxiously await the Swahili news broadcasts to embrace social media as 
their counterparts in the English 9 o’clock broadcasts have. As we see Kenyan 
media houses broadcasting into the East African region, there is no greater common 
language to engage with viewers than Swahili.

Kenyan companies and those engaging on Facebook using pages have long been 
driven by “Like lust”; the craving for numbers behind their pages. 2014, thanks to 
Facebook’s own changes and a maturity of the social media space, will see the 
discussion move towards better return on investment and smarter measurement 
of success. This all thanks in part to better engagement from the users themselves. 
The other part of this shift will be initiated more by brands than agencies, who 
occasionally resort to buying followers and likes for their social media pages in 
order to meet the demands and KPIs set in their contracts.

Brand management must start to question this trend. Facebook’s subtle but 
powerful addition with the “People Talking About This” metric appearing on all pages 
is a good way to sense engagement. This discussion must lead to less of a “hunger 
for 100,000 Likes” but rather to “have 100,000 people talking about a particular 
page” instead. A welcomed change that will see greater content, creative 
engagement and smarter digital brand building. Engagement energy must 
look to go up while “Like lust” goes down.

THE RISE AND RISE
OF WHATSAPP
WhatsApp is one of our single defining trends of 2014. It has featured in many 
aspects and we expect it to change business for the better in 2014. 

Social messaging in general has recently become a global phenomenon according 
to On Device Research. What this tells us is that besides calls and SMS, this has 
impact on mobile network operators. We have seen several Kenyan mobile network 
operators introduce tariffs and mobile data bundles to take advantage of this new 
uptake in social messaging. 

Original electronics manufacturers are also increasingly embedding social messaging 
into phones. Whether it’s Samsung and ChatOn or Nokia with WhatsApp, 
each manufacturer is shifting to match consumer taste in his or her own way.

WhatsApp doesn’t have a business feature as yet and this means that there are no 
analytics of “shares” or any other data shared by the Facebook-owned start-up. 
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Not with businesses or the world outside of its network of users and their private 
content. The mobile app’s acquisition by Facebook prompted anxiety but the CEO 
Marc Zuckerberg claimed in his statement that despite their $19 billion acquisition 
we would still see WhatsApp operate independently.

This won’t stop Kenyan and African businesses from using it, especially those 
looking for consumer feedback. It still doesn’t fully solve the problem of service 
delivery but can be the difference in giving consumers a straightforward way to 
express the quality of service they receive. Service industries in particular will 
employ this idea - if through WhatsApp or social media.

Between the time of the final manuscript and the time of publishing, Chase Bank 
launched a dedicated WhatsApp line for consumers to get in touch. The BBC 
World Service unveiled a dedicated line for WhatsApp engagement as well. 
The use across news media thanks to recurring segments such as Citizen 
Television’s driving watchdog segment “Road Hog” has seen the use of 
WhatsApp’s use case defined during 2013. 

Image via On Device Research

The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
handles in most of the daily newspapers.

The 2013 elections and stalemate that followed meant that news crews were forced 
to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 

In fact, displaying tweets has been known to be a huge way to increase traffic as 
seen by these cumulative figures of tweets:

#decision2013 - 38,904 (NTV)
#choice2013- 31,049 (KTN)
#Kenyakwanza- 12,352 (Citizen)

Journalists and media houses aside, the rise of “social television” in the country is 
now a reality. The 2013 elections for the first time provided the country with local 
trends from microblogging social network Twitter. This allowed average Kenyans to 
finally be able to watch, and jump into local trending topics. 

With a clear way to follow popular discussion topics at a city or country level, a 
strong following for popular traditional media shows emerged. This “backchannel” 
was where people coalesced around their television sets and - for a subset of them - 
fired up their phones, tablets and PCs to tune in.

In Media Evolution, not Revolution we explore what change looks like for the 
journalist, the media house and the audience.
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THE RISE OF SOCIAL TV
In Kenya, television - like the radio before it - is a social activity. Whether it is 
debating politics with those next to you, or taking in commentary, the conversation is 
becoming more interactive by the day. Texting, tweeting and calling friends are now 
the stand-out ways that people participate in watching television.

Kenya has seen 2013 out with some highlights in social media driven television or 
social TV. Whether or not local television shows were designed with the backchannel 
in mind, Kenyan reality dating show Tujuane stands out as having one of the most 
loyal and viral followings of any television series. This is not to say the traditional 
ratings for television media are in any way inaccurate, but in terms of Twitter 
engagement the show has brought a level of consistency and high velocity of 
updates and engagement that stands out.  

Age of the Social 
Media Director?
According to Altimeter’s State of Social Business Report 2013 we find majority 
of social media teams and strategies in the custody of the Marketing or 
Communications departments. When social media platforms and principles adapt 
to every aspect of an enterprise, to connect with the workplace and marketplace 
is what is being described as social business. This, however, is yet to take root in 
Kenyan companies. Social business stands as the next great ambition in the 
adoption of social media into an organisation. It takes on many of the principles and 
philosophies driving social media and adapts them to the business or organisation. 
This means internally with employees, as well as with suppliers and stakeholders, 
an organisation can apply these same principles to add to the bottom line. 

As we become more familiar with them the principles of social media will transform 
elements of transparency, leadership and organisational culture. Taking these to 
scale is properly summed up under the term social business. It is the way to 
compete in the digital age among companies as they learn to respond and adapt 
to connected consumers. 

The amount of credible research into how brands are using social platforms to 
connect with customers and employees in Africa has been inversely proportionate 
to the hype for social media and social business. The Social Business Africa (2013) 
report  stands as one of the few examples of clear research around the topic.

2014 and 2015 presents senior management, director or board level with the 
conditions to hire for such a role or clarify responsibility in a management role. 
The role might be described as Customer Engagement or merely represent an 
adaptation of an existing role (e.g. Corporate Communications or Corporate Affairs) 
but the emphasis will change from maintaining the company’s reputation to promoting 
and leading social transformation in the many levels it requires for any organisation.

Likewise, existing relationships with external resources such as agencies and 
consultants will grow. In some cases companies will choose to hire full-time and 
grow teams or departments rather than outsourcing. The social media consultant’s 
role will take on greater definition and so will that of the trainer in getting 

management to see and system and service design changes (where necessary) 
to the business in order for it to thrive in the social age.

Facebook: 
Like Lust goes down-
Engagement energy 
goes up
Facebook remains the #1 social network in Kenya. More than once within the 
past few years it even occupied the top spot on Alexa.com ahead of Google, 
something that is unprecedented in developed countries and recurs on 
occasion in emerging markets. 

The popular social network will look different in 2014. Having crossed 1 billion 
users and standing at approximately 4 million Kenyans on Facebook. Brands 
and organisations are in for a shock when the value of the communities they have 
built there beginning to diminish. It won’t diminish for any other reason except for 
Facebook’s own doing. Facebook has begun to drive organisations to pay in 
order to promote their content and spread it further. 

It is revisions to EdgeRank, Facebook’s algorithm that determines the life cycle of a 
Facebook post, that have been responsible for the changes. Currently, Facebook’s 
supplementary advertising is a necessary addition to amplify content to the page’s 
existing audience. The California-based company going as far as to say that it will 
minimize the impact of updates that are text-only, prompting content creators to 
use photographs in every post they make.

We also expect that Facebook will retreat the hashtag feature. It still presents an 
opportunity for content creators but does not promote virality or have any real 
impact on the messaging. 

The Age of the “Second Screen” is upon us in Kenya. We will no longer watch 
television without a second screen- a phone, tablet, laptop, or desktop - nearby. It 
will become a part of the experience. Kenyans already frequently congregate around 
television programs - news, sports or entertainment but now they will also do so on 
social networks such as Twitter.

 Tujuane stands out as an example of this. The dating television show that puts 
young singles together, sending them on a variety of dates and social interactions 
generates approximately 9,256 tweets per episode, and in 2013 cumulatively 
inspired over half a million tweets. That is without monitoring Facebook and the rest 
of the web including blogs for other online mentions. The show’s popularity among 
the valuable and digitally savvy Generation Y has seen it shift television stations from 
KTN to NTV in what is surely the station’s bid for a young, connected and in this 
case, captive audience.

We describe this as the “Tujuane Syndrome.” What started out as Kenyans On 
Twitter (or #KOT) discussing the show turned into a weekly ritual that eventually 
caught the attention of the television station and the producers. Having the video 
online further brought the Diaspora, and others who could not catch the broadcast, 
into the picture and gave longevity to the content.

We are yet to see if Tujuane will fully embrace social media and the web as much as 
social media has embraced the show in its next season, but we can expect other 
television shows to do so.

Looking at the various categories of potential social television shows for 2014, 
we see a possible breakdown as follows:

Contestant-based Shows 
E.g. 2013’s season of Tusker Project Fame, An East African reality-singing 
competition show, generated 43,736 tweets and made use of social media after 
#KOT continued the annual trend of discussing it online. 
 

Reality TV shows
E.g. Dating show #Tujuane single-handedly featured in over 500,000 tweets in 2013. 
To put that in context, this was more than the #KOT hashtag but less than 
#Westgate which took place during and after the Westgate Mall attack at the 
popular Nairobi mall.

Fiction Television Shows
These are yet to be explored locally but the model has been done by Western shows 
before as seen by AMC’s Breaking Bad, ABC’s Scandal in The United States and 
BBC’s Sherlock in the United Kingdom.
 

Music Video Television Shows
Aimed at a teen audience, music video shows on television now fully incorporate 
Twitter in their elaborate user-request driven shows. Collecting and approving 
content coming in from social media has lessened that of SMS revenue. It has seen 
recording artistes take to Twitter to launch and seed music to their fans. Kenyan 
rapper, Rabbit had his hit song “Ligi Soo” trend through the month of December as 
a key example.
 

The News
The 9 o’clock news generates some of Kenyan television’s highest ratings. The 
opportunity for social television is best seen in investigative pieces by journalists who 
build up anticipation through social networks such as Twitter. We can expect that 
2014 and 2015 will see WhatsApp and rich participatory media such as images, 
text, audio and user-submitted video to become the staple throughout for the news.

TOMORROW’S 
NEWSROOM
Over the past few years, Kenyan media houses have slowly but surely begun to 
embrace social and digital media. The elections and the lull that followed as the 
country awaited a result meant that every single newsroom in the country inevitably 
embraced citizen-driven engagement and content. 

Big ships take long to turn as the adage goes; this too has been no small feat. 
In 2014, we can expect to see several television shows launch targeted exclusively 
at this digitally savvy audience. Traditionally, prime-time news programming has seen 
polling and surveys take place based off of the day’s news. This has since expanded 
to include a Twitter hashtag and responses from social media. 

For the diaspora, the use of YouTube for select news clips and most recently the 
streaming of news bulletins live is what is next. No channel has attempted to create 
a web-only version of the news packaged for the 3 million Kenyans in the Diaspora, 
despite their connectivity and participation.

Typically with the poll or daily survey question, the television station received 
hundreds to thousands of SMS responses. These SMS’s are charged at a premium 
rate to viewers. The SMS’s also act as a feedback mechanism for the television 
stations during regular programming. Over the years the television stations have 
resorted to asking viewers to include their names and locations to create a database 
and market research from this. The question over a dip in revenue from more 
aggressive use of social media looms.

The rise of the mobile instant-messaging app WhatsApp as a means of getting 
content-rich media from the audience has also began to scale. WhatsApp’s similarity 
to SMS means that its barrier to entry is down to a smartphone or feature phone. In 
terms of functional literacy there is greater ease of adoption than a social network 
such as Twitter or Facebook. In addition it is “mobile only” and in many cases 
coming pre-installed on WhatsApp is “mobile only” even coming pre-installed on 
certain devices such as on Nokia’s Asha 501 from late 2013. 

According to On Device Research, WhatsApp has become the leading social 
messaging app, overtaking Facebook Messenger globally. We can expect 
newsrooms to continually ask their audiences for content including text and richer 
media such as images, audio and video. 
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The media in 2014 found a new voice with journalists taking it upon themselves to 
leverage and grow their digital influence. When publishing in the newspaper, by-lines 
were reduced to “Follow me on Twitter.” Journalists and newscasters who relied on 
audience interaction through traditional SMS now consider Twitter as the staple 
mode of interaction. WhatsApp has now emerged and is likely to surpass Twitter 
as the year continues.

This hasn’t been without a change in the newsroom. The backroom staff and 
support system has seen subtle evolution to include email addresses and Twitter 
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to work around the clock to keep Kenyans at home and abroad updated. When 
results from polling stations took longer than expected, newsrooms filled the void 
by airing tweets, updates and commentary from the public. This shift left no media 
house unchanged, and is part of the basis of these predictions of the evolution of 
the media. 
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In the 2013 election campaigns in Nairobi, Kenya saw one of the frontrunner political 
candidates refer to being “Digital” vs. “Analogue”. This has been a defining attribute 
of the current Jubilee government. Behind the numbers, Uhuru Kenyatta garnered 
317,526 mentions on Twitter in the period 30 days prior to the elections. 
This is compared to Raila Odinga who had 186,210 tweets.

Be it laptops or the promise of going digital, it appears in the manifesto and in 
election campaign communications, we saw social media employed to engage 
the electorate. Since Uhuru Kenyatta posts all of his speeches online and this 
garners quite the reaction, perhaps we will see governors and other public servants 
follow suit. Websites such as Mzalendo.com already highlight the Hansard and bring 
light to publicly available data on record. Now it’s time for respective country digital 
teams to do the same for Senators and Governors.

In 2014 with devolution and the Kenyan constitution set to celebrate a year under 
the new administration, we can expect to usher in a new age of social media at the 
county level. Governors, senators and municipal public servants all taking to Twitter 
among other social networks to engage one another.

Questions linger as to what the Jubilee government’s position on privacy and 
legislation will be regarding digital media. The Kenya Information and Communication 
(Amendment) Act and the Media Council Act being assented by President Kenyatta 
despite the opposition from the Media sector, and its clear ramifications on 
traditional media houses, gives much to think about. 

The Kenya Police’s Cyber Crime Unit and what happens after what we saw in both 
the elections with hate speech online and Westgate later in the year leaves us 
waiting to see what legal considerations will be made.

Nyumba Kumi 
Goes Digital
Personal security hasn’t been the same since the Westgate Mall attack in Nairobi. 
Particularly in regards to the resulting increase in ideas and government initiatives 
for citizens to secure themselves. 

One of the proposed directives was the Nyumba Kumi (10 homes) initiative. 
The Nyumba Kumi government mandate would see Kenyans under obligation to 
interact with their 10 closest neighbours. This would effectively cluster the country 
into groups of 10. This way turning security into a more local and personal issue 
and not merely a national one.

Technology, specifically social media, could aid this directive in a number of ways. 
Whether or not the Nyumba Kumi concept comes into effect, we can expect to see 
concerned citizens, interest groups and neighbourhood associations employ better 
use of social media for security. WhatsApp again has been a case that has been 
used in the past year. 

In one of the various streets in the Kilimani area, a WhatsApp group including 
representation from households, security professionals and their askaris (guards) 
each contributing and staying in the loop from across that street of each other. 
Since WhatsApp is not available on a computer and maxes out at 50 participants 
per group it will only serve as a tool as long as a better more comprehensive 
solution does not exist.

For the future, it is likely that personal security looks more like a social network like 
new instant messaging app and WhatsApp competitor Telegram or South Africa’s 
MXit or Dutch app Nimbuzz.

A likely alternative could be the use of Twitter in urban areas as witnessed with the 
breakout success of @ChiefKariuki. The tweeting chief of Lanet Umoja village 
signed up users using Twitter’s service agreement with Safaricom & Airtel. 
The Chief has been lauded for using social media to transform the location not to 
mention entire households and the nation at large. Twitter could prove decisive in 
creating virtual subcommittees and though this is one-to-many in nature, it could 
spell an alternative to WhatsApp.

Social Me-devolution
The fundamental premise for Kenya’s 2010 constitution was a devolved government. 
This meant moving administratively from 8 provinces to 47 semi-autonomous counties.

The present system of government with Senators, Governors and County 
Assemblies means that there citizen involvement in enacting and formulating 
policies and determining local government outcomes. 

The constitutional process is still in a state of flux with politics in play and the dust 
settling from the previous forms of governance. But with the 2013 elections, certain 
officials were updating and constantly engaging on social media from the campaign 
trail to elected office.
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Various counties are finding social media solutions to overcome some hurdles in 
physically congregating. Self-organised and semi-formal Facebook groups for a 
variety of counties are where some members are engaging from. Here they are 
giving fellow members of the public a digital bulletin board. Our research shows 
at least 10% of the counties are employing formal or informal versions of this and 
we anticipate this trend to grow in 2014 and 2015.

The need for a homegrown or more tailored solution does beg, but that is not to 
say that Facebook is not a worthy platform for the discussions to take place. 
It is the digital passport for many besides an email address.

We expect the counties to embrace their own respective digital footprints. 
The Kenyan Diaspora is technically the so-called 48th counties. By sheer numbers 
they would be the fifth largest in the country at over 3 million. Social media will 
feature as part of the way to raise funds and encourage investment. For local 
and Diaspora exchanges we can expect local, hyper-local and regional networks 
through social media to form.

Privacy & 
The Government of 
Kenya on Digital
The Jubilee government identified itself as a digital government. As part of making 
this happen, it was critical that technology play a fundamental role. The security 
machinery of the country that the regime inherited had been known on occasion 
to take to the web and the internet to find and respond to bloggers over the 
past 5 years.

The former Presidential Press Service, since replaced in the new administration 
as the PSCU (Presidential Strategic Communications Unit,) now consists of a 
formidable digital team. These were staff including members of the Jubilee campaign 
team. Their focus now is on managing and growing The Office of the President 
and the Presidential digital footprint. This team’s work so far had included uploading 

every single speech Mr Kenyatta has made, making them available online. 
The work that Odipo Dev did analysing this is available in the Appendix of 
this publication. 

Having a dedicated digital team and presence will make a difference as the year 
goes on. Headed by Dennis Itumbi, now serving as Director of Digital Media and 
Diaspora at the Office of the President we await to see digital leadership in issues 
of public participation as well as reputation management globally. Taking the step 
beyond sharing photographs and updates towards a true sense of what African 
digital governance can accomplish.

The Kenya Information and Communication (Amendment) Act and The Media 
Council Act (2013) were taken as a worrying sign to local media who branded the 
Media Bill draconian. To what extent we will see the current elected officials exercise 
the law when it comes to social and digital media is an open question at this point.

In 2014 we will see serious questions raised around digital security and privacy as 
the position on freedom of speech across technology is put under greater scrutiny. 
The African Union Cyber security Convention vote was postponed for both technical 
and opposition around its framework. The bill aimed at ensuring data protection, 
e-governance and combating cybercrime is likely to visit Kenya’s legal offices 
particularly the Attorney General. With Africa home to 4 of the 10 countries with 
cyber crimes in the world, it remains to be seen if the bill will include necessary 
provisions to address data privacy concerns.

Digital enterprises, start-ups and investors others need to start to consider the 
consequences of compliance with not only the African Union but also ensuring 
a strong voice as a consortium of stakeholders is presented to the Kenyan 
government. Currently, the AU working group consortium is headed by the 
Centre for Intellectual Property and Information Technology Law (CIPIT) at 
Strathmore University.
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breakout success of @ChiefKariuki. The tweeting chief of Lanet Umoja village 
signed up users using Twitter’s service agreement with Safaricom & Airtel. 
The Chief has been lauded for using social media to transform the location not to 
mention entire households and the nation at large. Twitter could prove decisive in 
creating virtual subcommittees and though this is one-to-many in nature, it could 
spell an alternative to WhatsApp.

Social Me-devolution
The fundamental premise for Kenya’s 2010 constitution was a devolved government. 
This meant moving administratively from 8 provinces to 47 semi-autonomous counties.

The present system of government with Senators, Governors and County 
Assemblies means that there citizen involvement in enacting and formulating 
policies and determining local government outcomes. 

The constitutional process is still in a state of flux with politics in play and the dust 
settling from the previous forms of governance. But with the 2013 elections, certain 
officials were updating and constantly engaging on social media from the campaign 
trail to elected office.

Various counties are finding social media solutions to overcome some hurdles in 
physically congregating. Self-organised and semi-formal Facebook groups for a 
variety of counties are where some members are engaging from. Here they are 
giving fellow members of the public a digital bulletin board. Our research shows 
at least 10% of the counties are employing formal or informal versions of this and 
we anticipate this trend to grow in 2014 and 2015.

The need for a homegrown or more tailored solution does beg, but that is not to 
say that Facebook is not a worthy platform for the discussions to take place. 
It is the digital passport for many besides an email address.

We expect the counties to embrace their own respective digital footprints. 
The Kenyan Diaspora is technically the so-called 48th counties. By sheer numbers 
they would be the fifth largest in the country at over 3 million. Social media will 
feature as part of the way to raise funds and encourage investment. For local 
and Diaspora exchanges we can expect local, hyper-local and regional networks 
through social media to form.

Privacy & 
The Government of 
Kenya on Digital
The Jubilee government identified itself as a digital government. As part of making 
this happen, it was critical that technology play a fundamental role. The security 
machinery of the country that the regime inherited had been known on occasion 
to take to the web and the internet to find and respond to bloggers over the 
past 5 years.

The former Presidential Press Service, since replaced in the new administration 
as the PSCU (Presidential Strategic Communications Unit,) now consists of a 
formidable digital team. These were staff including members of the Jubilee campaign 
team. Their focus now is on managing and growing The Office of the President 
and the Presidential digital footprint. This team’s work so far had included uploading 
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every single speech Mr Kenyatta has made, making them available online. 
The work that Odipo Dev did analysing this is available in the Appendix of 
this publication. 

Having a dedicated digital team and presence will make a difference as the year 
goes on. Headed by Dennis Itumbi, now serving as Director of Digital Media and 
Diaspora at the Office of the President we await to see digital leadership in issues 
of public participation as well as reputation management globally. Taking the step 
beyond sharing photographs and updates towards a true sense of what African 
digital governance can accomplish.

The Kenya Information and Communication (Amendment) Act and The Media 
Council Act (2013) were taken as a worrying sign to local media who branded the 
Media Bill draconian. To what extent we will see the current elected officials exercise 
the law when it comes to social and digital media is an open question at this point.

In 2014 we will see serious questions raised around digital security and privacy as 
the position on freedom of speech across technology is put under greater scrutiny. 
The African Union Cyber security Convention vote was postponed for both technical 
and opposition around its framework. The bill aimed at ensuring data protection, 
e-governance and combating cybercrime is likely to visit Kenya’s legal offices 
particularly the Attorney General. With Africa home to 4 of the 10 countries with 
cyber crimes in the world, it remains to be seen if the bill will include necessary 
provisions to address data privacy concerns.

Digital enterprises, start-ups and investors others need to start to consider the 
consequences of compliance with not only the African Union but also ensuring 
a strong voice as a consortium of stakeholders is presented to the Kenyan 
government. Currently, the AU working group consortium is headed by the 
Centre for Intellectual Property and Information Technology Law (CIPIT) at 
Strathmore University.
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Marketing & Communication agencies have long been trusted to give the insight and 
advice as to how best to spend wisely to target consumers. With social media and 
the digital age upon us, there has been some resistance to spending money on 
digital. The margins aren’t as lucrative. Take a traditional billboard. The media buying 
agency might have leverage over with the signage company thanks to economies 
of scale to negotiate a competitive rate while at the same time getting a commission 
from the client of 16-18%.  This means it is in the agency’s interest to keep the bulk 
of their spending across traditional media.

On the client’s side, there has been a push for digital and finally the larger agency 
groups have begun to hedge their bets by growing and launching digital subdivisions 
and spun-off companies. 2014 presents a time where the agencies take a new 
stage in the evolution towards digital. Mobile will take precedence as it becomes 
more apparent how much it can yield in terms of digital results. For the mass market 
with it as unexplored as it is, social will wane, mobile will gain.

This will also be the year of the influencers. The new range of content creators 
that have been put on a pedestal thanks to their wit, quips and commentary online. 
The backbone of Kenyans on Twitter, they’ve created fully-fledged careers, websites 
and contracts with brands as a result. The outcome however has been built on 
an atmosphere without full disclosure on the side of the brand, the influencer 
and the audience. 
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THE influence 
bubble bursts
IWith the rise in influence and stature of #KOT, so has come the inevitable rise 
of influencers - at times pejoratively described as  “bigwigs.”

Brands eager to raise engagement, likes and make use of available “digital spend” 
have sought to partner with influencers - either individually or communally. 
In the beginning this was directly through blogs whereas it is evolving to include blog 
groups such as the Bloggers Association of Kenya (BAKE) and similar collectives. 

It has since moved toward agencies, brands and marketing executives approaching 
Twitter users directly and seeking to engage them. This has been met with great 
interest. People who previously just tweeted on business matters were now being 
approached by businesses to insert paid links and notices. 

Those who were more in the area of lifestyle and humour were also approached by 
similar brands. Campaigns continued to take place, pioneered and pushed by some 
of the influencers who joined advertising, marketing and branding agencies. 
Those who joined the “client” themselves continued to be involved too. 
This progress came at the cost of disclosure. The Word of Mouth Marketing 
Association (WOMMA) and their code of ethics on consumer protection are clear 
when it comes to paid endorsements and the requisite disclosure to the audience. 
The standard to follow in an age where the web along with its freedom comes with 
so many grey areas.

For context: Rojahs/WiseWordsDaily was among the first Kenyans to begin to make 
significant returns from a Twitter account. From 2009 to 2011 there was a 5-figure 
sum in Kenya Shillings being generated per week to this effect. He had been 
successful at growing an international audience on Twitter, seeking motivational 
quotes and inspiration. 

Kenyans didn’t take this as well, with some expressing displeasure at the fact that 
he didn’t come up with many of the quotes himself. Regardless, he built up a 
formidable and engaged community at the time and was past 50,000 followers, 
which, wherever you are in the world, is a large audience. He monetised by joining a 
platform at the time that would see him place sponsored tweets in his usual daily 
bits of content.

Disclosure was first brought up with him but the stakes were lower. People felt 
convicted to speak up about the lack of a clear understanding of what he was being 
paid to post. Despite this, there was also the impression that people might have 
been jealous when they discovered he was earning a profit from it. Since those 
years, many of the same voices have also become influencers in their own right. 
Now that they are being engaged by brands and interests are different, there has 
been no clear line set between what was paid for and sponsored and what was not. 

The general sense of distrust in the industry is not just among influencers but 
everyday social media users. It will last only as long as the bubble of hubris grows. 
2014 and 2015 can’t see a disgruntled and growingly disillusioned audience 
not respond.

DISCLOSURE 101
The greatest challenge facing the rapid growth of brand-influencer relations and 
public relations now is disclosure.

The actual practice of disclosure isn’t embedded or practiced in Kenyan business 
and corporate communications society. It tends to be a position of mere reputation 
management when details erupt and corporate governance is in question. With 
politics being as closely tied as it is to business, even wealth declaration and the 
means to which it was amassed has always been avoided by powerful individuals. 
So why should a blogger or Twitter personality share that they are being paid 
Ksh. 30,000 ($352) per tweet or clarify that their last 3 retweets were all paid for 
by a brand?

2014 will be a year where we see the audience demand more transparency of 
brands, bloggers and the influencers they interact with. Sponsored content has 
come a long way and presents a great opportunity for value for the content creator 
and for the audience. The clearer this is, the greater the value for all parties involved.

The worst-case scenario would be for a campaign to fail once it is apparent that 
there is money involved but undisclosed. The influencer loses the trust and credibility 
that earned them their spot as well as recognition from the brand, and the brand 
simultaneously loses interest in that particular influencer.
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The remedy for this is for the respective parties: the brand, the intermediary (agency, 
bloggers organisation, etc.) and influencer to all be clear and up-front with the 
audience on what is happening. This will only lead to smarter engagement from 
all parties and foster greater trust and respect in this ecosystem.

MOBILE FIRST IS THE 
WAY OF THE FUTURE
The agencies have long been trusted to give the best ideas of how to reach the 
Kenyan public. Clients look for creative agencies to give creative solutions to reach 
the nation and the region at large.

Mobile provides a fantastic year to create compelling interventions in business 
and marketing processes respectively. Kenya remains home to one of the most 
sophisticated mobile audiences in the world thanks to M-Pesa. This being only 
one aspect of the growing ecosystem of mobile interventions and solutions. 
This same microcosm in the technology space could lead to designing some great 
mobile experiences for brands and consumers. The basic premise for a traditional 
media spend will come into question in the next 12-18 months.

The creative brain trust and their intimate understanding of consumer needs, 
aspirations and brand affinity ought to lead to a smart rise of mobile and 
mobile-designed systems. 

If only to start as interventions to existing retail and service enterprise challenges 
and soon grow to larger scale consumer-facing opportunities. As far as social media, 
embracing the connected consumer will be a strong part of watching this take 
shape. In terms of numbers we’ve seen, of 425,132 tweets Kenyans on Twitter 
released this year, approximately 56% of those were from mobile devices.
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The most important piece of social media and the foundation of every one of these 
predictions is the audience itself. The crowd. Kenyans online. Kenyans on Twitter. 
Kenyans on Facebook. Kenyans with e-mail. They are the digital audience. 

Things remain hopeful despite a decrease of almost approximately 800,000 
Internet subscribers as noted by the Communications Commission of Kenya in 
their 2013-2014 statistics report. What we are aiming to see isn’t just growth of 
total number of Internet users or subscribers but rather more engagement and 
signups to social networks.

Consider the total number of Internet users in Kenya as at the CCK’s last report as 
11.6 million Internet subscribers. Kenyans on Facebook, according to the Facebook 
Ad Planner, remain at 3.8 million. One should see that as a fraction of those with 
Internet access. Twitter, though growing in popularity is still behind Facebook with 
approximately 500,000 users. Much of the statistics for Twitter remain guesstimates 
at best as statistics tend to have caveats, margins of error and save for Twitter itself 
there are few that can precisely list the audience online.

2013 saw the world sit up straight as Kenyans online blogged, tweeted and liked 
their way onto the world stage. The general election was a hallmark of this with 
Kenyans cementing their position online keeping erroneous journalists and wayward 
international news anchors on the washing line for any traces of stereotypes or 
inaccurate reporting. 

Another significant part of the crowd’s participation was the frequent wars with 
neighbouring African countries. This personified the first half of 2013. The hashtag 
#SomeoneTell being used to great effect to go up against Botswana, Uganda and 
met their match with Nigeria. This repeated itself severally throughout the year. 
Taking to the web with memes, Photoshopped photos and quips and taking no 
prisoners. As content creators continue to get recognised by brands, more will 
attempt to create content for the local audience no matter who should stand in 
their way.

THE CROWD

2014 Trends &
Predictions iN

Social Media
for Kenya

nendo.co.ke



Micro-audio 
social networking
The more the web has evolved, the more we have seen niche social networks take 
shape and take off. Instagram is one of the biggest examples - the photo sharing 
website being acquired by Facebook for $1 billion only 18 months after being active 
testifies to this.

Locally we have seen several niche networks gain audience and this is to be expected 
for 2014 and 2015. Over five years ago, when GPRS and feature phones were gaining 
traction in the middle class mobile applications like Nimbuzz, 2Go and MXit began to 
scale across university campuses with students and their newfound mobile phones. 

Likewise, we can expect the exploration in the niche of audio social networking to 
kick in. Participatory social media including tools such as Instaradio allow 
broadcasting on-the-fly turning users into their own broadcasters. 

Elsewhere on the consumption side of the equation, social networks like Soundcloud, 
Mixcloud and Reverbnation are giving local artists a way to use worldwide platforms 
to gain new audiences including the Diaspora. 

Lastly, at home a local arms race for the music scene is also on pitting music startups 
trying to shore up the broken value chain for recording artistes in Kenya and East 
Africa. 

We can expect to see WhatsApp play a role in getting Kenyans online familiar with 
personal audio recording in the next 12 to 18 months. Hopefully it moves beyond 
that to sharing and eventually publishing their audio.
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Growth of functional 
social networks
Tools that are integrated with social networks will continue to grow as people look 
to collaborate more and share more about themselves; this has seen a rise in the 
number of Kenyans using platforms such as photo-sharing website Instagram. 
More and more local brands are taking part in sharing visuals there with some 
such as Safaricom even coming up with tailored campaigns for Facebook-owned 
platform.
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WELCOME,
THE SMART AUDIENCE
The age of the connected consumer in Kenya has been dawning upon us. 
Stakeholders in changing the status quo of communication are still experimenting 
and piloting ventures into creating value for the Kenyan online with plenty of room 
to spare for new entrants and entrepreneurs.

The second-screen audience in 2014 will be in a stronger voice demanding bolder 
advertising and communication from marketers. The marketers themselves won’t 
find competitive advantage without smarter communication coupled with tactical 
use of technology. The stakes move higher than share of voice determined merely 
by billboards and radio spots to whole web presences designed to convert visitors 
and prospects into customers. The pendulum may swing to those that take risks 
on social, on the web and in integrating technology internally and externally - 
embracing the ideals of a social business.

More affordable tablet computers and the rise of smartphones in the country, 
not to mention competitively priced mobile data, converge to bring us to the age 
of the smart audience in 2014 and 2015.

Even those off-the-grid, as it were, are taking on cues. Since as long as they have 
access to media over time their aspiration for the web grows and so does the ease 
of access. Getting connected is now a fundamental part of the consumer’s journey. 
This connectivity and the liberty it brings through information and participation will 
challenge the brands, the agencies, the influencers and the ecosystem to put the 
audience first, and for the audience itself to own their place as co-creators in the 
African digital dialogue.
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About Nendo Ventures 
Nendo Ventures is a strategy and storytelling consultancy for digital Africa 
based in Nairobi, Kenya. Conducting leading social media audits, strategy and 
training, Nendo has projects spanning 7 African countries to date. 
Mark Kaigwa, Forbes 30 under 30 Best Young Entrepreneur in Africa 
is the founder of Nendo.
hello@nendo.co.ke

About OdipoDev
Odipo Dev is a data science company that specializes in gleaning insight  from 
the ever evolving and thriving ecosystem that  is the web in order to try and 
figure out how brands can succeed at maximizing returns from their product 
development and marketing strategies while improving customer satisfaction.

odanga@odipodev.com
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