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Abstract

The key objective of this study was to investigate the role of
communication in creating awareness on electoral opinion polls in Kenya.
The study adopted descriptive survey design. It targeted the four main
polisters (that deal with electoral opinion polls) in Kenya. These are: 1psos —
Synovate, Strategic Africa, Consumer Insight and Infotrack Harris (Pollsters
Kenya, 2013). The sample size was forty-eight. Eight participants for key
informant interviews and forty for quantitative data. Sampling was done
through purposive and systematic random sampling techniques. Data was
collected using self-administered questionnaires and through Key Informant
interviews. Quantitative data was analysed using descriptive statistics while
qualitative data was analysed thematically. The study found out that
communication plays a very significant role in electoral opinion polls in
Kenya. The study recommends that the current legislation on electoral
opinion polls should be evaluated to ensure objectivity and that the pollsters
role of informing and educating citizens; and their rights to access
information should not be compromised by law. It further recommends that
the relevant bodies educate the public on the role and importance of polls.
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Introduction

Public opinion polls, particularly those released in the lead up to an
election, stimulate considerable debate and speculation amongst the media,
the public and politicians. Opinion polls essentially attempt to capture public
opinion, or the public’s mood, on a given issue at a particular moment in
time. Opinion polls are regularly conducted on voting intentions and
leadership preferences, but can be undertaken on any social or commercial
matter that the polling groups or commissioners of such polls determine
(Macreadie, 2011).

Voters’ opinion, perception, expectation and choice of electoral
candidates are influenced by various factors. VVoting behaviour in Africa is
suggested to be predominantly influenced by some form of identity factor
such as ethnicity, family lineages, religion, region, gender and party
affiliation (Bratton and Van de Walle 1997; Barkan 1979; Ferree 2004, 2008;
Lindberg et al 2008; as cited in Kimenyi et al., 2008). Empirical evidence
supports the view that an African is primarily an “identity” voter. In essence,
voting in Africa is in many cases nothing more than an ethnic census and
individual voters use ethnicity as a proxy for the expected benefits for voting
in a particular candidate.

While the personal expectations, preferences, tribe and party
affiliation are central to the voter’s decision making, the opinion of other
voters on the viability and electability of the candidate is crucial. In Kenya,
this influence is largely a media driven force, though informal local
gatherings commonly termed as ‘gumzo mtaani’ or ‘baraza’ or ‘bunge
mtaani’, campaign drives and recently social media following play a major
role too. Traditionally, dummy (opinion) polls have mainly been done
through local media outlets especially during primetime news cast and radio
shows where voters “cast’ their votes through anonymous short messaging
services (SMS), and through public opinion pollsters. Recently, digital
electoral campaigns and online opinion polls surveys through social media
platforms and emails are emerging avenues of electoral opinion polling.
They are increasingly significant in electoral contexts and are being used by
political parties, candidates and citizens to raise awareness and garner
support (Williamson, Miller, & Fallon, 2010).

Electoral opinion polls can exercise particular influence on the
outcome of elections. McQuail (2005) noted that by publishing opinion polls
or by stating editorially what the public view is on a given topic adds an
element of potential influence. He further argued that when public opinion is
embodied in media accounts, it acquires certain independence and this
becomes an objective “social factor” that has to be taken into account by
political and other actors. He concurs with Makulilo (2013) who posits that
pre-election opinion polls, if conducted scientifically and impartially, are
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essential in projecting voting intentions of the electorate in a democratic
polity. It follows therefore those electoral opinion polls as tools of
communication may not only reflect the people’s views but may also shape
the views of others. That is, people may be influenced in how they vote by
what they learn from an opinion poll (Ndati, Wambua, & Mogambi, 2014).

Thus, when Mass Media conducts and publishes electoral opinion
polls results and projections, they play a critical role in ensuring that voters
have access to balanced, fair and objective poll results. While indeed
communication channels provide significant information to the voters on the
candidates, it is imperative to note that the information may also be quite
distorting (Ndati et al., 2014). In 2005, electoral opinion polling in Kenya
was seen to have come of age, with the predictions for the outcomes of the
referendum vote on the proposed Constitution almost mirroring the actual
outcome of the final vote. However, during Kriegler Commission (2008)
hearings which were established to determine the main causes of the 2007/8
post-election violence, it was pointed out those public opinion poll
(electoral) results contributed to the violence. Potentially, politicians,
journalists and the general public alike did not grasp, a number of the key
technical issues which determine views as to the accuracy of the results.
These issues were pertaining to sample size (how can 2,000 people
accurately represent the views of 16 million adults?), representation (maybe
the survey is only carried out in areas favorable to individual political
leaders) and the interpretation of data.

In effect, in instances where the survey data did not support their
political inclinations, politicians felt that electoral opinion polls were flawed,
manipulative and biased exercises - even publicity stunts! Many took every
opportunity at public fora to discredit the poll results and the organizations
that carried them out. The pollsters were blamed for failing to observe due
(scientific and ethical) diligence in conducting and publishing accurate
electoral opinion poll results. Likewise, media houses were accused of
publishing erroneous electoral opinion polls results, with over-
sensationalized interpretations of the same.

Wolf (2009) affirms that any poll showing one leader less popular
than another, or not appearing at all, or who had lost even a few percentage
points over a given period of time was seen, nevertheless, as highly
damaging. It was assumed that such results could create a ‘bandwagon’
effect by depressing further the votes for any candidate whose bid appeared
unviable, or who was losing ground. Further, a local columnist in the Sunday
Nation argues that:

It is absolutely unscientific and undemocratic to seek to

pinpoint ‘majority opinion’ by throwing a few leading

questions at individuals, chosen at random, who are likely to
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be totally ignorant of the social implications of the questions

facing them. In any case, what exactly is the social value of

knowing in advance which candidate a correspondent will

vote for? Indeed, isn’t it dangerous? In a society where real

issues matter so little, Figures such as Steadman tosses around

can powerfully sway the mass as to whom to vote for (P.

Ochieng, SN, 8 April 2008)

This is a pointer of how publication of electoral opinion poll results
can influence the voters to make undecided choice. Njogu (2008, quoted in
‘Polling and the Kenyan media’, Expression Today, as cited by Wolf, 2009)
holds that polls can create a sense of confidence that one candidate is
winning and lead to despair on the other side. In places where voters are not
sure if their candidate is winning, they can cross over. They shape opinion of
the electorates and that is why there is a concern of manipulation of polling
groups by the political elites need to be addressed (Namunane, 2011).

This situation led the enactment of “the publication of electoral
opinion polls Act no. 39 of 2012”; an act that sought to provide for the
manner in which publication of electoral opinion polls is done in an open and
objective way, while upholding scientific and ethical principles of opinion
polls and research.

According to Tan (1985), Schramm defines communication as trying
to share information, an idea, or an attitude. It is a process of active and
interactive exchange between one or more transmitters and several receivers
with the aim of getting people to adopt desirable and recommended attitudes
and behaviour.

Duignan (2013) argues that the goal of polls reported in the media
maybe used to inform, to entertain, to persuade, or to educate. In an
electioneering period, the polls constitute one of the most systematic and
objective sources of information for the citizens. They are a means through
which journalists, politicians, business leaders and other elites — whether
they like them or not — learn what the general public is thinking. Thus, it can
be noted that electoral opinion polls are a form of communication and they
should address the same functions of communication. In this regard, there is
need for the common citizens to be aware of this form of communication so
as to assist them in making informed and reliable voting decisions.

The way communication agents or opinion leaders present and assist
in public interpretation of electoral opinion poll results have a potentially
significant bearing on voters by imparting either a “demotivating” effect
(when voters abstain from voting out of certainty that their candidate or party
will win), a "motivating™ effect (when individuals who had not intended to
vote are persuaded to do so), or a "free-will" effect (when voters cast their
ballots to prove the polls wrong). This study therefore sought to investigate
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the role of communication in creating awareness about electoral opinion
polls and creating an interacting public-pollster interface.

Methodology

This study is set in a period when Kenya was in a general election
campaigns and in the process of adopting the new legislation on regulation
on publication of electoral opinion polls results — 2011 / 2013. During this
period; the pollsters published electoral opinion poll results and parliament
passed a law to regulate the publication of electoral opinion poll results in
Kenya (Wambua, 2016). This study therefore sought to investigate the role
of communication in creating awareness about electoral opinion polls and
creating an interacting public-pollster interface.

This study targeted pollsters within Nairobi County in Kenya. There
are twelve (12) registered public opinion and research companies in Kenya,
four (4) of which are involved in electoral opinion polling (MSRA, 2013).
We purposively sampled the 4 research companies dealing with electoral
opinion polling namely: Ipsos — Synovate (50), Strategic Africa (30),
Consumer Insight (35) and Infotrack Harris (45). The Figures in bracket
indicate the number of employees in each company (Pollsters Kenya, 2013).

A sample size of forty-eight (48) was reached through purposive and
systematic random sampling techniques. Eight (8) respondents for in-depth
interviews [two (2) senior officers from each company] and forty (40)
respondents for self-administered questionnaires were selected as described
below

This technique consists of selecting every Kth case from a

population. Thus,

Sampling constant, K = Population + Sample size
=160 + 40
= 4th

From a target population of 160, a number between 4 and 160 was
selected at random. Quantitative data was collected using self-administered
questionnaires. The questionnaires were structured and they had closed
ended questions.

Qualitative data was collected through key informant interviews. The
purpose of using interviews was to provide in — depth data that could not be
captured in self-administered questionnaires. In addition, interviews yield
higher response rates because it is difficult for a subject to completely refuse
to answer questions or to ignore the interviewer. The researcher used
interview schedule as an instrument for collecting data using a semi —
structured approach. During the interviews, data was recorded by both notes
taking and recording, and later transcribed.

305



Quantitative data was analyzed using Statistical Package for Social
Sciences (SPSS® Version 20). This allowed simple tabulation and
arrangement of responses in frequency distribution Tables and charts.
Qualitative data on the other hand was thematically analyzed alongside the
stated objective.

Findings

The objective of this study was to investigate the role of
communication in creating awareness about electoral opinion polls. The
researcher sought to understand the opinion of the respondents on what they
thought was the role of communication in electoral opinion polls. Better still;
whether they thought communication played any role in electoral opinion
polls. The results were as follows:

Factors that influence Electoral Opinion polling in Kenya

The study sought to investigate what factors influences electoral
opinion polling in Kenya. This was achieved through a factor analysis. The
factor analysis in Table 1 below illustrated the factors that influence
electoral opinion polling in Kenya. The analysis looked at how each factor
scored in the factor analysis. It can be seen that “political parties in which
candidates are affiliated” (.870) had more factor loading than all others. It
means the respondents felt it had more influence on electoral opinion polling
in Kenya. This was followed by presidential candidates with factor loading
of (.860). Literary level of the respondents had a factor loading of (.837)
while the “number of candidates vying for a particular political post” had
(.814). Government had a factor loading of (.510) thus being the least factor
that was perceived to influence electoral opinion polling in Kenya. In the
overall the factor loading analysis below not only illustrates the main factors
that influence electoral opinion polling in Kenya but also the extent of each.
As mentioned, if the factor loadings are sort from the greatest to the smallest

then the reader would see clearly the extent of each.
Table 1: Factor analysis on the factors that influence electoral opinion polling in Kenya
Communalities

Initial Extraction
Media personnel
competence on reporting of | 1.000 722
opinion poll results

Presidential Candidates 1.000 .860

Political Parties to which
candidates are affiliated 1.000 870
Business People_ and funding 1.000 809

agencies

MthodoIogy use_d in 1.000 737

sampling and interviewing
Government 1.000 510
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Financial ability of the

1.000 .809
Pollster
Accessibility to the Regions 1.000 753
to be polled
Leglslatl_op on Electoral 1.000 691
Opinion Polls
Time period for Conducting 1.000 614
Surveys
Literacy levels of the 1.000 837
Respondents
The number of political
parties to be on the ballot 1.000 530
box
The number of candidates
vying for a particular 1.000 814
political post

Extraction Method: Principal Component Analysis.

Role of Communication in opinion polling

Communication is seen as a process of active and interactive
exchange between one or more transmitters and several receivers with the
aim of getting people to adopt desirable and recommended attitudes and
behavior. The goal of this communication is to inform, educate, persuade and
to satisfy the receiver’s needs. Hence, we went ahead to evaluate what role

communication played in electoral opinion polling in Kenya.
Table 2: Respondents’ opinion on whether there is any role of communication in electoral

opinion polls
Frequency| Percent Valid Cumulative Percent
Percent
Yes 37 92.5 92.5 92.5
Valid | No 3 7.5 7.5 100.0
Total 40 100.0 100.0

It can be seen from Table 2 that 92.5% said communication has a
role to play in electoral opinion polls while 7.5% did not agree with the
issue. While the key objective of the study was whether there was any role of
communication in creating awareness about electoral opinion polls, this had
not been directly captured from the respondents as other related surveys
assessed the most effective communication channels especially the ones used
in disseminating and creating awareness of electoral opinion polls.
Nonetheless, we sought to assess if there was any supported positive
relationship between what the respondents’ thought was the role of
communication in electoral opinion polls and one of the factors that
influenced electoral opinion polling in Kenya. Here, we referred to Table 1
developed earlier by selecting the factor that had the highest factor loading.
Therefore, in Table 3, Pearson correlation was carried out between the factor
representing “Political Parties to which candidates are affiliated” and
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“position on whether communication plays any role in electoral opinion
polls”.
Table 3: Correlation test on the relationship between “Political Parties to which
candidates are affiliated” and “position on whether communication plays any role in
electoral opinion polls”

Political | Communication plays any role in
Parties to electoral opinion polls
which
candidates
are affiliated
Political Parties to CcF;fraerIZ?irg)n 1 358"
which candidates are Si -
affiliated ig. (2';Italled) = %3
Communication plays Cgfraerlz(zirg)n 358" 1
any role in electoral Sig. (2-tailed) 023
opinion polls ' N '40 20

*. Correlation is significant at the 0.05 level (2-tailed).

It can be seen that there exists moderate positive linear relationship
between the two variables since the Pearson correlation was to (.358%*). In the
same respect the significance level was at (.023) meaning there was
supported positive relationship to the same variables. On this backdrop, one
could then proceed to affirm that communication did have some degree of
influence in electoral opinion polls in Kenya. We then went ahead to run a
multiple regression analysis in order to further determine whether

communication in any way had a role in electoral opinion polls.
Table 4: Multiple regression analysis on “Political Parties to which candidates are
affiliated” and “position on whether communication plays any role in electoral opinion

polls”
Coefficients
Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
(Constant) 2.052 .755 2.716 .010

Communication
channels do you use in
disseminating and -.083 .285 -.140 -.290 773
creating awareness of
1 | electoral opinion polls

Most effective

- .066 .340 .094 194 .847
communication channel
Communication plays

any role in electoral 1.450 .709 .343 2.044 .048

opinion polls
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From the multiple regression analysis, it can be seen that
communication channels used in disseminating and creating awareness of
electoral opinion polls (.773) did not have any predictive significance on the
variable representing factors influencing electoral opinion polls in Kenya.
This was the same case to the most effective communication channels (.847).
However, communication playing any role in electoral opinion polls (.048)
significantly predicted the variable representing factors influencing opinion
polling in Kenya.

In regard to the communication channels used to create awareness on
electoral opinion polls, television was the most preferred channel at 72.5%
while7.5% settled for radio. Additionally, 5% selected Facebook and Twitter

while 2.5% settled on Websites as shown in Table 5 and Figure 1 below.
Table 5: Descriptive statistics on communication channels used in disseminating and
creating awareness of electoral opinion polls

Frequency Percent

Television 29 72.5
Radio 3 7.5
Newspapers 3 7.5
Valid Facebook 2 5.0
Twitter 2 5.0
Websites 1 2.5

Total 40 100.0

Figure 1: Pie chart on respondents’ views on communication channels used in
disseminating and creating awareness of electoral opinion polls

Communication channels used in disseminating and
creating awareness of electoral opinion polls

MW Television M Radio ™ Newspapers M Facebook ™ Twitter m Websites

5% 2.5%

5%

7.5%

Related to the above, we took note of the respondents’ opinion on the
most effective communication channel used in disseminating and creating
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awareness of electoral opinion polls. The results are summarized in Table 6

and Figure 2 below.
Table 6: Respondents’ views on the most effective communication channel

Frequency Percent
Television 18 45.0
Radio 12 30.0
. Newspapers 5 12.5
Valid Facebook 2 5.0
Twitter 3 7.5
Total 40 100.0

From the distributions above 45% of the respondents indicated that
television was the most effective communication channel while 30%
indicated it was radio and 12.5% thought it was Newspapers, 5% Facebook,

7.5% Twitter and 0% for Websites.
Figure 2: Graphical representation of respondents’ views on the most effective
communication channel

Respondents’ views on the most effective communication
channel

C 20
0 15

Type of Communication Channel

Further, the study established from the respondents the extent to

which they thought the public are aware of the electoral opinion polls.
Table 7: Respondents’ views on the extent of awareness of the public on electoral opinion

polls
Frequency| Percent |Valid Percent Cumulative Percent
Very Great Extent 12 30.0 30.0 30.0
Great Extent 20 50.0 50.0 80.0
Valid | Small Extent 6 15.0 15.0 95.0
Very Small Extent 2 5.0 5.0 100.0
Total 40 100.0 100.0
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From the results, it can be seen that 30% indicated the public were
aware of electoral opinion polls to a “very great extent”, 50% said it was to a
“great extent”, 15% “small extent” while 5% said it was to a “very small
extent”. The interest of the researcher was to evaluate whether the extent of
awareness of the public on electoral opinion polls was statistically
significantly different from the opinion whether voters believe and rely on
the electoral opinion poll results. This scenario was captured through a

paired sample t-test. See Table 8 below.
Table 8: Paired Sample t-test
Paired Samples Test

Paired Differences t |df| Sig.
Mean| Std. Std. 95% Confidence (2-
Deviation| Error | Interval of the tailed)

Mean| Difference
Lower | Upper

Do you think voters believe
and rely on the Electoral
Opinion Poll results? - 44. In
your opinion, to what extent
do you think the publics are
aware of the electoral opinion
polls?

Pair 55412 |.08761/-.70222|-.34778 39| .000

.52500 5.992

Evidently, with significance level of (.000) it can be said that voters
believing and relying on the electoral opinion poll results was statistically
significantly different from the extent of the public’s awareness of the
electoral opinion polls. In addition to the same the respondents that thought
voters believe and rely on the electoral opinion poll results were 57.5% and

those that did not were 42.5% as seen in Table 9 below.
Table 9: Respondents’ views on whether voters believe and rely on the electoral opinion

polls
Do you think voters believe and rely on the Electoral Opinion Polls?
Frequency| Percent |Valid Percent] Cumulative Percent
Yes 23 57.5 57.5 57.5
Valid | No 17 42.5 425 100.0
Total 40 100.0 100.0

The same data may be represented using a pie-chart as follows:
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Figure 3: Pie chart on respondents’ views on whether voters believe and rely on the

electoral opinion polls results

results?

B Yes HmNo

Do voters believe and rely on the electoral opinion poll

The next undertaking was to assess if there are any correlation
between voters believe and reliance on the electoral opinion poll results and
the extent of the same. This was combined by another correlation on whether
the respondents thought politicians believe and rely on the electoral opinion
poll results and the extent of this. See Table 10 below.

Table 10: Correlation matrix between voters believe and reliance on the electoral opinion
poll results and the extent of the same

Correlations

Do you think | If YES, to Do you think If YES, to
voters believe and|  what politicians believe what
rely on the extent? and rely on the extent?
Electoral Opinion Electoral Opinion
Poll results? Poll results?
Do you think voters Pearso_n 1 473" 064 353"
believe and rely on | Correlation
the Electoral Sig. (2-tailed) .002 .696 .026
Opinion Poll
results? N 40 40 40 40
Pearson o . wox
If YES, to what Correlation 473 1 -380 -678
extent? Sig. (2-tailed) .002 .016 .000
N 40 40 40 40
Do you think Pearson 064 380" 1 172
politicians believe | Correlation ' ) :
and rely on the Sig. (2-tailed) .696 .016 .288
Electoral Opinion
Poll Results? N 40 40 40 40
If YES, to what Pearso_n 353" 678" 172 1
extent? Correlation
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Sig. (2-tailed) .026 .000 .288

N 40 40 40 40
**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

From the correlations above it can be seen that the respondents’
perception on voters’ belief and reliance on the electoral opinion poll results
had moderate linear relationship (.473**) with the extent of the same. The
significance level being at (.002) also indicated that such was a positive
relationship. However, the relationships of the former with the respondents’
perception on politicians believe and reliance on the electoral opinion poll
results (.063) was a weak linear relationship. The significance level at (.696)
showed that the two case scenarios did not have any supported relationship.
But respondents’ perception on politician’s belief and reliance on the
electoral opinion poll results had supported relationship (.016) with the
extent of the respondents’ thought on voters believe and reliance on the
electoral opinion poll results. Additionally, in both cases of extent of both
politicians and voters believing and relying on the electoral opinion poll
results emerged as a strong linear relationship and very significant at (.000).
This demonstrated high positive correlation implications.

Lastly, it was critical to establish whether believe and reliance of
electoral opinion poll results both for politicians and voters significantly
predicted public awareness of the electoral opinion polls. This was

demonstrated using a multiple regression analysis in Table 11 below.
Table 11: Multiple regression analysis on belief and reliance of electoral opinion poll results
and public awareness of the electoral opinion polls

Model Unstandardized Coefficients| Standardized T Sig.
Coefficients
B Std. Error Beta
(Constant) 440 444 991 .328
Do you think voters
believe and rely on the
Electoral Opinion Poll 1.112 .230 .683 4.828 .000
results?
1 If YES, to what extent? 077 .313 .047 .245 .808
Do you think politicians
believe and rely on the
Electoral Opinion Poll -056 306 -025 -182 857
results?
If YES, to what extent? -.075 .203 -.063 -.370 714

From the multiple regression above it can be seen that only voters’
belief and reliance on the electoral opinion poll results (.000) significantly
predicted the extent of public awareness of the electoral opinion polls. In the
case of politicians believe and reliance on electoral opinion poll results
(.857) significantly predict public’s awareness of the electoral opinion polls.
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The other multiple regression sought to establish the predictive
significance of awareness of the legislation on publication of electoral
opinion polls and zeal to take part in the opinion polls. Other independent
variables incorporated in this multiple regression analysis included the
perceived differences in the way electoral opinion polls were conducted
before and after the legislation and perception on whether legislation

influenced voters’ access to credible, reliable and representative polls.
Table 12: Multiple regression analysis on the influence of legislation aspect on participation
in electoral opinion polls

Model Unstandardized Coefficients| Standardized t Sig.
Coefficients
B Std. Error Beta
(Constant) 1.609 272 5.910 .000

Has there been a
difference in the way
electoral opinion polls
were conducted before?
If yes, to what extent? .007 .079 .014 .088 .930
In your opinion do you
think the legislation
influences voter’s access 121 123 .159 991 .329
to credible, reliable and
representative polls?
If YES, to what extent? -.244 .095 -.445 -2.568 .015

a. Dependent Variable: Do you take part in the opinion polls?

-123 27 -.149 -.968 .340

From the multiple regression output above only the extent of
legislation influence on voters’ access to credible, reliable and representative
polls (.015) significantly predicted participation in the opinion polls.

Qualitative Results

The interviewees were general and research managers of various
pollisters. The main pollsters that the interviewees worked for were namely:
IPSOS - Synovate, Infotrack Haris and Strategic Africa. Consumer Insight
did not participate in this study. Therefore, two of the interviewees were
from Strategic Africa, one from IPSOS-Synovate and the other Infotrack
Haris. The interviewees indicated to have worked for their respective
polisters for a number of years. For instance, both the General Manager and
Research Manager at Strategic Africa indicated to have worked there for a
period of eight and seven years respectively. The Research Managers at
Infotrack Haris and IPSOS - Synonate failed to disclose their period of
service in their respective company.

All the interviewees indicated that their work environment was good
and they have been at home with it. This is what one of them had to say:
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“Indeed, having worked at IPSOS-Synovate for a long time |

appreciate the environment around this place. I am sure this

has not only benefited me but even other staff members.”

The other interview captured the opinion of the respondents on what
they thought were the functions of opinion polls. In general, they all
expressed that they act as intermediate channels where the public get to
know and anticipate the future. These were some of their views:

Interviewee 1: “Well, am reminded of the time when Kenya

never used to have pollsters. Therefore, the citizens did not

have a way to predict current pressing issues politics,

economic and social matters. However, this has changed since

in our company we have succeeded to capitalize on current

issues or affairs and relate them to the future of Kenyans. This

way they have been able to make informed decisions like in

choosing candidates during elections.”

Another interviewee stated:

“Opinion polls simply put Kenyans in an interactive forum

where they get to express their most heartfelt views on issues

pressing them. Then, through adequate sampling and

forecasting the opinion polls present a scenario that may help

to inform policy in the country”.

In relation to the role of communication in creating awareness about
electoral opinion polls some of the interviewees had this to say:

“Communication is at the heart of any polls because that is

the only way to create an interactive process with the targeted

audience.”

In general, most of the interviewees indicated that
communication played a very significant role especially in helping to
inform and educate the public on the intended message of the polls.

In the case of what might be the level of public awareness on the
importance of the electoral opinion polls all respondents said such was
significant; in other words, that the public were fully aware that opinion polls
played significant role in their decision making about the future. In regard to
communication strategies in place to create awareness on electoral opinion
polls to the public the respondents mentioned television, radios, newspapers
and social media. For instance, one of the interviewees had this to say:

“We ensure that our communication strategies tie to what our

targeted audience use daily for communication. Moreover, we

target the main channels of communication to reach to the

audience.”

The above interview results were what we managed to obtain from
the interviewees. It was not possible to capture everything due to their busy
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work schedules. However, the findings so far helped to acquire insights in
light of the objectives of this research project.

Discussion and conclusion

Literature review findings did not illustrate fully the role of
communication in creating awareness about electoral opinion polls in Kenya.
However, in the primary data this was achieved in a number of ways. First,
majority of respondents confirmed the role of communication in electoral
opinion polls. The researcher even went ahead and established a positive
correlation in Table 3 based on the major factor influencing electoral
opinion polls (political parties), there existed a supported relationship. This
in a way shows the significant role of communication when it comes to
electoral opinion polls in Kenya. Inasmuch as the multiple regression in
Table 4 did not show that all aspects of communication had predictive
significance in electoral opinion polls at least one (Communication plays any
role in electoral opinion polls) did. It would have been absurd not to
scientifically prove the role of communication in creating awareness about
electoral opinion polls in Kenya because opinion polls being the key medium
and then assuming not to have any influence would be untenable. On this
qualitative basis actually evidenced in the interviews results makes the
study’s findings practical and realistic.

Lastly, the correlation in Table 10: the relevance of seeing the
correlational relationship between voters believe and reliance on the electoral
opinion poll results and that of politicians was because the two serve as the
main subjects of electoral opinion poll results. Therefore, noting on their
perception and how they correlated was a very important aspect of this study.
For instance, given that the extent of voters and politicians believe and
reliance on the electoral opinion poll results had supported relationship; it
means (politicians and voters) as subjects of electoral opinion polls had the
same expectations. This again may be confirmed by the fact that both voters
and politicians were equally subjects of the electoral opinion poll results.
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